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Preface 


Creating a true brand is one of the most powerful things any company can do 
to enhance its market power. 


(Financial Times) 


Successful branding adds customer value and can provide protection from price 
competition and pressures towards commoditization. This involves complex processes 
of authenticity, reassurance, the development of meaning, the transformation of 
experience, and differentiation which eventually move from satisfying a basic human 
need for control and assurance to becoming a medium of social exchange and social 
structuration in advanced societies. The subject is now considered vitally import, 
since financial services, politicians, celebrities, and even religions come to be 
recognized as brands that can and should be managed. 


The theoretical base for the book comes from the prominent research of the first 
author into brands and symbolic meaning, identity, and emotion; that of the second 
author into brands and advertising, as a leading academic and consultant to companies 
around the world; and the third author who has worked extensively with scholars and 
practitioners on research into contemporary brand settings. It also draws on the 
communication and positioning models covered in the companion text (Strategic 
Advertising Management) and therefore integrates brands and advertising in a unique 
fashion not covered elsewhere. 


The fourth edition deepens the discussion of digital media and in particular the rise 
of social media, which has emerged as a profoundly impactful platform influencing 
both the symbolic meaning of brands and the way in which consumers interact with, 
and shape, brand communication. However, in the face of technological change, this 
edition also more clearly acknowledges the importance of simple human contact to 
successful brand management, bringing to the fore people as brand touchpoints and 
highlighting the importance of a strong brand narrative that inspires employees and is 
easily communicated to customers. Finally, there are many more opportunities to 
consider and discuss brand management strategy in an international setting both 


through the examples given and the greater number of new case studies provided. 


The book takes a sociocultural approach which draws on contemporary sociology, 
cultural studies, anthropology, and social theory rather than relying on just the 
cognitive, information-processing approach to branding. We believe it moves the 
subject field forward in intellectual terms. However, the wide experience of the 
authors in consulting with industry and teaching on demanding MBA and executive 
development courses around the world means that these complex and exciting ideas 
are firmly grounded in managerial implications and applications. 
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Description 


The Sociocultural 
Meaning of Brands 


This section locates brands in relation 
to consumer behaviour and the 
growth of consumer culture, drawing 
on psychology, sociology, and 
anthropology. 


CHAPTER 


Understanding the 
Social Psychology 
of Brands 


Key Concepts 


1 


3 


4 


Brands exist in the mind of the 
market, so brand management 
is the management of 
perceptions. 

Brands can be separated into 
those that are primarily 
functional and those that are 
primarily emotional. 
Understanding consumer 
behaviour helps us to frame how 
consumers make decisions, 
thereby informing brand strategy. 
We review the ways in which 
consumers make choices 
between brands and emphasize 


the key role played by 
involvement. 

5 In low-involvement situations, 
top-of-mind awareness may be 
the single most important factor. 


Introduction 


A brand is a label, designating ownership by a firm, which we experience, evaluate, 
have feeling towards, and build associations with to perceive value (Brakus, et al., 
2009). In building brand value ‘perception is more important than reality’ (Duncan 
and Moriarty, 1998), and as brands only exist in the minds of customers the 
management of brands is all about the management of perceptions. The power of a 
brand to influence perceptions can transform the experience of using the product. 
Think about the computer on your desk, the toothpaste you use, the sunglasses you 
wear, the charity you choose to support—brands matter! In order to manage brands 
strategically we need to understand how perceptions are organized, how they 
influence behaviour, and how a brand can compete in the battle for ‘mindspace’ 
(Corstjens and Corstjens, 1995). 

Before we discuss branding in depth please take a little time to consider the 
structure of this book by looking at Figure 1.1. In summary there are three sections. 
The first provide a foundational understanding of brands by discussing the breadth 


and depth of their individual and social influence. The second presents the goals and 
the tools of brand management which provides important context to the third and final 
section, which discusses strategy in key brand management domains. 


The history of brands 


Brand-like marks have been in existence for thousands of years. Figure 1.2 outlines a 
brief history of brands and their purpose. Evidence of brands, like labels or seals, can 
be traced back to prehistory and Bronze Age society (Wengrow, 2008). The early use 
of these kinds of brand was for administrative purposes. Initially signatures or marks 
were used to indicate ownership, place of origin, or jurisdiction. As society and trade 
became more complex and specialized they were used to indicate the content of 
containers and also the quality of the product; for example, to this day, hallmarks and 
watermarks are used to indicate the quality of metal and paper. Perhaps the most 
significant change in the use of branding, one that branding as we know it depends on, 
was how it was utilized in the separation of production from consumption. Goods 
were not used only to be consumed but also to extend into time and space as signifiers 
of authority, ownership, and status (Moor, 2007). The first examples of this were 
where nations who conquered new territory (and people) needed to leave their mark to 
remind their subjects who their new rulers were. 


Branding as we know it today only really began in 1760, when the industrial 
revolution (1) developed economies where demand often outstripped supply and (2) 
allowed rapid gains in packaging and printing innovation. Competition for customers 
therefore intensified and firms were looking for repeat business from loyal buyers. To 
achieve this, they needed a systematic way to place their mark on a product, so buyers 
and others knew the source (Moor, 2007); before then, manufacturers usually sold in 
bulk to retailers who then placed the product into their own often unmarked 
packaging. Now they had a means to differentiate their product from others and 
confer meaning via the images they used and promotional material that could be 
developed with these signs. Branding had emerged as a key element of a product’s 
value in an increasingly competitive market place. 


The organizing framework for this book is constructed by the separation of the 
concept of the brand into a functional domain as a representation of what the product 
actually does for us and an emotional/symbolic domain as a representation of what the 
product means to us. See Figure 1.3. In the functional domain, the basic brand 
attribute is a product that keeps its promises of performance. The very basic consumer 
benefit a brand provides is replicability of simple satisfaction of a functional need, the 
solving of a problem. At a more abstract level we can say that it brings some certainty 


in an uncertain world and this delivers a prime benefit for the consumer: it makes 
choice easy, simplifying the world for us. Think about how unsettling it can be trying 
to negotiate a supermarket of unfamiliar brands whilst abroad. In our familiar 
environments we develop habitual behaviour, because once we find something that 
works, we often continue to buy it, not having to think or worry. 


Section 1: The Sociocultural Meaning of Brands 


Brands are cultural artefacts; they are signifiers with meaning. They are used 
strategically by you and | as they are in businesses. They affect our emotions 
and our thoughts; and by extension how we interact with others. In this way, 
they are integral to the stability of society. The first four ams of the book 
explore this sociocultural meaning of brands — 

how customers derive value from brands, which 

fundamentally informs the strategies presented 

later in the book. They will also allow you to 

monitor change and to strategize beyond the 

contents of this text. 


Section 2: Brand Equity and Brand Building 


Having developed an understanding of the foundations of strategic brand 
management, this section shifts the focus to the goals and tools that drive 
branding activity. In discussing brand equity and marketing communications, 
you are provided with an understanding of the objectives firms seek as 

well as the levers they can pull to achieve them. 

tt may seem counterintuitive to discuss goals 

and tools before strategy, however, with these 

things in mind you are better able to 

contextualize the strategy through brand 

management covered in Section 3. 


Section 3: Managing Brands 


We talked about tools (levers) in the previous section, however, these are 

only as good as the strategy they act upon and release; this is the focus of 
Section 3. Each chapter here draws on the sociocultural understanding of 
brands in Section 1, and the desired outcomes and tools of Section 2, to 


suggest strategy in key brand management 
domains. 


FIGURE 1.1 The structure of this book: Strategic Brand Management, 4th edition 
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FIGURE 1.2 The history of brands 
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FIGURE 1.3 The social psychology of the brand 


Returning to Figure 1.3, the border between the two domains is expressed by a 
dotted line. Brands which inhabit the emotional/symbolic space represent safe rather 
than easy choices. The difference is due to increasing levels of risk, both functional 
and symbolic. As risk increases, the choice has to be more than just easy, consumers 


have to develop a trust relationship with the brand. As consumers become more 
involved with a purchase decision their choice becomes increasingly driven by 
emotional processes and so the consumer benefit of the brand becomes a safe choice. 
Safe in terms of all of the expectations that consumers have for the product no matter 
how important or seemingly trivial, be it performance, excitement, style, or status; for 
instance, ‘this brand of cycling kit will safely signal I am a serious rider’. In Chapter 2 
we will be examining emotion-driven choice and the development of trust in brands. 
It is this trust as a fundamental component of brand equity which is examined in 
Chapter 5. As consumers become still more involved with the brand, its symbolic 
meaning becomes of prime importance as it transforms their lived experiences and 
may become part of how they build and communicate their social and cultural 
identities. The symbolic meaning of a brand is discussed in Chapter 3 and the cultural 
communication process is discussed in Chapter 4. However, before we come to the 
specifics of brand meaning and how it is used by consumers, we need to locate brands 
in formal models of consumer behaviour. 


KEY CONCEPT 


Brand management is the management of perceptions 


Try and explain in a sentence what Red Bull means to you? Would the 
answer be a high caffeine sugary beverage? Unlikely. You would 
almost certainly ponder a while and try to articulate a feeling: daring, 
fear, excitement, or describe a person: risk taker, dangerous, free. Oh 
to be able to bottle these things, to manage them in the traditional 
sense, and to store them. We of course cannot do this, but what we 
can do is try to create a perception of our brand through careful 
management of communication to target audiences. 


Understanding consumer behaviour 


The traditional approach to understanding consumer behaviour is as a sequence of 
stages through which the buyer moves, gathering information and evaluating 
competitive offerings before reaching a decision and acting upon it. This is an 


idealized model which has its origins as a cognitive psychological model of how a 
rational purchaser makes purchase choices and only rarely describes how people 
actually behave. See Figure 1.4. 


KEY CONCEPT 


Functional and emotional brands 


All brands have a functional element; the things that deliver core 
benefits, the nuts and bolts of the good or service. For example, the 
functional element of toothpaste is that it cleans your teeth, for an 
MP3 player it is sound quality. Some brands compete on their function, 
but unless the product is truly superior or demand exceeds supply this 
strategy is not sustainable. Most brands also need to generate an 
emotional response. Even low-involvement brands such as toothpaste 
want to generate emotional responses associated with positive 
outcomes like familiarity, family well-being, or safety. Why? Because 
an emotional association is much harder for competitors to replicate or 
‘reverse engineer’ and is, therefore, a more defendable position to 
hold. 


———— SSS SS _ 


Figure 1.4 shows the consumer moving through a series of psychological states 
and sequences of action before reaching a choice decision. It is an information- 
processing model which assumes that the consumer is sufficiently motivated to invest 
the mental and physical effort required to search out and process information. 
However, if we examine what we as consumers actually do through the various 
stages, we find wide divergence from the classical model. 


Need/opportunity recognition 


Consumers recognize a need or an opportunity for a product when they perceive an 
important gap between their current state and their ideal or desired state. Opportunity 
recognition occurs when life changes or when advertising prompts an upward change 
in expectations, for example you may desire a more expensive suit after a promotion 
or move from instant to espresso coffee as your tastes become more sophisticated. 
This represents much of the growth of consumer product and service markets. 


However, the level of motivation required to prompt a purchase may be at a much 
lower level than this suggests. For example, much consumption is driven by a desire 
to emulate other people, and this may often be at a subconscious level, thus the 
emphasis on a process initiated by conscious perception may be overstated. Also low 
levels of simple curiosity may be sufficient to prompt purchase. How many of us want 
the new model mobile phone for no other reason than it is new? 


Need/Opportunity Recognition 


Evaluation of Alternatives 


SAMSUNG Galaxy S8 | S8+ 


Are you always eager to unbox the latest model? 


Source: © Samsung. 


Information search 


Searching for information may involve an internal search of memory and/or an 
external search of the environment for information. For most consumers, for most 
products, an internal search of memory substitutes for an external search and 
awareness alone may be sufficient to effect choice. And this occurs for a surprising 
range of products, from everyday items like groceries through to more involving 
products like utility services and mobile phones like the Samsung Galaxy S8. Studies 
of external information search and actual shopping behaviour for consumer durables 
have found wide differences between individuals’ search behaviour (McColl Kennedy 
and Fetter, 2001; Guo 2001). Early research by Beatty and Smith (1987), indicated 
that just 25% of people visited four or more shops, while 37% bought at the one and 
only shop they visited; 32% only considered one brand while 16% considered four or 
more; 52% obtained no independent information, while 11% consulted two sources. 
Even for the purchase of new cars, more than 30% of people considered only one 
make of car and visited only one car dealer prior to purchase (Punj and Staelin, 1983). 
Even for expensive goods most of us only visit one shop, do not gather additional 
information from advertising, and generally process very little information. 


The Internet has enabled us to seek information much more easily. Many industries 
have been fundamentally changed by this. For example, the travel industry is now 
dominated by online retailers, many of whom offer price comparison options across 
the full range of airlines rather than having contractual arrangements with just a few. 
Flight Centre in Australia, the largest bricks and mortar travel agency, had to quickly 
move to online services after the success of solely online competitors such as WebJet 
and Expedia, who make their money out of service and booking fees rather than 
airline commissions. Initially they offered only budget airline information online, but 
adjusted to the full suite when they realized that customers, and not just the digital 
native 18—30-year-olds, were comfortable searching for information for travel on the 
Internet. Flight Centre have managed to maintain their physical stores by running 
fewer but larger experience-based ‘hyper’ or ‘ultra’ stores which merge Internet 
technology with a traditional service experience. Customers can use touch screen 
tablets to explore destinations, talk to consultants, or spend time in quiet booths to 
map out travel. Physical stores are also used to focus on high service corporate 
accounts, niche travel destinations, and the growing cruise liner market. These are 
more complex offerings, which are more likely to require interpersonal interaction. 
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Australia’s Flight Centre Hyper Store 
Source: By kind permission of Flight Centre Travel Group. 


Evaluation of alternatives 


In order to choose between competing brands consumers must decide which 
evaluative criteria will be used and employ some form of decision rule. The 
evaluative criteria (sometimes called choice criteria) are the product attributes, 
functional, symbolic, and emotional on which the relative performance of the 
competing alternatives will be compared. The decision rule is the strategy that is used 
to deal with the information available and arrive at a choice. However, consumers also 
use certain tangible attributes as surrogate indicators, or signals, of less tangible 
attributes. In particular, price and brand name are often used as surrogate indicators of 
quality and this appears to be a cultural universal (Dawar and Parker, 1994). Decision 
rules can be categorized as either compensatory or non-compensatory. Compensatory 
rules allow poor performance on one attribute to be offset by good performance on 
another attribute. For example, you may forgo a cheaper price for superior sound 
quality on your MP3 player. Non-compensatory decision rules are simpler strategies 
in which consumers use one single standard and eliminate those alternatives which do 
not measure up to it. For example, ‘my sound system must play iPod technology’. 
Rules are developed by experience and stored in memory and can be retrieved when 
necessary; at other times consumers may construct rules as they go along, using 
fragments of rules stored in memory to make an on-the-spot choice (Payne et al., 
1992). For example, a choice between two brands of instant coffee based partly on 
knowledge about the comparative prices, the colour of the packaging, and a vague 


memory of a taste preference. 


Our information-processing limitations greatly affect the way in which we make 
purchase decisions. In conjunction with the dominant perspective of humans as 
‘cognitive misers’ who will always seek to reduce cognitive effort and will be content 
to merely satisfy rather than maximize their decision outcomes, the study of decision 
rules has moved towards the study of various simplifying decision heuristics or ‘rules 
of thumb’ used by consumers to reduce the cognitive effort of choice. It has been 
argued that some of these ‘rules of thumb’ are efficient and accurate, such as the equal 
weight rule which examines all of the attributes and all of the data but simplifies the 
process by ignoring the relative importance or probability of each attribute. 


However, most ‘rules of thumb’ that we use either seem to be inaccurate strategies 
or to lead to severe and systematic bias when compared with the rational decision- 
making model of economic theory. For example, consumers often use simple counts 
of good or bad features or rely on rules such as ‘buy the cheapest brand’ or ‘buy what 
my parents buy’ or the simplest habit rule ‘buy the brand I bought last time’ (Hoyer, 
1984). Perhaps the most common is when a consumer retrieves pre-formed 
evaluations from memory and the one with the highest level of overall liking is 
chosen. We shall consider this simple use of emotion to drive the choice process in 
Chapter 2. We use inferences based on experience of the market place to help cope 
with information. For example, it appears that many of us cannot handle the 
arithmetic needed to compare prices across different quantities, and instead use a 
‘market belief’ such as that ‘if an item is on price promotion then it must be a better 
buy’ (Alpert, 1993). These consumer market beliefs incorporate such brand beliefs as 
‘own-label brands are just the same as brand leaders sold under a different label at a 
lower price’, and ‘all brands are basically the same’, and shop beliefs such as ‘the 
more sales assistants there are in a shop, the more expensive are its products’, and 
‘larger shops offer better prices than small shops’. 


Other inherent biases in our ‘rules of thumb’ are evident in three prominent 
judgement rules that we use: representativeness, availability, and anchoring. These are 
general in their applicability and seem to operate over a wide range of decision areas 
(Kahneman and Tversky, 1979). Representativeness refers to the tendency to judge 
the probability that an object belongs to a category based on how typical it appears to 
be of that category, ignoring the statistical probability. This has important implications 
for brands which are strongly associated with particular product categories and may 
explain the limited success of consumer brands such as Bic perfume and Virgin Cola. 
The availability rule refers to the tendency for an event to be judged more probable in 
terms of how easily we can bring it to mind. For example, the performance of 
products with unusual brand names is more likely to be judged as a failure than the 


same product performance with a less distinctive brand name (Folkes, 1988). A 
further judgemental bias is the ‘framing effect’, where the way in which product 
attributes are framed with either a positive or a negative label will affect our 
evaluations. Consumers who were presented with minced beef that was labelled ‘75% 
lean’ had much more favourable evaluations of the meat than when the beef was 
labelled ‘25% fat’. However, this effect was reduced after actually tasting the meat 
(Levin and Gaeth, 1988). Adding further complexity to our understanding of decision 
heuristics, research indicates that if the ad for meat had focused on a goal that its 
consumption helps us to achieve, for example, ‘reduction in heart disease’ as opposed 
to an attribute focus, for example, ‘75% fat free’, consumers prefer negative framing. 
Thus the positively framed goal that ‘having red meat in your diet will help you to 
reduce the risk of heart disease’ is less effective than the negatively framed goal that 
‘if you don’t eat red meat in your diet you risk the chance of increasing heart disease’ 
(Pervan and Vocino, 2008). 


Purchase 


Two important aspects of the purchase stage are the extent to which the purchase is 
actually pre-planned, and the choice of outlet to buy from. There are a range of factors 
which will intervene between a formed purchase intention and actual purchase. In 
many instances a conscious purchase intention is not formulated prior to the purchase 
act (Jones et al., 2003). In supermarket shopping, the displays of products can act as a 
surrogate shopping list and prompt a type of impulse purchase (Cobb and Hoyer, 
1986). This would be more accurately termed a partly-planned purchase as, although 
no specific intention is formed, a general intention to purchase exists. True impulse 
purchasing involves a sudden strong urge to purchase with diminished concern for the 
consequences. A global study conducted by WPP, where 14,000 shopper interviews 
were conducted in 700 retail outlets across 24 markets, showed that 50% of 
consumers impulsively buy when in large retailers carrying many brands and product 
lines (WPP, 2014). 

Rather than a choice between brands, for many people and many types of product, 
shops form the group of brands from which choice is made, and brands may only be 
chosen once the shop decision has been made. Where do you do your supermarket 
shopping? Aldi, Carrefour, Tesco, Alcampo, Sainsbury’s, and Coles may all be in the 
evoked set of possible stores and each in turn may carry different brands of the same 
product category. For many people shopping is a recreational activity, a pleasure- 
giving activity for a significant proportion of the population with browsing leading to 
many unplanned purchases (Elliott, 1994; Peck and Childers, 2005). The WPP study 
also indicated that 20% of the time consumers who knew what they wanted prior to 


entering a store, impulsively bought in categories they had no intention to buy from 
before entering (WPP, 2014). 

Impulse or unplanned purchasing is not only a brick and mortar phenomenon. 
Social media sites such as Facebook have developed apps that allow purchase of 
products without having to click outside of the site (Freeman et al. 2014). Prices and 
menu upgrades for convenience food are offered exclusively to Facebook users, 
providing a simple purchase option. Freeman et al. (2014) examined 27 food and 
drink brand Facebook pages and found that, in addition to impulse purchasing, people 
who experienced strong positive emotions while viewing Facebook page content for 
food and beverage brands were 3.25 times more likely to recommend the brands and 
2.5 times more likely to prefer the brands. 


Outcomes of purchase 


The essence of post-purchase evaluation is whether the consumer is satisfied or 
dissatisfied with the product. The major cognitive approach in this area is the 
Expectancy Disconfirmation Model (Szymanski and Henard, 2001), which points to 
the importance of prior expectation in determining how we will interpret experience 
with the product post-purchase. If we have low expectations then poor performance 
will not cause much dissatisfaction. If, however, we have high expectations then poor 
performance will result in high levels of dissatisfaction. The opposite is true for 
satisfaction, in that if we have low expectations and the product performs well then 
we will be satisfied. However, research has emphasized the extra role of emotional 
aspects in achieving satisfaction versus the purely instrumental aspects of 
dissatisfaction (Homburg et al., 2005). 


Although dissatisfaction with purchases is common, relatively few of us actually 
make complaints. Complaint behaviour seems to be determined largely by an 
individual’s propensity to seek redress, with as few as one in 20 taking action (Chebat 
et al., 2005). However, the Internet has allowed us to make complaints with relatively 
little cost and these are often publically shared via social networking sites. Negative 
word-of-mouth about a brand is now a much more pressing issue for brand managers. 
In the past, a brand’s image was controlled predominantly through top-down 
communication to the customer. However, now publicity about a brand, particularly 
when negative, can spread like wildfire across the Internet. When this occurs, its 
image may be shaped from the bottom up (van Noort and Willemsen, 2011). When 
British Airways provided poor customer service to a young man after losing his 
luggage, he responded by purchasing $1,000 of sponsored tweets in two major 
markets—the UK and New York. Within 24 hours his complaint had gone out to over 
70,000 people publically shaming the airline, forcing an immediate response and a 


public apology. 

Our ability to learn from the experience of purchasing and using products is 
subject to a number of limitations and cognitive biases. In particular, if not highly 
motivated, we may limit learning by relying on previously learned schema, which can 
often be derived from advertising. In general, it is suggested that our learning from 
experience can be managed, with market leaders having much to gain by impeding 
learning. Take mobile phone network providers, for example. Do you fully understand 
the myriad of pricing plans like ‘flexible boosters’, or ‘mix and match 500’ offered by 
some of these brands? In a recent nationwide study in Australia involving over 500 
participants (Harrison, McQuilken, and Robertson, 2011), consumers reported ‘a 
broad frustration and disappointment with the way in which the telco sector 
communicated to them. Some simply felt that the sector relied on “information 
overload” as part of its business model. All participants experienced confusion as a 
result, amongst other factors, of the jargon used by telcos’ (p. 13). Whether by design 
or perhaps because of the sheer complexity of niche offerings, this service sector, as 
well as retail banking and health clubs, has been singled out for criticism because of 
confusing product offerings (McGovern and Moon, 2007). Ill-informed consumers in 
these industries have led to significant revenue gains through penalties, fees, and 
over/under use of agreed packages. The principal method used is to encourage 
ambiguity by avoiding direct comparisons, and by attempting to control the attribute 
agenda by suggesting belief structures or schema which consumers can use to 
interpret consumption experiences (Alba and Hutchinson, 1988). Importantly, this is 
not always a cynical attempt to squeeze more revenue from customers. For instance, 
some Share Funds are attempting to set the attribute agenda for investors by adopting 
the claim that they are ethical. Brands such as Standard Life UK Ethical and BT 
Wholesale Ethical Share Fund in Australia are having increasing success convincing 
customers that ethical investment is a key attribute on which to judge competitors. 


Understanding consumer behaviour 


The classical model of consumer choice discussed here is useful 
because it helps us to frame how consumers make decisions. Brand 
managers are able to target strategy to particular sequences leading 
to a choice decision. Nevertheless, the model is linear suggesting we 
move through each stage in turn. This is not always the case. For 


instance, we may realize a need only after searching for information or 
we may make a purchase with little to no thought and then go back to 
rationalize the decision by searching for information about the brand. 
Did you want Apple iPhone 8 before the specifications and reviews 
were available to consciously trigger a need? It remains, however, a 
very useful tool for interpreting and designing marketing offerings and 
communication. As you move through the text you will often see 
reference to parts of this decision-making process and it is an effective 
way to make sense of other key concepts. 


Consumer involvement 


The concept of involvement is pivotal in consumer psychology as it attempts to 
describe aspects of the relative personal relevance or importance that a product or 
brand has for an individual. Fundamentally, involvement can be seen as the 
motivation to search for information and to engage in systematic processing, and it is 
a motivational state which affects many of the key aspects of consumer behaviour 
such as decision making, responses to persuasion, and processing of advertisements. 
Although it should properly be understood as a continuum running from very low to 
very high, it is useful to refer to high versus low involvement as a structural aid in 
locating different individuals’ subjective perceptions of the personal relevance of a 
product, a brand, a purchase decision, or an advertisement. There are a number of 
different definitions of involvement and several alternative measurement methods but 
there is some agreement that involvement is a function of three sources of importance: 
the consumer, the product, and the situation (Richins et al., 1992). Individual 
differences in the characteristics of the consumer include self-concept, values, 
personal goals, and needs. Product characteristics which will affect the level of 
involvement include the price, how frequently it is purchased, the symbolic meanings 
associated with the product and their social visibility, the perceived risk of poor 
performance or potential for harm, and the length of time one will have to commit to 
the product once it is purchased. The situational variables include aspects of the 
purchase situation itself, such as the amount of time available; whether the purchase is 
made privately or in the presence of others; and, more importantly, aspects of the 
intended use situation such as whether the product is intended as a gift, or will be used 
in an important social situation. It must always be remembered that involvement is 
person/product/situation specific, and while we can classify products as high- or low- 


involvement for ease of application, no product is low-involvement for every person 
at all times. The key elements of this model of involvement are shown in Figure 1.5. 
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FIGURE 1.5 Factors influencing consumer involvement with products 


The classical model of consumer decision making usually only applies to high- 
involvement products and/or when there are important situational factors. In these 
cases consumers may often seek extensive information prior to purchase. However, a 
qualification of the simple ‘More involvement equals more information search’ 
hypothesis is only true of functional products, those which satisfy by their actual 
performance like a lawnmower or home mortgage. Expressive or symbolic products, 
those which help us express our personality or self-concept, are at once both highly 
involving and are purchased with little information search, as the psychosocial 
interpretation of these products is difficult to deconstruct into ‘searchable’ attributes 
since it is often particular to individuals—perhaps it is to be seen in the hat you will 
wear to a wedding or the tie to that important business meeting. This will be 
addressed when we consider emotion-driven choice in Chapter 2. But what do we 
know about how we make purchase choices when we are not involved with the 
product? 


The importance of involvement 


The more personally relevant we find something, the more involved 


we are. We can be involved with the product, a brand, a purchase 
decision, or an advertisement. Brand managers believe that the more 
involved a customer is with the brand, the greater potential to build 
brand loyalty. This is because customers often engage in an extensive 
problem-solving process for high-involvement brands and, if satisfied 
with their purchase, have greater certainty that it was the right choice. 
For the same reason (and if the customer is dissatisfied) they are 
likely to be more certain that they made the wrong decision and avoid 
the brand in the future. 


Low-involvement choice 


By combining data from a wide range of studies we can build a picture of the low- 
involvement consumer. It seems clear that consumers have very little knowledge 
about the differences between brands and perceive them as all being very similar. If 
they hold any beliefs about an individual brand then these are likely to be very weak, 
and thus easily changed. Avoidance of mental and physical effort seems to be the key 
motivation as consumers seek to be satisfied, not necessarily delighted. Perhaps the 
major criterion is that the choice be the one least likely to give them any problems. It 
has been suggested that for much of the time, consumers pay little or no conscious 
attention to the information environment, but rely on past behaviour as a guide. In 
most cases, awareness of a brand is a key predictor of purchase, in that brands in ‘top- 
of-mind’ awareness are the only ones consumers are likely to choose from, unless 
some situational factor at point-of-sale draws a new brand to their attention. We know 
that consumers have a very limited number of brands in any category which they can 
recall from memory, usually seven plus or minus two, and in low-involvement 
categories this figure is nearer to four plus or minus one. So building top-of-mind 
awareness is a crucial task for marketing communications in low-involvement 
categories. However, the major route to awareness is through past behaviour 
(Ehrenberg, 1974). You will recall that one of the factors that predicts that a product 
will be low-involvement is frequent purchasing, so that once a consumer has 
purchased a brand several times and found it reasonably satisfactory, they fall back on 
habit from then on. On the first purchase occasion, trial may be used as a low-risk 
method of evaluating the brand, before any judgements are formed about it. This 
model of low-involvement choice is shown in Figure 1.6. 


So far, we have considered the extent to which we engage in mental effort in 


choosing a brand, that is the extent of information-processing that is carried out. But 
many products and services are not thought about coolly and rationally, so what 
happens when choice is under the control of emotional processes? We will be 
considering the combination of emotion and high involvement in the Chapter 2, but 
now let’s look at the combination of low involvement and low levels of emotion. 
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FIGURE 1.6 Low-involvement choice 


KEY CONCEPT 


Top-of-mind awareness 


Top-of-mind awareness can be thought of as the first few brands that 
come to a customer’s mind when they think of a product category. It is 
no good having a fantastic product, superior to competitors, if your 
brand does not even come to mind in a purchase situation. This is 
particularly important for low-involvement purchase decisions, 
because the customer is often not motivated to seek out information 
about new brands. If your brand is not top-of-mind then it will not even 
be considered! 


Low-involvement choice and emotion 


When consumers are not so involved with a product or service but it is still an area 
where judgement is largely driven by emotional factors, studies of the effects of 
emotion on judgement have shown that even slightly positive emotional states lead to 
less thought, less information seeking, less analytic reasoning, less attention to 
negative cues, and less attention to ‘realism’. In this state consumers are seeking a 
mild sense of warmth, rather than hot emotion, and seeking to choose the brand which 
they simply feel best about. This feeling of warmth may derive from a number of 


factors. There is a large amount of experimental evidence that far from ‘familiarity 
breeding contempt’, mere exposure to a brand name over time can result in the 
development of a non-rational preference. Emotional responses can be used as a 
signal, in particular a basic emotional signal is that of rejection or dislike. The ‘refusal 
of other tastes’ may well be a fundamental process in that we first reject everything 
we dislike, and that what is left must be what we like. Also, emotional responses can 
carry information, in that we can consult our feelings for information for a choice 
decision: ‘Well, how do I feel about it?’ Because we are not so involved with the 
choice we may not be motivated to justify our choice with rational arguments, but 
some people still feel the need to seek out information that justifies their choice, 
although this may be a rather more passive operation than when choice is driven by 
emotion. This low-emotion model of choice is shown in Figure 1.7. 
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FIGURE 1.7 Low-emotion choice 


Brands and low-involvement choice 


When people are not involved with a purchase, then the brand becomes an heuristic, 
or shortcut, for making choices and their mental resources are barely involved in 
processing information, rather, they learn passively by subconscious processing that 
places brands in their memory with little or no processing. It is this low-involvement 
processing that is ‘the glue that holds the entire world of brands together’ (Heath, 
2000). Choice between brands is driven largely by simple associations between the 
brand and attributes or emotions usually created and sustained through advertising. 
Consumers will even construct causal inferences about a brand and its functional 
attributes which need have no basis in reality. The evidence suggests that meaningful 
brands can perhaps be built from meaningless differentiation on irrelevant attributes 


(Carpenter et al., 1994), and we will be developing the ways in which a low- 
involvement brand can be differentiated from the competition in Chapter 9. 


But brand associations can also be constructed to emotional responses without the 
need for conscious awareness through the processes of conditioning and ‘mere 
exposure’. Classical conditioning requires the repeated pairing over time between a 
brand and a positive emotional stimulus (e.g. a beautiful picture of a sunset or high 
profile celebrity) and eventually the brand alone will automatically evoke the pleasant 
emotional response (Shimp et al., 1991). Lipton’s ‘Lipton tea can do that’ campaign 
uses this to great effect for consumers in China by drawing associations with strong 
images in England, a famous tea-drinking nation. This confers an authenticity on the 
brand that no amount of text information could achieve. The mere exposure effect 
describes the situation where, after repeated exposure to a brand name in the absence 
of any other stimulus, mild positive emotional responses are eventually evoked 
(Bornstein, 1989). Both of these processes have been demonstrated to successfully 
influence brand choice, even against competitors with superior performance 
characteristics (Baker, 1999). We will be discussing how these emotional processes 
can be built into brand strategy in Chapter 9. 


CHAPTER SUMMARY 


In this chapter we first present the rationale for the book’s structure 
where we move from an outline of the foundations of brands and 
branding strategy to an assessment of goals and tools in branding and 
finally to the tactics and strategies used by brand managers. After briefly 
outlining the history of brands, the main purpose of the rest of the 
chapter is to demonstrate that perceptions of brands must be the focus of 
managerial action. We have reviewed what is known about how 
consumers make choice decisions between brands and identified the 
critical role played by levels of consumer involvement. We suggested 
that in conditions of low involvement, achieving top-of-mind awareness 
might be the primary management goal. We went on to explore how 
even low-involvement brands may be associated with low levels of 
emotion and non-rational preference. 


DISCUSSION QUESTIONS 


1 Why do we have brands? 

2 Distinguish the concept of a brand in terms of its functional and 
emotional domain. 

3 Discuss one other industry substantially impacted by the information 
search power of the Internet. 

4 To what extent do consumers make thoughtful, rational choices 
between brands? 

5 Explain the bottom-up effect that consumers can have in relation to 
purchase outcomes? 

6 How can the classical conditioning method of learning be used to 
elicit an emotional response towards a brand? 

7 What is the role of past behaviour in building brand awareness? 

How can emotions be linked to low-involvement brands? 


CASE STUDY 


Finding light in the dark 


During Ramadan, a month of unity where Muslims fast from dawn to 
dusk, six strangers were invited to an Iftar (Ramadan meal where 
people break their fast at dusk), and helped to see each other and the 
world in a new way, by simply switching the lights off. During the 
experiment, they also interacted with the world’s first unlabelled cans, 
by Coca-Cola. A film of that experiment was seeded online. Coca-Cola 
wanted to inspire and encourage everyone to look beyond their 
differences, to open up and see that there are more similarities 
between us than differences. 


Ramadan is the TV showcase event of the year. It’s a time when 
beverage consumption increases significantly, with people fasting 
during the day and craving refreshments in the evenings. But, there is 
also an increasing melee of brands communicating clichés in terms of 
imagery and themes with emotionally laden Ramadan solemnity—such 
as ‘getting together with family’, ‘enjoying the spirit of Ramadan’, 
‘nostalgia’, or ‘contributing to a charity’. Pepsi, Coca-Cola’s blue 
nemesis and the dominant cola brand in the region, outspends Coca- 


(ee) 


Cola during Ramadan with massive mass-media campaigns that earn 
word of mouth and visibility. 

Six strangers (leading social media influencers in the Middle East) 
were invited to break the fast, and helped to see each other and the 
world in a new way, by simply switching the lights off. Based on 
personal nuggets, passions, and stories that each individual shared, 
the rest of the group tried to deduce their appearance, not surprisingly 
resorting to common stereotypes to make assumptions. These 
interactions and conversations in the dark were filmed using twelve 
strategically placed infrared cameras to capture their interactions. The 
waiters and staff had infrared glasses on, in order to be able to serve 
in the dark. 

And as the content went viral, it became the most talked-about 
MENA idea, globally, in 2015—2016: 


e 25,600 articles, featured across leading worldwide and regional 
news and media platforms; 

e Most viral Ramadan content ever with 22 million+ views; 

e Second most viewed Coca-Cola film globally of all time; 

e 2015’s second most viral ad globally after #LikeAGirl (Adweek); 


e Regional and international celebrities and influencers shared the 
message; 


$$30.7 million in earned media for a $50,000 investment; 


° +15% Brand Love, +51% Consumption, +39% brand equity in 
bringing people together. 


Source: Adapted from Warc, WARC Prize for MENA Strategy, Gold, 2017 


CASE STUDY QUESTIONS 


1 Why is coke becoming involved in social movements like this? 

2 Is coke a symbolic brand? 

3 Are the emotions this campaign elicits social, cultural, or 
psychological? 

4 Which of the four laws of emotional responding may be triggered 


by this campaign? 
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CHAPTER 


Emotion and Brands 


Key Concepts 


1 Emotions are social and cultural 
as well as psychological, so it is 
vital to understand the 
sociocultural environment in 
which a brand is marketed. 


2 There are social and cultural 
variations in our expression of 
secondary emotions. 


3 The symbolic meaning of 
consumption is prime motivation 
for emotion-driven choice. 

4 Non-rational preferences involve 
holistic perception and non- 
verbal imagery. 

5 Trust is very important for 
reducing perceptions of 
purchase risk and involves a 


reliance on emotion. 


6 Emotions can frame our 
cognition—help us make sense 
of our thoughts. 


7 The emotional significance of a 
brand will influence how much 
attention is paid to it. 

8 It is possible to ‘emotionalize’ a 
product that has little rational 
connection with emotions. 


Introduction 


Have you ever walked away with a new item of clothing buzzing with the excitement 
of the find? Or do you remember the anxiety and, hopefully, relief at choosing the 
‘right’ shoes to wear on your first day at a new school? In this chapter, we shall be 
dealing with the importance of emotions both to choosing brands and to evaluating 
and forming opinions about them. The predominant model of consumer choice 
process is based upon cognitive information processing, even though this cognitive 
framework has rarely managed to explain more than 20% of the variance in global 
evaluation measures of behaviour (Obermiller, 1990). Emotion informs cognitive 


processing, yet is too often ignored by those trying to understand consumer behaviour. 
But the consumption experience is replete with emotion, often of a high degree of 
intensity. In the area of impulse buying, consumers describe a compelling feeling that 
was ‘thrilling’, ‘wild’, ‘a tingling sensation’, ‘a surge of energy’, ‘like turning up the 
excitement volume’ and a study of the everyday consumer experiences of women 
yielded descriptions of making purchases in a ‘dreamlike’ way when they were 
‘captivated’ by a product and gave an impression of an almost seamless flow of events 
unpunctuated by ‘stopping to think’. In addition, emotion is a critical part of the 
consumer evaluation of brands. There are emotional associations linked to brands in 
memory, and these will influence how new information about a brand is processed, as 
well as shape judgements about it during purchase. 


What is emotion? 


To begin with, when considering emotion, a frequent source of confusion is the 
tendency to think about emotion and feelings as the same thing; they are not. Feelings 
are part of the emotional language that describe the point where a person becomes 
aware of the emotion (Bradley and Lang, 2000). Emotion is made up of a number of 
components, most often considered within the context of the so-called ‘reaction triad’ 
of psychological arousal, motor expression, and subjective feeling (Scherer, 2000). As 
Damasio (1999) has put it: “The full human impact of emotions is only realized when 
they are sensed, when they become feeling, and when those feelings are felt. That is 
where they become known, with the assistance of consciousness.’ It is this aspect of 
emotions that concerns us. 


Everyone experiences these ‘feelings’. But the concept of emotion goes beyond 
this, and is perhaps best understood within the context of something called affect 
program theory (Griffiths, 1997). Affect is a term often used interchangeably with the 
feeling of emotion and, in its modern form, the affect program theory deals with what 
are generally considered the six basic, or primary, emotions following Ekman (1992): 
surprise, anger, fear, disgust, sadness, and joy. Known as affect program states, these 
have evolved within us since ancient times, and represent informed reflex responses 
that appear to be independent of cultural considerations. It is important to understand 
that, when one is dealing with a primary emotion, it will be the same for everyone. 
For example, in Italy, China, New Zealand, and Argentina emotions such as sadness 
or joy are felt the same way. 

However, while primary emotions are a basic part of our being human, there are 
many others, for example embarrassment or guilt, that are to some extent acquired, 
and are triggered by things we have come to associate with that emotion through 


experience. These so-called secondary or social emotions (cf. Damasio, 1999, and 
others) are informed by cultural schemas and are part of social construction notions of 
emotion. Importantly, they are part of higher-order cognitive processes and they will 
differ across cultures and over time. For example, in the Natyasastra, a medieval 
Hindu Sanskrit text, regarded as a seminal early work on “The Emotions’, amusement 
is defined in part as the ‘contemptuous, indignant or derisive laughter at the faults and 
inferior status of others’ (Shweder et al., 2008: 411). The definition, clearly more 
bound by time than culture, bears little resemblance to modern day notions of 
amusement, which include more generalized ideas of being occupied in a pleasing or 
entertaining way. 

In summary, we might think of emotion in two fundamental ways. First, there are 
the six primary emotions that comprise the affect program theory, and which are basic 
to all humans. These are triggered by a cognitive system that does not freely exchange 
information with other cognitive systems, and are therefore basically uncontrolled 
automatic responses of the nervous system. Secondly, there are all the other emotions, 
which are associated with the sociocultural environment, and are informed by 
experience. In this chapter, we are primarily concerned with the latter. 


KEY CONCEPT 


Emotions are social, cultural, and psychological 


Emotions, such as fear and sadness, are psychological. People 
around the world feel and express them the same way. These are 
base emotions; we can think of them as part of our genetic makeup. 
But what about the emotions you may feel presenting to senior 
management or going out on a date? Perhaps embarrassment or 
anxiety. These are socially constructed (Secondary); we learn to feel 
them through our experience of interaction with others. Our culture 
often informs our response to different social situations and therefore 
also impacts emotions. For example, if the presentation to senior 
management went poorly, an English person or Australian might feel 
disappointed or embarrassed while a person from China might feel 
shame—a less-often experienced emotion in Western cultures. 


eee 


Emotion and consumer choice 


Traditional models of consumer behaviour have assumed a hierarchy of effects in 
which cognitive activity is followed by emotional evaluation in the formation of an 
attitude, which ultimately results in behaviour. This assumes that cognition mediates 
emotion, meaning that through cognition emotion is brought about, while emotion 
mediates behaviour. Although the growing recognition of the existence of low- 
involvement purchasing has made much of the importance of emotional processing, 
producing such concepts as affect-referral and spontaneous attitude accessing, these 
were still assumed to be a result of previous cognitive processing which was stored in 
memory. A major challenge to this orthodoxy was made by Zajonc (1980), who 
proposed that emotion is not only a separate processing system which does not 
involve cognition, but also the primary influence on the development of preferences 
and sometimes comes well before cognition. He defined some of the other 
characteristics of emotion as: inescapable; irrevocable; judgements which implicate 
the self; difficult to verbalize; and independent of cognition. 


While this idea was seriously challenged by Lazarus (1982) at the time, the real 
issue according to Griffiths (1997) is the degree to which the information-processing 
system responsible for emotional response is independent of, or a part of, the same 
system that is involved in longer-term, cognitively driven, planned behaviour. There is 
no question that the system dealing with emotion in the brain (principally the 
prefrontal cortex and amygdala) can perceive and store information that does not 
reach conscious attention, yet it does engage the declarative memory system, which is 
where memories are drawn that can be consciously discussed and used to plan 
behaviour (Eichenbaum, 2002). However, whilst the declarative memory system is 
home to cognitive processing, a separate pathway seems to be involved with emotion 
(Yamasaki et al., 2002). What all this means is that, while most decisions involve 
higher-order cognitive processing, some do not; and even higher-order cognitive 
processes may be interpreted through unconscious emotional responses. The example 
shown of a print ad for Adidas Runners has none of the performance benefits or 
technical specifications one might expect for specialized sportswear. Instead, Adidas 
focuses on the emotions the owner may experience whilst wearing their products. 


An interesting example of a non-cognitive way of looking at the role of emotion in 
consumer choice is offered by Mittal’s (1988) affect choice model. This model applies 
to the purchase of expressive products (products with symbolic meaning) like clothes, 
shoes, or perfume and suggests that emotion-based choice is holistic, self-focused, 
and not capable of being verbalized. Holistic choice means that consumers are unable 
to separate out the individual attributes or ‘preferenda’ but form an overall impression. 


For example, can you explain your preference for a perfume by breaking it down into 
specific attributes? Choice is self-focused in that emotional judgements of expressive 
products involve the judge directly. That a car is ‘too flashy’ reflects the values and 
personality of the judge more than any inherent property of the car. Emotional 
judgements are made almost instantaneously and reflect basic subjective feelings 
which may not have verbal descriptors, and thus emotion relies much more on non- 
verbal channels of communication. 


The power of emotion: do you think or feel a better 
self? 


Source: Courtesy of Addidas 


Another relevant concept is ‘extraordinary experience’ used to describe a special 
class of unusual hedonic consumption which involves high levels of emotional 
intensity. A study of white-water river rafting demonstrated that despite the vivid 
recall of retrospective reports of the intensity of the emotional experience, participants 
did not appear to want to engage in very much cognitive recall as the magic was ‘best 
preserved if the associated feelings and sensations are not examined too closely’ 
(Arnould and Price, 1993). Initial research into extraordinary experiences has 
assumed that it guides consumption that is intrinsically enjoyable and provides 
pleasure. However, recent research illustrates how some consumers actually seek pain 
(Scott, Cayla, and Cova, 2017). The study describes an extreme adventure challenge 
known as Tough Mudder. This involves about 25 military-style obstacles which 
participants must complete over half a day. Activities include ‘running through 
burning hay bales, wading through torrents of mud, slithering through tightly enclosed 
spaces, plunging seven feet into freezing water, and even crawling through 10,000 
volts of electric wires’ (p. 23). Participants have suffered spinal damage, strokes, heart 
attacks, and even death in their pursuit of completing the tasks. Scott et al. (2017) 


suggest that the consumption of pain allows consumers to rediscover their forgotten 
bodies, and provides temporary moments of escape from the burden of self- 
awareness. 


Social perspectives on emotion 


We have mentioned earlier that in this chapter we are primarily interested in emotions 
developed in the sociocultural environment. This notion is reflected in the social 
constructivist models of emotion (Harré, 1986; Shweder, 1993). They posit that the 
meaning of emotion is generally constructed by social interaction leading to an 
understanding of accepted behaviour and value patterns. In this sense the meaning of 
emotions may vary between cultures and sub-cultures. 


Advocates of social constructivist models do not deny that emotions can be 
generated as independent, ‘psychobiological’ reactions, but they consider this 
secondary to the meaning derived from the sociocultural context. Emotions are not 
simply internal events but are communicative acts addressed to specific audiences, 
and are thus partly defined according to different cultural representations around the 
world. 


Cross-cultural studies have shown that the way people in different cultures see 
themselves can play a central role in shaping emotional experiences. For example, if 
you are from China or Malaysia you may have a greater focus on the degree to which 
those around you are connected to and relate one another, resulting in different 
experiences of such emotions as pride, guilt, and anger in comparison with Western 
peers who are more focused on individual and inner attributes (Markus and Kitayama, 
1991). Thus, the cultural context of consumption will lead to socially constructed 
emotional responses, under the direction of situational norms. Hochschild (1983) 
describes how we learn the local ‘Feeling Rules’ in a social situation so that our 
emotions are appropriate to local circumstances and meet the expectations of other 
people. While primary emotions are fixed biologically and some secondary emotions 
can certainly be the result of individual emotional development, there is much 
evidence that pronounced social and cultural variations exist not only in the 
representation of secondary emotions but also in the ways in which we experience, 
express, and regulate them (Parkinson et al., 2005). This is why it is so important to 
understand the sociocultural environment within which a brand is marketed. It will be 
that environment that informs the extent and manner in which emotions will influence 
both consumer decision making and brand evaluation. 


KEY CONCEPT 


Social and cultural variations in emotions 


A recent study out of Stanford university asked people in the US and 
Germany to write sympathy cards for the imagined death of a friend’s 
parent (Koopmann-Holm and Tsai, 2014). They were also asked to 
express the emotions they felt and wanted to avoid in relation to the 
exercise. Results showed that American sympathy cards contained 
less negative and more positive content than German sympathy 
cards. Further, that Americans seek to avoid negative emotions more 
than Germans. The researchers were able to conclude that Americans 
and Germans express the emotion of sympathy in different ways. 
They suggest that embracing the negative is reflected in German 
cultural artefacts like ‘Sturm und Drang’ (‘Storm and Drive’) music and 
literary movements which celebrate negative emotions. By contrast 
‘American culture endorses a frontier spirit—achieving one’s goals, 
influencing one’s circumstances, overcoming nature’ (p. 1096) leading 
to an avoidance of negative states. 


Emotional response 


While we have just seen how important the sociocultural context is to understanding 
and defining emotions and emotional responses, this does not mean that knowing the 
sociocultural context will make it easy to predict an emotional response. One way to 
approach understanding emotional response is to assume that emotions are grounded 
in mechanisms which are not voluntary and are under only limited human control. 
These principles, which have been consistently observed, have been framed as laws 
by Frijda (1988), who proposed 11 laws of emotional responding, four of which are 
crucially important in understanding the consumer. 


The law of concern 


Emotions arise in response to events that are important to our goals, motives, or 
concerns; for example, events which aid or inhibit a desire to be successful, liked, or 
virtuous. In this sense we continually interpret the situations we face through the 


values we hold dear and have a preference to experience things that reinforce these 
values. Thus, hidden behind every emotion is a more or less enduring disposition to 
prefer certain states of the world. This is a key issue for understanding consumer 
emotions, as it is the law of concern which links our motivations and emotional 
responses and underpins consumer involvement and thus drives much consumption. A 
prime source of emotional involvement is the search for identity. In postmodern 
society the individual is threatened by a number of ‘dilemmas of the self’ (Giddens, 
1991: 201): fragmentation, powerlessness, uncertainty, and a struggle against 
commodification. These dilemmas are driven by the ‘looming threat of personal 
meaninglessness’ as we endeavour to construct and maintain an identity which will 
remain stable despite a rapidly changing environment. Part of this dilemma is the fear 
that mass commodification will lead to a reduction in our choices as products are 
standardized. However, as consumers we are increasingly attuned to this phenomenon 
and have an unprecedented ability to communicate with different aspects of the 
market and to gain and process large amounts of information, all of which has led to a 
plurality of consumer choice. This means that what may be taken away with 
commodification is perhaps more than gained through consumer empowerment. The 
internet has enabled us to engage much more closely with brands to help design, to 
praise, and to punish them. Brands which can position themselves as solutions for 
people’s concerns are likely to benefit from positive emotional responses. For 
instance, empowering consumers through crowd sourcing and citizen science, 
allowing them to be part of design teams for new products, provides a mechanism for 
consumers to express themselves and even to create their own choices. Thousands of 
brands including Lego, McDonalds, Samsung, Apple, even Greenpeace regularly 
engage customers to seek new ideas for their goods and services. Typically, other 
users can vote on each other’s ideas. Lego, through its Lego Ideas website, has run 
campaigns where the idea with the most votes gets produced and the designer receives 
a 1% royalty on the net revenue. Lay’s crisps has also both run similar campaigns for 
potato crisp flavours. Similarly having a range of bespoke design elements that 
consumers can choose to incorporate into products, usually from a standard base to 
allow scalability, allays concern over lack of choice and identity. Brands need also be 
aware of negative emotion generated by the law of concern. For example, the use of 
social media for consumer advocacy can be quickly and effectively launched. In 2017 
for instance 200,000 people used the #DeleteUber hash tag, spread through Twitter, to 
close their accounts after they became annoyed that Uber appeared to be undercutting 
taxis drivers in New York while they were striking because of the Trump 
administration’s announcements on immigrant travellers. In this way, consumers are 
offered resources which may be used creatively to achieve ‘an ego-ideal which 
commands the respect of others and inspires self-love’ (Gabriel and Lang, 1995: 98). 


Thus, it is likely that goods which can be used as resources to construct and maintain 
identity, a primary concern to us all, will involve emotion-driven choice. The 
symbolic meaning of goods is explored in Chapter 3. 


The law of apparent reality 


Emotions are elicited by events appraised as real, and their intensity varies according 
to the level of reality attributed. In this regard, ‘knowing means less than seeing’ 
because for many of us seeing is believing. For example, organizations such as the 
Red Cross have more success showing potential donors an image of a single starving 
child than telling them that 1,000 have died. Vivid imagination also has the power of 
‘reality’ and is capable of eliciting strong emotions; in this respect ‘feeling means 
more than knowing’. This explains so many of our consumer decisions and drives 
industries built on imagined selves. It is particularly evident in luxury purchase 
decisions. Take for instance the Gucci Leather mid-heel loafers or Prada Cahier bag, 
both priced over $US1,000. For most it’s an imagined self that motivates spend on 
these items and not a reasoned assessment of quality and design. Thus, the law of 
apparent reality accounts for the weakness of reason as opposed to the strength of 
passion as it suggests that imagination and fantasy can overwhelm reason and that the 
consumer can create their own ‘reality’. 


The law of closure 


Emotions tend to be closed to probabilities and likelihoods, and to be absolute in their 
judgements and have control over subsequent actions. It may be that the cause of an 
emotion may be relatively minor, but the emotional response may not recognize this 
and be a total experience. When one is very angry the thing that happened is felt to be 
absolutely bad and the person involved is felt to be intrinsically bad too. Verbal 
expressions of emotion tend to reflect this absoluteness in quality and time: ‘I could 
kill him’ or ‘I cannot live without her’. The absoluteness of feeling and thinking tends 
to be reflected in behaviour and to override other concerns. The law of closure may be 
considered the essential feature of emotion, in that it captures the involuntary nature 
of strong emotional impulses and urges. Desire for a product can be a totally 
overwhelming sensation which drives out all other aspects of the environment and 
entails complete absorption in the shopping experience. 


The law of the lightest load 


There is a tendency to view any situation in a way that minimizes negative emotional 
load. We tend to avoid and deny unpleasant knowledge and will seek to interpret a 


situation in a way which maximizes emotional gain. This suggests that emotion can 
drive our interpretation of a situation in such a way that we can make it more pleasing 
to us and that we are motivated to develop strategies of emotion management. In 
addition, we may be motivated to preserve a positive emotional state by using mood 
maintenance strategies, and to alleviate negative emotional states through strategies of 
mood repair. Mood repair has been found to be the prime motivation maintaining 
addictive consumption, in that the shopping experience is a very effective short-term 
solution to feelings of unhappiness and stress (Elliott, 1998). We will often engage in 
what has become colloquially known as retail therapy, buying that dress because 
we’ve had such a bad week or treating ourselves to chocolate after a stressful day. It is 
likely that mood repair is a major motivation underlying a broad range of 
compensatory consumption behaviour. Strategies of mood maintenance may include 
the common social behaviour of going out to dinner after a pleasant occasion and then 
going on after that for a drink. 


So despite their cultural and sub-cultural variations, emotions may be law-like in 
their effect upon us. The law of apparent reality states that once events are 
subjectively perceived to be real, often through imagination and fantasy, then the 
emotional responses overwhelm objective evidence; and the law of closure proposes 
that emotions are blind to reason and that they ‘know no probabilities. . . they do not 
weigh likelihoods’ (Frijda, 1988). In this sense, then, preferences really do direct 
inferences and emotion does dominate cognition (Zajonc, 1980). 


Consumption and the symbolic 
meaning of goods 


As soon as a product’s ability to satisfy mere physical need is transcended, then we 
enter the realm of the symbolic meaning of goods. The functions of the symbolic 
meanings of products operate in two directions, outward in constructing the social 
world: Social-Symbolism, and inward towards constructing our self-identity: Self- 
Symbolism. This will be explored further in Chapter 3. 


If consumers ‘identify themselves by the formula: I am what I have and what I 
consume’ and it is symbolic meaning that is used in the ‘search for the meaning of 
existence’ (Fromm, 1976: 36), then we can think of the extraction of symbolic 
meaning from consumption as a powerful motivational force. Symbolic interpretation 
is essentially non-rational improvisation that does not obey the codes of language but 
operates at the unconscious level. A Jungian analysis goes even further and suggests 
that the full significance of a symbol cannot be grasped in purely intellectual terms; if 


it becomes fully definable in rational terms it is no longer a true symbol (Storr, 1973). 
This suggests that perhaps the function of emotion is to make up for the insufficiency 
of reason (O’Shaughnessy, 1992) and to help us carry out the vital task of symbolic 
interpretation so that we can effectively construct an identity and communicate it to 
others. Thus, the symbolic meaning of consumption can be seen as a potent and 
perhaps prime motivation for emotion-driven choice. 


KEY CONCEPT 


The symbolic meaning of consumption 


Some brands are purchased because they represent something 
special to us as individuals (self) or they convey something important 
to others about us (social). When we can’t actually say what that is 
‘yet we just know’ we call that symbolic. If we could communicate this 
important aspect of ourselves we wouldn’t need the brand! Symbolic 
brands do the talking for us. They are used to define our very being 
and, as such, we are highly motivated (involved) when deciding on the 
brand choice. 


A conceptual model of emotion-driven 
choice 


We can now begin to construct a conceptual model of the process of emotion-driven 
choice as being motivated by the interpretation of symbolic meaning and the 
construction of self and social identity. The model is illustrated in Figure 2.1. What 
the model shows is that symbolic consumptions occur out of non-rational preference. 
What we mean by this is that the product is purchased and used to express something 
about our individual or social selves that we cannot fully articulate. The true value of 
a symbolic product is that it does the talking for us, it says much more than we can 
express ourselves. However, we have a tendency to desire an explanation, to seek 
closure for these kinds of consumption decisions. As such we are motivated to avoid 
feelings of guilt, anxiety, and regret regarding the purchase. What helps us to avoid 
feeling these emotions is the application of reason to the purchase, which occurs after 
the event: this is what is meant by post hoc rationalization. In this way, we convince 


ourselves that we didn’t really make an emotion-based purchase—it was in fact well 
thought through. We are of course engaging in a degree of self-deception when we do 
this, but research has shown that those of us with the capacity for mild self-deception 
are generally more confident and happy (von Hippel and Trivers, 2011). So how do 
emotions form our preferences? Read on. 
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FIGURE 2.1 The power of emotion: do you feel greater after every run? 


Emotion and preference formation 


The impact of emotion on our preferences is determined by our capacity for self- 
illusion, self-focus, and holistic perception, also our use of nonverbal imagery and 
refusal of other people’s tastes. 


Self-illusion 


The law of apparent reality suggests that imagination and fantasy can overwhelm 
reason and that the consumer can create their own ‘reality’. Campbell (1987) has 
suggested that modern consumption is active pleasure-seeking, often carried out in a 
state of ‘self-illusory hedonism’, characterized by daydreams where we can ‘know 
something to be false but feel it to be true’. In this state of self-illusion, rational 
beliefs are suspended because they are not strong enough to prevent us enjoying 
ourselves. This may seem extreme but have a think about any product beyond a good 
functional working model. There is even a degree of self-illusion tied to the purchase 
decision in that new tooth brush you may buy this week. Perhaps it’s a Tepe, like the 
one described on the Oralcare4u website, with ‘two layers of filaments, long tapered 


extra soft and shorter rounded soft filaments, reaching between the teeth while 
cleaning the surface of the teeth.’ Not to mention the comfortable, ergonomic handle 
with thumb grip. How did we survive before the thumb grip! 


Self-focus 


Emotional judgements implicate the self, in that our assessment is more about us than 
it is about what is being assessed. When evaluating an item of clothing, we are more 
likely to be imagining how we would look in the clothing rather than features of the 
clothing itself. In addition, we may frequently use our own emotional state at the time 
of judgement as a piece of information in a ‘How do I feel about it?’ heuristic. Rather 
than computing a judgement on the basis of cognitive evaluation, we may instead rely 
on our present feelings to guide a judgement, such that if we feel positive we make 
more positive evaluations than when we feel negative. 


This is particularly likely when the emotional judgement is considered overly 
complex, or if it is based on information processing, when there are time constraints 
and when there is little other information available. The observation of car company 
tag lines illustrates a market awareness of the importance of self-focus and self- 
illusion. For example, Haval inform their customers in Australia to ‘Have it all’; 
BMW that it is ‘Designed for driving pleasure’; whilst Volvo insists that it is ‘For 
life’. 


Holistic perception 


The formation of an emotional judgement involves holistic perception, in that we 
reach an overall evaluation which need not be traceable back to some component 
attributes. With this kind of consumer choice, we tend to ‘form sweeping global 
impressions’ rather than engage in analytical reasoning (Schwarz, 1990). In large part, 
the holistic nature of emotion-driven choice may be a result of our inability to 
verbalize the reasons for our feelings: ‘there simply aren’t very effective verbal means 
to communicate why we like people and objects or what it is about them that we like’ 
(Zajonc, 1980). The way in which we directly experience the world through emotions 
is different from the system of arbitrary symbols (language) we use to make verbal 
descriptions. Does the successful business person deconstruct for colleagues the 
meaning behind their €3,000 Armani suit or indeed the student their €20 Zara summer 
dress? With ‘the articulation of our feelings through words we acquire a distance from 
them, so it is possible to act with respect to our emotions rather than expressing them 
directly’ (Radley, 1988). 


Non-verbal imagery 


The communication of emotion relies heavily on non-verbal channels, especially 
facial expression which may have elements of pan-cultural universality (Ekman and 
Friesen, 1971). The ‘vividness effect’ evoked by pictures has much more effect on 
attitudes and behaviour than verbal reports of the same events (Fiske and Taylor, 
1984). The iconicity of advertising images (the ability of an image to represent reality 
by partial similarity or by analogy) means that they can be ‘soaked with meaning’ by 
their association with a rich variety of emotions to which we are already attuned 
through our interactions with our social and natural environments (Messaris, 1997). 
For example, many car manufacturers have been attempting to reduce the perceived 
environmental impact of their latest models, by evoking powerful images of harmony 
in recent campaigns. These include cars floating effortlessly on balloons above the 
skyline, the reconstruction of trees and plants into the components of an automobile, 
and even putting an icon of endangered species, the panda bear, behind the wheel. 
Thus imagery can allude to many of our past experiences and cultural learning with a 
potency unavailable to the more restricted channel of language. Imagery interpretation 
processes are ‘subconscious and private in nature’ and have ‘a latent content that does 
not appear in overt verbal reports’ (Holbrook and Hirschman, 1982). 


ENGINEERED FOR A LOWER IMPACT ON THE ENVIRONMENT | N 


Fiat: an example of non-verbal imagery 
Source: Reproduced with the kind permission of Fiat Chrysler Automobiles 


Refusal of other tastes 


Bourdieu (1984) suggests that the basic element in the forming of preference may not 
be a positive emotional response but a negative one, not to choose the one that we like 
most but to reject those that we most dislike. This ‘refusal of other tastes’ is a 
powerful force: ‘disgust provoked by horror or visceral intolerance (sick-making) of 
the tastes of others’. The rejection of other people’s consumption lifestyles may be 
one of the strongest barriers between social classes, and is proposed as a fundamental 
factor in establishing and maintaining social class distinctions. A study by Brick and 
Fitzsimons (2017) tells how we may even choose brands we know our partners would 
not. Known as oppositional brand choice, the researchers suggest that this is a way to 
act out frustration with a partner while not harming the relationship. Consumer choice 
may also follow from rejection of disliked alternatives, leaving those not rejected as 
the preferred option. This is particularly likely to be so in the case of goods which 
carry high levels of social-symbolic meaning. A number of prominent brands have 
benefited from our tendency to refuse as a form of preference. For example, Apple 
urging consumers to reject IBM as an Orwellian Big Brother, or Microsoft, which 
launched an advertising campaign in 2016 under the slogan: ‘Windows 10 PCs do 
more. Just like you centred around attributes available to PC users but not available 
on Macs.’ 


Although our preferences are formed through our emotions, returning to Figure 
2.1, the justification for the choices we make is often primarily cognitive. 


Justification of emotion-driven choice 


Post hoc rationalization 


Zajonc and Markus (1982) have argued that decision research has consistently 
overestimated the role of cognition in choice because many people believe that they 
should act rationally and therefore report rational judgement activities that they did 
not actually use. This ever-present tendency for us to engage in post hoc 
rationalization is similar to the proposition that ‘hedonic consumption acts are based 
not on what people know to be real but on what they desire reality to be’ (Holbrook 
and Hirschman, 1982). In short, we are motivated to justify the choices we have 
already made. 

Another form of post hoc rationalization is described by Zajonc (1980), who 
suggests that we form a preference first based on emotional response and then justify 
it to ourselves cognitively. It is proposed here that this process, if it occurs at all, is 


driven by attempts to cope with post-decisional and/or post-purchase feelings of guilt, 
anxiety, and regret. 


KEY CONCEPT 


Non-rational preferences and post hoc rationalization 


A consumption decision made with little or no conscious thought, but 
rather because it feels right, is the result of non-rational preference. If 
asked why we made that decision we could not at that moment say 
exactly. Given some time, most of us will find the capacity to explain it 
in a more logical fashion. This is called post hoc rationalization. Brand 
managers need to be careful when interpreting the post hoc process 
for future brand strategy. This is because often our motivation to 
appear as rational decision makers to others is more important than 
the truth. Even though we may explain our purchase preference with 
apparent logical detail, the reason the purchase was non-rational in 
the first place was because we could not fully articulate why we prefer 
the brand. 


Guilt, anxiety, and regret 


The subjective emotional experiences of regret, remorse, and self-blame after 
purchase are facets of consumer guilt (Lascu, 1991). In the area of post-purchase 
theory and research the role played by emotions has tended to focus on rather 
simplistic analyses of consumer satisfaction. Two exceptions are studies of impulse 
buying which have shown that many impulse buyers subsequently experienced 
feelings of anxiety and guilt (Rook, 1987), and that when asked about their mood 
following a recent impulse purchase just as many respondents said they were anxious 
and guilty (24%) as said they were feeling pleasure and excitement. Consumer guilt 
has been used in advertising through ‘guilt appeals’ which attempt to arouse feelings 
of guilt (or fear of such feelings) and then offer a guilt-reducing solution. Many social 
marketing organizations manage the process from guilt to redemption with what is 
known as ‘the baby is sick, the baby is well’ campaigns. Here, initial communication 
objectives are to highlight the problem, be it deforestation, blood bank reserves, 
poverty or the lack of donor action or charitable support (the baby is sick). 


Subsequent campaigns then aim to reassure people about the good their support has 
provided (the baby is well). Alternatively, advertising may attempt to diminish the 
importance of guilt by the promotion of a ‘guiltless hedonism’ (Lascu, 1991). Guilt is 
a culturally constructed emotion and varies according to the cultural location and the 
local feeling rules in relation to the self, society, and the interdependence of the two 
(Markus and Kitayama, 1991). Opinions differ as to whether there has been a general 
decrease in the occurrence of feelings of guilt in response to the consumption of 
luxury goods (Lunt and Livingstone, 1992) or in contrast, an increase in feelings of 
guilt associated with postmodermity (Giddens, 1991). At the moment, there are 
insufficient data on the subject, but it seems likely that the global growth of consumer 
culture is associated with a reduction in feelings of guilt, anxiety, and regret and as a 
consequence in the frequency of post hoc rationalization. 


Hindsight bias and biased information search 


The theory of Motivated Choice (Kunda, 1990) proposes several mechanisms through 
which post hoc rationalization may affect judgement and choice. Building on 
evidence that in testing hypotheses people rely on a positive test strategy, that is they 
seek out instances which are consistent with their ideas rather than seeking instances 
which are inconsistent, it is proposed that a hypothesis-confirmation bias operates and 
we tend to search out evidence which supports our desired outcome, and will ignore 
or ‘forget’ evidence which might disconfirm our hypothesis or desired outcome. For 
example, for some time after buying high-involvement products like an expensive 
camera, or computer, we have the tendency to process advertisements for the identical 
product seeking reinforcement for our decision. A second mechanism of hindsight 
bias is where we maintain a belief that events that happened were bound to happen. 
One of the advantages of shopping with a friend for clothes, for instance, is that we 
can blame one another if a poor choice is made perhaps joking that, ‘I thought it 
looked good on the rack and you made me buy it anyway’. In both cases, the 
underlying mechanism seems to be resistant to the provision of ‘rational’ information 
and we will often make considerable efforts to defend our emotional judgements 
against contradictory arguments and go to great lengths to construct seemingly 
reasonable justifications for our conclusions. 


The process of emotion-driven choice 


When driven by emotion the process of choice is non-linear, in that non-rational 
preference is formed holistically and faster than cognitive processing, in fact, almost 
instantly. It may then be followed by attempts at post hoc rationalization. The 


formation of preference may be driven by the desire for a brand’s symbolic meaning 
derived and used by us in our own project of identity construction, or it may be a 
negative drive emanating from a refusal of other tastes. Once the non-rational 
preference is formed it tends to drive out further rational evaluation as the emotional 
responses overwhelm objective evidence and dominate consumer behaviour. 


The apparent absence of thoughtful decision making and unbiased reasoning when 
consumer choices are driven by emotion may not necessarily be detrimental. It may 
actually be beneficial, not least because unrealistically positive views of the self and 
the social environment can make us very adaptive. There is also evidence that actually 
thinking about the way we feel about a product preference may have disruptive effects 
leading to less optimal choices, being less consistent in our attitudes and behaviours 
and less satisfied with our choices (Wilson and Schooler, 1991). 


Emotions and trust 


‘The ultimate goal of marketing is to generate an intense bond between the consumer 
and the brand, and the main ingredient of this bond is trust’ (Hiscock, 2001), but trust 
is an elusive concept. A wide variety of conceptualizations, shown in Table 2.1, have 
resulted ‘in a confusing potpourri of definitions applied to a host of units and level of 
analysis’ (Shapiro, 1987). 

A sociological theory of trust has been proposed by Luhmann (1979), who argues 
that there are three modes of asserting expectations about the future based on personal 
experiences and cultural meaning systems: familiarity, confidence, and trust. 
Familiarity is a precondition of trust: “Trust is only possible in a familiar world, it 
needs history as a reliable background’ (p. 20). But trust is required only in situations 
of high perceived risk; at other times confidence or mere familiarity will suffice for 
action to ensue. ‘One who trusts takes cognizance of the possibility of excessive harm 
arising from the selectivity of others’ actions’ and ‘a fundamental condition of trust is 
that it must be possible for the partner to abuse the trust and that the partner must have 
a considerable interest in doing so’ (Luhmann, 1979: 24). 

In order to relate the active investment of trust to expectations about the future, 
Mollering (2001) argues that a further element is required to enable the proverbial 
‘leap of trust’, and this is ‘suspension’. Suspension is the mechanism of ‘bracketing 
the unknowable’, thus making expectations of the future ‘momentarily certain’. 


TABLE 2.1 The conceptualization of trust 


Author Trustis... 


Deutsch ...aperson’s willingness to be dependent on another party in the 


(1973) belief that the party will not intentionally disappoint them. 

Bagozzi . . . the degree of perceived validity in the statements or actions of 
(1975) one’s partner in a relationship. 

Dwyer ... aparty’s expectation that another desires coordination, will fulfil 
and Oh its obligations, and will pull its weight in the relationship. 

(1987) 

Shapiro ... a social relationship in which principals invest resources, 
(1987) authority, or responsibility in another to act on their behalf for some 


uncertain future return. 


Powell . .. cooperation that emerges from mutual interests with behaviour 
(1990) standards that no individual can determine alone. 

Ring and _. . faith in the moral integrity or goodwill of others. 

Van de 

Ven 

(1994) 

Gulati . . . a type of expectation that alleviates the fear that one’s partner 
(1995) will act opportunistically. 

Gronroos . . . cooperation or commitment to a mutual cause. 


(1996) 
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FIGURE 2.2 Theory of trust: cognitive and emotional perceptions 


Translating this approach to consumer brands, when faced with purchase decisions 
involving low levels of perceived risk, familiarity (which is a binary division as things 
are either familiar or they are unfamiliar) will suffice for purchase. At higher levels of 
perceived risk, confidence is required and this is a mix of cognitive and emotional 


perceptions, largely based on experience. At high levels of perceived risk trust 
becomes necessary for purchase to occur and this involves emotional judgements 
rather than cognitions, and for a suspension of fear of the unknowable. With repetition 
over time risk perceptions reduce and trust reverts to confidence. This is illustrated 
graphically in Figure 2.2. 


Trust in human relationships 


Psychological theory allows us to further model how trust in brands develops over 
time with experience, by analogy with the way that we develop trust within human 
relationships. Trust in people is seen to evolve out of past experiences and prior 
interaction and develops in stages moving from predictability, to dependability, to 
trust, and eventually sometimes to faith (Rempel et al., 1985). This represents a 
hierarchy of emotional involvement which reaches trust when we make an emotional 
involvement in another person. The basic requirements for predictability are some 
experience of consistency of behaviour from which we can build a knowledge base. 
Dependability requires further experience and involves a move away from specific 
behaviours to a more generalized set of beliefs which are invested in the person and 
are therefore not readily available from others. This move is likely to depend heavily 
on the accumulation of evidence from a limited and diagnostic set of experiences 
involving risk and personal vulnerability. Trust requires a move from reliance on 
rational cognitions to reliance on emotion and sentiment and a developing intimacy 
which leads to an investment of emotion in the person. See Figure 2.3. 
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Emotional 
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Generalized 
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FIGURE 2.3 Hierarchy of emotional involvement 


A model of trust and confidence in 
brands 


We can draw these models of social trust and human relationships together into an 
integrative model of trust and consumer brands. See Figure 2.4. 
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FIGURE 2.4 Brand trust and brand confidence 


We can see that the concept of trust is particularly relevant to symbolic brands, 
with high involvement due to high perceptions of purchase risk. 


Functional brands, at the lowest level of perceived risk if they are familiar, provide 
an easy choice based on predictability and credibility. With increased risk, functional 
brands provide a safe choice through confidence which allows consumers to depend 
on them. Symbolic brands in markets with high perceived risk need to provide trust, 
which is achieved through developing perceptions of consumer—brand intimacy and 
emotional investment, and this will be discussed further in Chapter 8. 


Trust and reliance on emotion for symbolic brands 


Successful symbolic brands are trusted by customers. Symbolic 
brands are purchased out of a non-rational preference in which 
emotion plays a primary role. There is therefore an element of the 
unknown in why the preference is felt. This is why trust is important, 
because the brand requires a leap of faith from the customer, ‘I like 
this brand, but I’m not completely sure why’. If the customer 
understands with certainty their preference then trust is replaced by 


expectation; these are safe and easy choices. 


Emotional brand associations 


Up to this point we have been concerned with the role of emotion as socially or 
culturally constructed, and its mediating effect upon choice and behaviour. Now we 
will address the role that emotional associations with brands plays in informing 
effective strategic planning. Everyone holds in non-declarative emotional memory— 
which is where unconscious responses occur from previous learning episodes often 
forgotten—emotional associations with memories. This means that we have emotional 
associations with brands that have grown out of our experiences with them, and they 
are linked in memory to those brands. 


When a memory is recalled, all the component parts of that memory, including the 
emotional associations, are reunited. When we think about a brand, we will be 
drawing from memory not only its cognitive associations such as benefits or features, 
but also the emotional ‘feelings’ about the brand. Measuring the emotions associated 
with a brand provides the manager with a powerful tool for better understanding their 
brand because these emotional associations will inform how people process 
information about the brand. 


We discussed earlier the idea that emotion is likely to be part of a neural system 
that is independent of those generally associated with higher-order cognitive 
processes. But as it happens, secondary emotions appear to be highly integrated with 
cognitive processes. Primarily, emotion is centred in the amygdala, which is an 
important part of the limbic system. It is here that the link to a higher-order cognitive 
process is made. The limbic system, while sometimes debated in the specific, is 
generally understood to be the controlling factor in processing both emotional and 
cognitive information. Within the limbic system, the hippocampus is concerned with 
cognitive processing and the amygdala with emotional processing. 


Emotion, interacting with declarative memory (what we are consciously able to 
draw upon), plays a role in motivating deliberate plans of action rather than triggering 
the rapid, reflex-like responses that proceed out of consciousness. They are likely to 
be integrated into cognitive processing that leads to more long-term planning or 
decisions. In a sense, this is consistent with the evolutionary neuropsychology idea 
that there is an adaptive value in having such emotional feelings because they can be 
important to long-term planning and explicit processing systems, especially where 


there are too many factors to be easily handled at a cognitive level (Rolls, 1999). So, 
even though emotions are not part of cognitive neural systems, they are nonetheless 
integrated into the cognitive processing of information. In a very real sense it is 
emotion that ‘frames’ conscious cognitive processing. 


KEY CONCEPT 


Emotions and cognitive processing 


How many times have you made a big consumption decision that felt 
right? You may have researched all sorts of information, created lists, 
even become an expert on the product. But, but when all is said and 
done, you had trusted your instinct. How often was this the right 
decision, perhaps for a car, a house, your education, probably quite 
often? This illustrates how emotion can frame our cognition. Faced 
with huge amounts of cognitive information, our emotions can help us 
make sense of things without being overwhelmed. They often lead us 
to the right decision and help us plan for the future. 
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An interesting study using functional magnetic resonance imaging (fMRI) 
investigated the influence of implicit memory (i.e. unconscious, non-cognitive 
memory) on brand choice (Deppe et al., 2005). What the authors found was an 
integration of previous emotional experience with a brand into ongoing decision 
processing. In fact, when someone made a choice of their favourite brand, it was 
characterized by reduced activation of the cognitive areas of the brain associated with 
working memory and reasoning and increased activation in areas involved in the 
processing of emotions. Later, in Chapter 5, we will be discussing another study using 
fMRI that shows when someone is choosing between Coke and Pepsi, and they know 
what they are drinking, those whose favourite brand is Coke are only using those 
areas of the brain associated with emotional memory when stating their preference. 
But when people do not know what they are drinking, only those areas of the brain 
involved with taste are active. There is no doubt that emotion is involved in brand 
choice. 


While positive emotional memories will never override negative cognitive 
associations in brand choice decisions, in all other cases the emotion will provide a 


positive feeling as information about a brand is being processed, or when someone is 
thinking about it. As a result, the emotional significance of a brand will influence how 
much attention is paid to it, and how much someone will elaborate upon its 
significance. It also means that emotional associations with brands will determine 
what information is potentially available for recall when making brand choice 
decisions. 


KEY CONCEPT 


Emotional significance of a brand 


Our emotions are powerful motivators. When we feel positively 
towards a brand we are not only more inclined to process (cognitively) 
information about it, but our positive mood means we are more likely 
to interpret the information positively. Further, we are more likely to 
ponder that information, associate it with other fond memories and, in 
doing so, develop more ‘trigger points’ in our minds that will allow us to 
recall or recognize the brand. 


E, 


Fortunately, it is possible to measure the emotion associated with a brand (Percy et 
al., 2004). With that information in hand, a manager is better able to address issues of 
positioning and marketing communication because the emotional associations with a 
brand will inform how people will process information about it. Consider the results 
of a study that measured the emotional associations with three shampoo brands shown 
in Table 2.2. The numbers in the table reflect the overall strength of the emotional 
associations (other data identified the specific emotions involved). 


There are strong emotional associations with Sanex and Dove, but a negative 
emotional association with Head & Shoulders. But if we look at the strength of the 
emotional associations with each brand broken down between users versus non-users 
of each brand, we see something quite different (Table 2.3). 


We see that users of Head & Shoulders, far from holding negative emotional 
associations with the brand, hold very strong positive feelings. On the other hand, the 
emotional strength for Sanex and Dove does not differ significantly between users and 
non-users. Strategically, this has critical implications. It suggests that Head & 
Shoulders may enjoy considerable brand loyalty amongst current users; however, 


attracting switchers to the brand will be very difficult until the negative associations 
held by non-users are changed. But with Sanex and Dove, because everyone holds 
positive feelings for these brands, loyalty may be diluted. This may not be 
problematic if the segment is large enough and consumers simply variety-seek 
between these two brands. However, brand managers must be aware that switching is 
much easier. This then presents them with the opportunity of gaining significant 
market share should they strengthen the emotional connection amongst users and, 
conversely, they risk losing significant market share should the competing brand do 
So. 


TABLE 2.2 Emotional intensity measures for shampoo brands 


Brand Net strength 


Dove 0.742 
Head & Shoulders —0.099 
Sanex 1.281 


TABLE 2.3 Emotional intensity measures for shampoo brands: users versus non-users 


Brand Net strength 


Dove user 0.910 


Dove non-user 0.832 
Head & Shoulders user 2.650 
Head & Shoulders non-user —0.525 
Sanex user 1.694 


Sanex non-user 


1.133 


The importance of understanding emotional associations felt by brand users and non-users 
Source: © Shutterstock/Monticello 


Implications for brand strategy 


As emotion is socially constructed, we learn the feeling rules appropriate for our 
culture through the socialization process. One of the social roles of advertising is in 
educating consumers how to feel about products and services, and this is exemplified 
in the current move towards ‘emotionalizing’ many product categories. For example, 
instant coffee and luxury ice-cream have both been repositioned successfully as 
products with romantic/sexual connotations. This suggests that it is possible to 
‘emotionalize’ products which have little rational connection with powerful emotions. 
This will be discussed in relation to symbolic brand strategy in Chapter 8. However, 
when marketing across borders, care must be taken to ensure that an emotional 
positioning strategy is culturally appropriate. 


Is it possible to ‘emotionalize’ a product? 


Most brand mangers want customers to have an emotional connection 
with their brands. This is because it is much harder for competitors to 
‘reverse engineer’ an emotional response. It is easy enough to take an 
item of clothing and use the same fabric, colour, and design as a 


successful brand. However, what if that brand triggers emotions 
associated with sassy, urban counter culture? How is that reverse 
engineered? This is why so many brand managers spend a lot of time 
and money trying to engender an emotional response to even the 
most mundane products—toilet paper, toothpaste, and fabric softener. 
Clever associations with emotion-laden images and situations have 
shown this to be possible. 


O 


As emotion-driven choice is an almost instantaneous process, it is imperative for 
marketers to ensure that there are no impediments to immediate purchase. In some 
cultures, and with some product categories, it may be necessary to provide consumers 
with rational evidence to support their emotion-driven choice, either during or post- 
purchase. This will be discussed in relation to low-involvement brand strategy in 
Chapter 9. 


As already noted, the emotional associations with a brand that we hold in memory 
will influence how we process information about that brand. Profiling the emotions 
linked to a brand versus competitors will help guide the development of more 
effective positioning and marketing communication programmes for that brand. The 
ability to measure these emotional associations also means managers can track 
changes in them, or their strength in response to marketing and communication 
programmes. 


CHAPTER SUMMARY 


In this chapter we have explored the complexity of emotions and how the 
symbolic meaning of consumption is fundamental to understanding the 
ability of brands to communicate social, psychological, and cultural 
messages. Trust is an emotional factor in brands and we have shown 
how it develops over time. It is possible to emotionalize a product or 
service that has little rational connection with emotions, and we explore 
these issues further in the next two chapters. 


DISCUSSION QUESTIONS 


1 What is the difference between an emotion and a feeling? 

2 What assumptions have traditional consumer behaviour models 
made about the hierarchy of effects? 

3 Must all extraordinary experiences be enjoyable to motivate brand 
choice? 

4 Why might the symbolic meaning of brands be a prime motivation for 
emotion-driven choice? 

5 Discuss the implications for our consumption habits of the law of the 
lightest load. 

6 Why might you choose the opposite brand to your partner? 

7 How might brand marketers manage the post-purchase emotions of 
guilt, anxiety, and regret? 

8 When do consumers need to trust a brand? 

9 Explain a situation where emotions have framed your cognition for a 
brand choice 


CASE STUDY 1 


Ernie learns social 


How do you make a 50-year old brand relevant today? Ernie Keebler 
was well-known to previous generations as the baker of beloved 
Keebler Cookies who lived in The Hollow Tree, but he had barely 
shown his face to consumers in the last decade. Ernie wasn’t fluent in 
the modern way of communicating with millennial parents, some of the 
most active users of social media. So, Kelloggs hired lead agency 
Starcom, Leo Burnett, to leverage their deep understanding of media 
and content consumption behaviors to reimagine how the iconic 
Keebler character and brand could become relevant in today’s media 
landscape. 

The campaign saw cookie-loving families invited to join Ernie on his 
journey to learn social media. Ernie became the uncle every millennial 
has and loves to watch from afar: the not-so-tech-savvy, bumbling 
social media persona that gives them a good laugh as they try to 
navigate the digital landscape. 


In the $6B cookies category, the top competitor dwarves Keebler’s 
% dollar share with 50% compared to Keebler’s 8%. The category 
itself is actually growing 2% per year, but still, Keebler was being left to 
get stale on the shelf. Further, competitors were outspending Keebler 5 
to 1 with advertising. This led to five straight years of declining 
household penetration and relevance among cookie-buying 
households. 


Brand-specific results proved that Keebler Cookies and the Keebler 
Elves still held a special place in millennials’ hearts and evoke a warm 
sense of nostalgia. While they are nostalgic for a less complicated 
world for their own children to grow up in, they can’t imagine how much 
harder parenting must have been without today’s technology. This led 
to the realization that the topic of technology ineptitude of older 
generations was a source of comedy gold, evoking a smile and belly 
laugh. Yet they want their parents to learn new technology, like 
Facetime—it’s how they keep their own children connected to them as 
grandparents. 


How could Ernie rejoin today’s conversation? The agency wanted to 
conjure parents’ sense of childlike wonder, but to make Ernie modern, 
they couldn't just bolt a hipper or more cynical personality on him. 
They needed to find a way to be authentic to Ernie’s personality yet 
make him relevant and believable. Not only was the world much 
simpler 50 years ago, it was a completely different place. Could Ernie 
—and his innocence and wholesomeness—compete with the likes of 
YouTube stars and whatever celebrity Twitter feud is happening at the 
moment? 


Source: Adapted from Warc, WARC Awards, Shortlisted, Effective Social Strategy, 2017 


CASE STUDY QUESTIONS 


1 Keebler Cookies saw a 16% sales increase and social media 
conversation increased 328% in 2016. Was this because of 
increased rational preference? 

2 Is Ernie being used to ‘emotionalize’ Keebler cookies? 

3 Keebler has managed to turn a negative emotional association into 
a positive emotional association. Explain how they have done this. 

4 The impact of emotion on our preferences is determined by our 
capacity for self-illusion, self-focus, and holistic perception, also our 


use of nonverbal imagery and refusal of other people’s tastes. 
Which of these help to explain preference for Keebler Cookies? 


CASE STUDY 2 


OMO: The least active kids in history 


Kids today are the least active in history, as they spend, on average, 
less than an hour a day playing outside and getting dirty, which means 
they spend 23 hours idle and inactive. Thats not so good for a 
washing powder brand like OMO, whose ‘Dirt is Good’ philosophy 
promotes an active lifestyle, because playing and getting dirty is crucial 
for kids’ learning and healthy development. 

Research into Middle Eastern North Africa (MENA) markets 
indicated that how their children behaved and how clean they looked 
was a judgment criterion for being a good mother, the target market for 
OMO in the region. So, for mothers, dirt is not considered good for 
their kids. And owing to traditions, learning is believed to happen only 
in school, and not at play. That’s not so good for OMO, who were 
seeking to engage Middle Eastern mothers with ‘Dirt is Good’. 

The response from Unilever was to change the nature of the debate 
offering ‘Dirt is Good’ as a solution to the problems parents have with 
the inactivity of their children. With parents debating childrens’ 
inactivity, they switched from provoking them, to helping them. To wake 
parents up to the fact that kids today are ‘the least active kids ever’, 
Unilever teamed with lead agency FP7/Dubai to create the longest live 
stream in Facebook’s history: a 23-hour video showing a kid doing 
absolutely nothing, apart from sleeping, playing video games, checking 
social media, watching Netflix and hover-boarding his way to and from 
the kitchen. They also made a 7-hour video about screen time and a 4- 
hour one about TV time. The agency also teamed up with child 
psychologists who responded online, in real time, explaining the 
importance of active play. They also launched shorter films and 
webisodes to further encourage and educate parents. 


It became the most successful digital and social campaign in OMO’s 


history. Since launch, OMO has achieved a consistently positive share 
growth in the Middle East region, from 3% in 2014 to 9% in 2015 to 
19% in 2016. Globally, OMO’s philosophy of ‘Dirt is Good’ has worked 
on improving OMO’s equity on stain removal. OMO is a brand that 
promotes an active lifestyle, because playing and getting dirty is crucial 
for kids’ learning and health development. OMO believes that every 
time kids come back with stains, they’re coming back with experience 
too. 


Source: Adapted from Warc, WARC Prize for MENA Strategy, Gold, 2017 


CASE STUDY QUESTIONS 


1 What functional and emotional elements of this brand can you 
identify? 

2 Is ‘Dirt is Good’ an attribute of the brand? 

3 Which area of the decision-making process does this campaign 
target? 

4 Would you agree with the statement that choice here us under the 
control of emotional processes? 

5 This is a low-involvement brand but is this a low-involvement 
choice? 


FURTHER READING 


* An examination of the different aspect of emotion and its role in human 
behaviour is provided by M. Lewis, J.M. Haviland-Jones, and L. 
Feldman Barrett (eds) (2008), Handbook of Emotions, New York: 
Guilford Press. 

+ A review of the role of emotion in a wide range of information- 
processing activities is provided by A. Chaudhuri (2006), Emotion and 
Reason in Consumer Behaviour, Oxford: Butterworth-Heinemann. 

* The psychology of emotion is explored in detail by K. Strongman 
(2003), Psychology of Emotion: From Everyday Life to Theory, 
London: John Wiley. 


* The evidence that reason and emotion are closely linked is argued 
from a solid base in neuroscientific research by A. Damasio (2006), 
Descartes’ Error: Emotion, Reason and the Human Brain, London: 
Penguin. 
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CHAPTER 


3 The Symbolic 
Meaning of 
Brands 


Key Concepts 


1 


2 


3 


4 


Brands can be used as 
symbolic resources for 
the construction and 
maintenance of 
identity/identities. 
Advertising can build 
symbolic meaning 
through narratives. 
Brands can help establish 
and communicate some 
fundamental cultural 
categories. 


Brands can also be used 
to counter some of the 


threats to identity posed 
by postmodernity. 


5 Brands can acquire deep 
meaning through the 
socialization process. 


Introduction 


Do you name your car, or identify as a ‘Mac user?’ Have you ever talked about ads 
whilst out with friends? Contemporary social theory focuses on consumption as 
playing a central role in the way in which the social world is constructed and 
developments in post-structural anthropology have led to a renewed interest in the 
relationship between society and material culture, essentially the way in which we use 
the things we produce to give meaning to our lives. These trends can be subsumed 
into the development of postmodern theories of consumer culture which focus on 
aspects of cultural practice in the construction of consumer society rather than just on 
consumption itself. The implications for the marketing of brands under conditions of 
postmodernity are that many assumptions about the consumer and consumption 
require fundamental reassessment. 


The postmodern consumer and 


symbolic meaning 


Central to postmodernism is the recognition that the consumer does not make 
consumption choices solely from products’ utilities, that is what they actually do, but 
also from their symbolic meanings, that is, what they communicate. The functions of 
the symbolic meanings of brands operate in two directions, outward in constructing 
the social world: Social-Symbolism, and inward towards constructing our self-identity: 
Self-Symbolism. The social-symbolic meanings of brands can be used to communicate 
to other people the kind of person we wish to be seen as. For example, Diesel’s 2017 
‘Make love not walls’ campaign, while making a clear political comment, also 
positions the brand and its wearer as non-conforming, free thinking, socially 
conscious, and daring. Similarly, and with a touch of postmodern irony, Volkswagen 
ran a TV campaign for the Golf in the UK which showed a series of vignettes where a 
man showed off a large gold watch with the subtitle ‘I’m loaded’, a man sat at 
pavement café reading a serious book with the subtitle ‘I’m an intellectual’, a 
skinhead was seen with a ferocious dog with the subtitle saying ‘I’m hard’. The final 
scene was a young man in jeans and a t-shirt getting into a Golf with the subtitle ‘I’m 
just going down the shops’. The sign-off was ‘VW Golf, a car not a label’. The self- 
symbolic meaning of brands is what their usage communicates to us about who we are 
or want to be. As consumption plays a central role in supplying meanings and values 
for the creation and maintenance of the personal and social world, which is one 
definition of what constitutes a consumer society, so advertising is recognized as one 
of the major sources of these symbolic meanings. These cultural meanings are 
transferred to brands and it is brands which are often used as symbolic resources for 
the construction and maintenance of identity. 


This semiotic perspective of products as symbols (which is explored in more detail 
in Chapter 4) raises difficult questions about the location of cultural meaning. The 
term symbol itself can relate to the brand that carries meaning or to the meaning it 
carries, and the interpretation of meaning is a complex mix of what is contained in the 
representation of the brand and what the individual brings to the representation. 
Symbolism can be analysed semiotically by examination of the system of signs and 
what they signify, however, it is impossible to make sense of the system of signs as a 
whole because one sign leads to another without there ever being anything ‘real’ 
outside the system. All meaning is socially constructed and there is no essential 
external reference point, so ultimately “There is nothing outside the text’ (Derrida, 
1977). To complicate matters further, symbols are typically interpreted in an 
improvised and non-rational manner that does not obey the codes of language but 
operates at the subconscious level. We don’t think too hard about them otherwise 


symbols lose their ‘symbolism’ so to speak. What this suggests is that there is a very 
high likelihood that the symbolism which you interpret in a brand may differ from 
that which an organization has endeavoured to craft. As we discuss in Chapter 4, the 
meaning of a brand may even be appropriated to serve someone’s own sub-cultural 
purposes. 


Diesel: The symbolic meaning of brands 
Source: © Diesel. Photographer: David LaChapelle. Creatice Agency: Anomaly. Reproduced with 


kind permission. 


KEY CONCEPT 


Brands and the construction and maintenance of identities 


Many of the brands we use in everyday life have no particular 
relevance to our identity. The computer or sticky tape dispenser on 
your office desk, the tiles or roofing iron on your house. But stop to 
think about the brands that do matter and you may be quite surprised. 
That top you are wearing, the watch on your wrist, the school you 
have sent your children to, or even the stationery your child takes to 
school. Brands have become very important signifiers of our personal 
and social identities. They can even help us ‘shape shift’ a little. For 
example, the suit you are wearing to corporate lunch versus the outfit 
your wear to a band on Saturday night with friends. 


S 


Consumption of the symbolic meaning of products is a social process that helps 
make visible and stable the basic categories of a culture which are under constant 
change, and consumption choices ‘become a vital source of the culture of the 
moment’ (Douglas and Isherwood, 1978). The meanings of consumer goods are 
grounded in their social context and the demand for goods derives more from their 
role in cultural practices than from the satisfaction of simple human needs. Consumer 
goods, therefore, are more than just objects of economic exchange, ‘they are goods to 
think with, goods to speak with’ (Fiske, 1989) and are an important part of the 
symbols and signs which we use to locate ourselves in our society. Consumption as a 
cultural practice is one way of participating in social life and may be an important 
element in cementing social relationships, whilst the whole system of consumption is 
an expression of the existing social structure through a seductive process which 
pushes the purchasing impulse until it reaches the ‘limits of economic potential’ 
(Baudrillard, 1988). Baudrillard further suggests that consumption is a necessary part 
of the political economy as the capitalist system, which prevails in most countries of 
the world, is predicated on continual economic growth and, as such, relies on our 
desire to consume. 


It is within this social context that the individual uses consumer goods and the 
consumption process as the materials with which to construct and maintain an 
identity, form relationships, and frame psychological events. Access to social media 
has provided new avenues for this process. For example Facebook’s capacity to aid in 
consumer self-disclosure makes it particularly relevant to identity construction. It is 
thought that we devote 30—40% of speech output to informing others of our own 
subjective experiences (Tamir and Mitchell, 2012). In a study across five experiments 
Tamir and Mitchell show that disclosing information is intrinsically rewarding and 
that people were even willing to forgo money to talk about themselves. Toward 
understanding the symbolic meaning of brands, the importance of Facebook lies in its 
capacity for consumer self-disclosure, i.e. it provides a place where consumers can 
communicate through and behind their brands. Researchers have observed that social 
networking sites generate much more self-disclosure and personal questions than 
face-to-face conversations (Tidwell and Walther, 2002). With more than 1 billion 
registered users (Facebook, 2012), and an enormous number of brand-focused sites 
(Waters et al., 2009), the unique advantage Facebook has over other social networking 
sites is that it tends to draw people offline (friends and family in existing networks) 
into the online environment (Ross et al., 2009). Thus we need to understand the 
ecology of a brand, which means how it integrates with the wider social and cultural 
experiences of the consumer. We will discuss brand ecology further in Chapter 8. 


The postmodern consumer and 
identity 


The self is conceptualized in postmodern consumer culture not as a given product of a 
social system nor as a fixed entity which we can simply adopt, but as something we 
actively create, partially through consumption. As consumers we exercise free will to 
form images of who and what we want to be, although, paradoxically, ‘free will’ is 
directed by values which are probably also a social product. Thompson (1995: 210) 
describes the self as a symbolic project, which the individual must actively construct 
out of the available symbolic materials, materials which ‘the individual weaves into a 
coherent account of who he or she is, a narrative of self-identity’. 


The individual visualizes her/his self according to their imagined possibilities of 
the self. Markus and Nurius (1986) suggest that ‘an individual is free to create any 
variety of possible selves, yet the pool of possible selves derives from the categories 
made salient by the individual’s particular sociocultural and historical context and 
from the models, images, and symbols provided by the media and by the individual’s 
immediate social experiences.’ Thus the nature of the self-concept is complex: we 
may possess a variety of actual selves (or roles) and a variety of possible or ideal 
selves. Think about how you present yourself at work and how this compares with the 
way you present yourself to family at a Christmas lunch or to friends when going to a 
movie. If we possess a multiplicity of role identities, how can these multiple selves 
coexist in harmony? How does each identity develop? And how do we express each 
self in a particular social situation? We live in a symbol-rich environment and the 
meaning attached to any situation or object is determined by the interpretation of 
these symbols. Through the socialization process we learn not only to agree on the 
shared meanings of some symbols but also to develop individual symbolic 
interpretations of our own. We use these symbolic meanings to construct, maintain, 
and express each of our multiple identities. Perhaps your confident and successful self 
wears Manolo Blahnik Classics for work, your dependable, caring self wears 
Birkenstock Clogs at Christmas lunch, and your self-effacing but stylish self wears 
Ted Baker Pumps to the movies with friends. Here lies enormous potential for brands 
to offer an identity or self-image that we can buy into by adopting the brand as being 
symbolic of ourselves, saying something that we want to be associated with. 


Narrative identity theory suggests that in order to make time human and socially 
shared, we require a narrative identity for our self, that is, we make sense of ourselves 
and our lives by the stories we can (or cannot) tell (Escalas, 2004). Thus we come to 
know ourselves by the narratives we construct to situate ourselves in time and place. 


This task can be greatly aided by symbolic resources; the main one articulated by 
Ricoeur (1977) is literature, which gives structure and meaning to the complexity and 
confusion of life by providing a causal model for the individual by linking disparate 
life events into a coherent sequence. However, advertising can also be used as a 
symbolic resource for the construction of narratives to give sense to our life history 
and personal situation. For example, in celebrating 100 years of its contour bottle, 
Coca Cola set up set up retro-themed pop-up shops in major cities, and launched an 
advertising campaign ‘starring’ icons like Elvis Presley and Marilyn Monroe 
(O’Reilly, 2015). The provenance of brands like coke allows consumers to reflect on 
them as having a direct role in their lives or perhaps as a time marker which, 
hopefully for the brand, is associated with positive experiences. 


KEY CONCEPT 


Advertising can build symbolic meaning through narratives 


Narrative, or storytelling, is a way we have made sense of objects or 
‘things’ for thousands of years. Storytelling is considered fundamental 
to human development. We are social beings and relating an object to 
social interaction is critical to our understanding of it. Brand managers 
can help customers make sense of their brands by providing the 
impetus for a story, even a whole story, in their advertising. Hugely 
successful advertising campaigns have been based around appealing 
characters facing everyday life situations. Sometimes these stories 
take on a life of their own like the social media interaction on Twitter 
and Facebook between the Old Spice guy and his legions of fans. 


E 


The development of individual self-identity is inseparable from the parallel 
development of collective social identity, and this problematic relationship has been 
described as the internal—external dialectic of identification by Jenkins (1996), who 
maintains that self-identity must be validated through social interaction and that the 
self is embedded in social practices. This means that there is always a social 
dimension to a brand; an individual may love a brand’s image, but will want his/her 
important others to like it too. This is particularly true of adolescents who are actively 
building their identity in relation to their peer group and are very sensitive to peer 
group approval or disapproval. Australian surf brand Billabong’s rose to fame on the 


back of the counter culture mystique of the surfing community. Its fall from grace has 
coincided with surf culture persona becoming a mainstay of Australian society and is 
in part blamed on the fact that the young men who bought the brand in 1970s and 
1980s are still wearing it and are now the not-so-cool parents of children who don’t 
want to look anything like them. Endeavours to create our self-identity often involve 
the consumption of products, services, and media and there is always a tension 
between the meanings we construct for ourselves and those we are exposed to 
socially, and this dialectical tension requires active negotiation of meaning. Dittmar 
(1992) comments that ‘material possessions have a profound symbolic significance 
for their owners, as well as for other people and the symbolic meanings of our 
belongings are an integral feature of expressing our own identity and perceiving the 
identity of others.’ The key point here is that not only do we interpret the symbolic 
meanings of other people’s possessions but at the same time they are interpreting ours 
in a complex process of symbolic meaning construction and communication. 
Although McCracken (1988) suggests that ritual is the prime means for the transfer of 
symbolic meaning from goods to the person, the complex social practices of 
consumer culture extend far beyond the concept of the ritualistic, and entail a 
reciprocal, dialectical relationship between the individual and her/his cultural milieu. 


Identity and self-symbolic consumption 


All voluntary consumption carries, either consciously, subconsciously, or 
unconsciously symbolic meanings; if we have choices to consume, we will consume 
things that hold particular symbolic meanings. These meanings may be idiosyncratic 
or widely shared with other people. For example, using recycled envelopes may 
symbolize ‘I care for the environment’, going to classical concerts may symbolize ‘I 
am cultured’, while supporting gay rights may signify ‘I am open-minded’, or buying 
unbranded detergent may mean ‘I am a clever consumer’. 

A considerable literature suggests that we are what we consume, since possessions 
are viewed as major parts of our extended self (Belk, 1988). Csikszentmihalyi and 
Rochberg-Halton (1981) suggest that the consumer invests ‘psychic energy’ such as 
effort, time, and attention in an object. This energy and its products are regarded as a 
part of the self because they have grown or emerged from the self. To an extent then, 
Our possessions are as much a part of us as our limbs or our ideas. The symbolic 
meanings of our possessions may portray essences of our individuality, or reflect our 
desirable connections with others (Kleine et al., 1995), and symbolic consumption 
helps us to categorize ourselves in society, to ease our self-transitions and to achieve 
our sense of continuity and eventually preparation for death. How people dispose of 


their possessions through wills and direct gifts is an important part of preparing to die, 
and the symbolic meaning of a gift from a now-dead relative lives on in many of our 
homes with items of pure sentimental value. 


Possessions can also be part of a process of symbolic self-completion, where those 
of us who perceive ourselves as lacking a personal quality attempt to fill this gap 
using symbolic resources (Wicklund and Gollwitzer, 1982). This offers huge potential 
for brands as we may not be able to actually achieve our desired image, say as a 
thrusting successful manager, but we can buy part of the image through using and 
displaying brands that we believe to have the appropriate symbolic meaning, for 
example the pairing of a bottle of Veuve Clicquot and a Cohiba cigar. 


Although we learn and develop consumption symbols through socialization 
processes and exposures to mass media (e.g. advertising), it does not mean that 
everybody who possesses the same product bought it for the same symbolic meaning. 
A product may carry a varied range of meanings since the creation of meaning is not 
deterministic and unidirectional, and each of us may ascribe different and inconsistent 
cultural meanings to a product depending on the extent to which we share the 
collective imagination. This means that we can get the symbolism wrong, that is we 
can misjudge the meaning of a brand, especially in the area of culturally significant 
goods where taste is an arbiter of appropriateness. For example, a clearly branded 
polo shirt may carry a symbolic meaning of success for one sub-cultural group or 
social class, but signify a lack of taste to another. 


Lived versus mediated experience 


The symbolic resources available to us for the construction of the self can be 
distinguished as being either lived experiences or mediated experiences. Lived 
experience refers to the practical activities and face to face encounters in our everyday 
lives. It is situated, immediate, and is largely non-reflexive, in that we take it for 
granted as ‘reality’. Mediated experience is an outcome of a mass-communication 
culture and the consumption of media products and involves the ability to experience 
events which are spatially and temporally distant from the practical context of daily 
life. It is recontextualized experience, in that it allows the experience of events that 
transpire far away, and will vary widely in its relevance to the self. Perhaps you 
consider yourself an aficionado of alternative music. In constructing the self as a 
serious music lover, you may go to gigs regularly, attend Glastonbury festival, and 
talk with friends about your favourite bands, all of which are lived experiences. 
However, you may also read the NME or Rolling Stone magazines, regularly watch 
MTV, and listen to Radio 1, and these are mediated experiences. We can draw 


selectively on mediated experience and interlace it with lived experience to construct 
the self. The life history and social situation of individuals will vary between those at 
one end of the continuum who value only lived experience and have little contact with 
mediated forms, and others at the opposite end of the continuum for whom mediated 
experience has become central to the project of the self. However, central to 
postmodern consumer culture is a growing range of opportunities for the use of 
mediated experiences in the project of the self, countless narratives of self-formation, 
countless visions of the world such that we may be encountering ‘symbolic overload’ 
(Thompson, 1995: 216). This means that the battle for mindspace is not only about 
levels of brand awareness but also about competing visions and narratives of identity 
that are offered to the market. We will discuss this further in Chapter 8. 


Symbolic meaning, advertising, and 
brands 


Advertising is recognized as one of the most potent sources of valued symbolic 
meanings. As a part of a cultural system, advertising is viewed as a guideline to map 
out all aspects of the consumer’s existence; on the other hand, all aspects of the 
consumer’s existence are also guidelines to map out advertising creativity. In the first 
instance, advertising agencies draw on their knowledge of consumers to construct 
their ads; consumers then interpret these ads based on their own lived and mediated 
experiences. The relationship between advertising and the consumer is dialectical: 
advertising not only helps in creating, modifying, and transforming cultural meanings 
for the consumer (Lannon and Cooper, 1983), but also represents cultural meanings 
taken from the consumer’s world view and invested into the advertised product. This 
dialectical relationship drives a cyclical flow of symbolic meanings derived from 
culture and transferred into the semiotic world of advertising, then interpreted and 
used by consumers to internally construct their self-concept and externally construct 
their social world. For example, Mercedes Benz created a campaign comparing the 
left and right sides of the brain, showing the left as scientific, analytical, and strategic, 
and the right as creative, passionate, and imaginative. One intention of the advert is 
clear; to show that Mercedes is both measured and exact, the left brain, but also 
creative and free spirited, the right brain. The creative content of the ad is therefore 
led by the intention to have consumer perceive Mercedes as more than precision 
engineering, something it is renowned for, and that this positioning is positive for the 
brand; Mercedes is also passion, sensuality, laughter. However, further meaning may 
be read. The ad may not be connected to Mercedes with the consumer drawn into 


details of the visual elements in the ad, such as the colour, angel’s wing, a bicycle. In 
addition the ad may amuse confuse, delight, even shock you, encouraging you to 
mention it to a friend over coffee and in doing so discuss the publication you were 
reading and when and where you saw it. This may itself say something about you as a 
person. Thus the ad becomes so much more than a pitch to sell or reposition the 
brand. Developed initially in response to how an advertising agency felt the brand 
contributed to cultural meaning, it might then be used by consumers to reinforce even 
reinterpret their own sense of self. ‘Finally as part of the external construction of an 
individual’s life world the meaning returns back to its original starting point, the mass 
of flowing meanings that represents culture’ (Ritson and Elliott, 1995). Thus, 
advertising is both a means to transfer or create meanings into culture and a cultural 
product itself. 


Although advertisers aim to create particular meanings for their brands in 
advertising, meanings interpreted by the consumer may be varied and diverse. There 
is growing recognition that we are an active and participating audience (Mick and 
Buhl, 1992). However, we may attend only to certain messages and interpret or make 
sense of the meanings according to our personal perception and our social knowledge. 
The meaning of a particular advertisement is not given within the advertisement itself, 
for as Anderson and Meyer (1988) point out: ‘meaning is not delivered in the 
communication process, rather it is constructed within it.” But the meaning that we 
construct from advertising is viscous in nature, it is not firm and finalized but liable to 
change, and signification through the media is likely to be much less potent than 
signification through actual behavioural experience (Elliott et al., 1993). Certainly, 
there is considerable empirical evidence that attitudes formed through direct 
experience are stronger, more accessible, held more confidently, and are more 
predictive of behaviour than those derived from mediated experience through 
advertising (e.g. Fazio and Zanna, 1978). Related to this, brand managers are 
increasingly interested in understanding ‘value in use’ a premise that value is only 
ever phenomenologically determined by the beneficiary (Vargo and Lusch, 2008). 
This is part of a broader understanding of ‘customer co-creation of value’ whereby 
value does not reside in the product itself, rather it is extracted by the customer 
interacting with the product and other resources; perhaps other people but also other 
‘things’. Co-creation extends to design of products as well as use but a major premise 
is that value is not fully defined or determined unless the result is used by customers 
(Ranjan and Read, 2016). Thus lived experience with a brand, through purchase and 
usage over the life cycle, will tend to dominate the mediated experience of 
advertising, and both forms of experience will be validated through social interaction, 
particularly for brands with a social-symbolic positioning. 


Identity and social-symbolic 
consumption 


The creation of meanings does not just consist of a negotiation process between 
advertising content, the brand, and the consumer simply during the period of exposure 
to the advertisement. Since advertising is a form of mass communication, its 
meanings also emerge in interpersonal communication among ourselves and may later 
become socially shared meaning. 


The issues of cultural meaning and interactive advertising can be integrated by a 
model of advertising literacy (Ritson and Elliott, 1995, and see Figure 3.1). 


Modelled within the framework of contemporary literacy studies, advertising 
literacy is comprised not only of the skills to be able to understand and transfer 
meaning from an advertisement but also of the ability to use that meaning within the 
social context of the life world, a person’s lived as opposed to mediated experiences. 
This is a practices and events model, which shows that literacy must consider the 
interpretive skills (practices) that the audience brings to an advertisement, but must 
also look at the ways in which advertising is involved in social interactions (events) 
and the uses to which the meaning is put in social life subsequent to the advertising 
exposure. Advertising literacy becomes a significant factor employed by many 
consumers, especially teenagers, to locate and relocate their social groups and their 
identities within those groups, because advertising literacy is used by group members 
to evaluate each other (Ritson and Elliott, 1999). The process of discursive 
elaboration involves the social consumption of advertising meanings, as they are 
described, discussed, argued about, laughed at. Advertisements become ‘tokens in 
young people’s system of social exchange’ (Willis, 1990: 57); they are a form of 
cultural capital for teenagers, to be invested in carefully to gain dividends in terms of 
social status and self-esteem. Willis (1990) notes that young people are increasingly 
involved with advertisements and proposes that part of this increased interest in 
advertising stems from the ability of advertisers to utilize the latest fashions in order 
to make advertisements aesthetically pleasing as a product independent of the 
advertised item. He also describes young people deriving ‘symbolic pleasure’ from 
the advertisements and in particular they are appreciative of the ‘active role’ they are 
expected to play in understanding the advertisements. 
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FIGURE 3.1 A model of advertising literacy 


Advertising is now commonly used as a means of initiating social interactions. The 
brand Esurance garnered the most mentions on Twitter during the 2016 Super Bowl 
despite not having an ad running during the game. Their campaign instead revolved 
around giving away $1 million to 17 lucky winners who re-tweeted Esurance’s social 
media posts (Gallegos, 2016). You had to retweet for a chance to win and the winners 
were then informed via a FaceTime call, with their reactions posted so viewers could 
see the competition unfold in real time. In addition, O’Donohoe (1994) notes that 
advertisements are also used on a social level in peer relationships. Generally 
advertisements were seen by her respondents as being facilitators to conversation. 
Diamond et al. (2009) investigated the American Doll brand which includes dolls 
from nine different historical periods and a number of ethnicities, each with their own 
story and accessories. In understanding how consumers interpret the brand they 
identified a ‘mesh of interwoven experiences . . . some engineered by marketers, 
others improvised by stakeholders’ like intergenerational relatives who pass on their 
own stories about the times the dolls represent (p. 132). Until meanings from 
mediated experiences of advertising have been subjected to discursive elaboration in a 
social context and interwoven with behavioural significations derived from lived 
experience with the brand, they remain viscous, liable to be rejected, or just forgotten. 
Only after this discursive elaboration can symbolic meanings be fully concretized and 
become what Eco (1979: 14) calls ‘realized text’. 

The process of the consumption of the mediated experience of brand advertising, 
the lived experience of the purchase and usage of brands and the two realms of self- 
symbolism and social-symbolism is illustrated in Figure 3.2. 
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FIGURE 3.2 The symbolic project of the self 


Some implications for brand strategy 


As consumers we use brands as resources for the symbolic construction of the self, 
both social identity and self-identity. The symbolic consumption of brands can help to 
establish and communicate some of the fundamental cultural categories such as social 
status, gender, age, and such vital cultural values as family, tradition, and authenticity. 
In order for the meaning of brands to become fully concrete, the mediated meaning 
derived from advertising and promotion must be negotiated with the lived experience 
of purchase and usage, and particularly for brands with social-symbolic positioning 
strategies these meanings must be validated through discursive elaboration in a social 
context: they must be authenticated by the social or peer group. But brands can also 
be used to counter some of the threats to the self posed by postmodernity, such as 
fragmentation, loss of meaning, and loss of individuality. 


Brands and fundamental cultural categories 


Cultural categories represent ways we can think about and identify 
culture. They can take many forms, for example use of artefacts like 
songs, pictures, or stories. Or they could be attitudes, for example 
attitude toward power, religion, politics, and social class. Others are 
purely descriptive, such as gender profile, ethnicity, and age. Brands 
can help to authenticate many of those categories, for example the 
consumption of Guinness on St Patrick’s Day by many of Irish 
heritage. Sometimes the most unusual products hold special 
significance. People from the South Pacific islands view canned corn 


beef as a very important food item, often referred to in the islands as 
‘helapi’, named after Hellaby’s, the most popular New Zealand based 
brand owned by Heinz-Watties. Canned corn beef is particularly 
important at weddings and funerals. Other examples appear less 
directly tied to culture, but nevertheless help to reinforce important 
categories, for instance the symbolism of Western values a 
MacDonald’s restaurant may have to many travellers. 
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Brands, trust, and fragmentation 


As highlighted in the previous chapter, one of the prime features of the postmodern 
experience is fragmentation, where the inherited self-identity of history, from family 
and traditional hierarchical positions, is no longer a stable, secure fact but requires 
active construction: ‘A self-identity has to be created and more or less continually 
reordered against the backdrop of shifting experiences of day-to-day life and the 
fragmenting tendencies of modern institutions’ (Giddens, 1991: 198). This 
construction of self and identity is achieved partly through developing coherent 
narratives about ourselves and partly through finding opportunities for the investment 
of trust in institutions other than the traditional ones such as the church. Brands offer 
consistency in an ever-changing world and this reassurance is a vital element in their 
added value. As in human social relationships, from consistency over time develops 
predictability, then dependability, and eventually trust in the brand (Gurviez, 1996). 
Again discussed in Chapter 2, in large part, trust in a brand evolves from the delivery 
of consistent benefits over time, that is from lived experience which carries 
behavioural signification by practical experience of using the brand; value in use. 
However, the meaning derived from the mediated experience of advertising can 
enhance our experience and give a narrative coherence to it by giving words to 
thoughts we ‘know but can only speak of incompletely’ (Polanyi, 1967). 


Brands countering the threats to identity posed by postmodernity 


There was a time, in the first sixty or so years of the twentieth century, 
when we were relatively sure of our identities. Cultural institutions like 


religion and community groups were strong, population mobility meant 
people weren't exposed in any real way to different ethnic groups, and 
media was still dominated by print, radio, and then TV. In essence we 
lived in relatively controlled environments. What’s more, up until 
around the 1960s we were quite happy for brand managers to tell us 
how to live our lives. TV and persuasive advertising was all new! In 
the 60s and 70s, counterculture movements emerged as a result of a 
feeling that we were being too controlled and that we were losing our 
identity as _ individuals—as sovereign consumers. This was 
exasperated by a proliferation of advertising offering pathways to 
different identities and emerging new media options. Furthermore, 
dominant cultural institutions were losing primacy as we became more 
culturally mixed as a society. This was representative of 
postmodernity. Holt (2002) explains that conversely, although there 
was a backlash against ‘bossy brands’ as other sense-making 
institutions crumbled or got lost in the crowd, we have become more, 
not less, reliant on brands as identity signposts. However, we no 
longer wanted them to tell us how to live our lives. Instead we have 
begun to ‘use’ them to present a steady identity position. As such, 
brands are now increasingly relied upon to construct a stable identity 
for ourselves. 
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Brands and deep meaning 


Brands can acquire deep meaning for consumers by their involvement in the 
socialization process of growing up, and from then on brands can evoke profound 
feelings of nostalgia and provide comfort from insecurity. Olsen (1995) has explored 
the history of brand use, brand loyalty, and intergenerational transfer in families with 
a recent history of emigration. She found that certain moments in our lives become 
powerful memories, interconnecting brand, people, and places and that ‘family brands 
become part of the tool chest in strategies for survival during critical life passages’. 
Consumers bought brands that evoked memories of their grandparents, often through 
the smell which instantly returned them to the time and place of their childhood. 
Holbrook and Schindler (1994) have suggested that there is a ‘sensitive period effect’ 
for products, where early childhood and, particularly, adolescence are periods when 
we are most likely to develop preferences. Brands that we have a lived experience 
with during sensitive periods may acquire a depth of meaning unattainable by brands 


at later stages in our lives. If we have frequent sensual experience, particularly 
relating to smell with brands during childhood, then at later stages of our lives we 
may use them in nostalgic activity, and/or to restore a sense of security. Again, 
behavioural signification through lived experience with a brand seems by far the most 
potent source of meaning, but advertising can provide a narrative structure for 
concretizing these emotional meanings. In November 2016 Nintendo launched its 
NES (Nintendo Entertainment System) Classic, which look exactly like the original 
NES launched in 1983 only much smaller, fitting in the palm of a hand. It came 
preloaded with 30 classic Nintendo games like Donkey Kong, Mario Bros, and 
Metroid. The product was a huge success driven by the nostalgic reverie it elicited for 
older gamers, childhoods. As one commentator mentioned, ‘So while I’ve been telling 
myself that an NES Mini would be a perfect gift for my nephew, I’d be lying if I 
didn’t admit to wanting to play myself—$99 isn’t much to pay to be transported back 
to primary school’ (Knight, 2016). 


GAMES INCLUDED! 


NES Classic Edition game system and box; one of the most popular gifts for Christmas in 2016 
Source: Shutterstock/Ace Diamond 


To the dismay of many, Nintendo announced it would cease production of the NES 
Mini in April of 2017. There was clear method to this as the new NES Mini has 
quickly become a collector’s item just like the original. We will discuss further the use 
of nostalgia as a brand strategy in Chapter 8. 


KEY CONCEPT 


Brands and deep meaning 


How many of you use the same cookbooks or washing powder you 
had growing up? Or buy the same sweets on long road trips your 
parents bought for you? Even the most innocuous of brands can 
acquire deep meaning when we associate them with our socialization 
process. 


This doesn’t stop at childhood. You may have a favourite restaurant 
you visit because it represents a special time with your partner (or 
avoid for the same reason). You may have a brand of work clothing 
that you return to in high pressure situations because you have worn it 
when you have been successful in the past. It helped you navigate the 
rules and norms (socialize) of the corporate environment. Whenever a 
brand becomes associated with positive or negative experiences in 
your navigation of the different social setting you face, it has the 
potential to gain deep meaning. 
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The adolescent sensitive period is captured by Levi’s ‘Originals never fit’ 
campaign with their provision of both self-symbolic and social-symbolic meaning 
through heavy advertising support which is validated in a virtuous circle by discursive 
elaboration by teenagers who know and value the meanings depicted in the 
advertising and discuss them with their friends (Auty and Elliott, 1998). 
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Levi's: Mass-market brands—individual meanings 


Source: Image Courtesy of The Advertising Archives 


The ubiquity of brands in developed capitalist societies is such that we live in a 
rich ‘brandscape’ (Sherry, 1987) from which we must select a personal ‘brandspace’ 
in which to live. In large part, the creation of personal brandspace will be achieved 
through the creation of deep meaning and the development of trust, but brands can 
also facilitate the development of personal involvement by the encouragement of the 
meaning transfer processes of personal ritual and social interaction. McCracken 
(1988) identifies four ritual activities which transfer meaning from consumer goods to 
the individual: exchange, possession, grooming, and divestment rituals. Each ritual 
presents an opportunity for the individual to affirm, assign, or revise the meanings 
derived from the mediated experience of advertising and construct an individual 
meaning for themselves. By suggesting brand rituals through engagement in 
‘Brandfests’, Jeep have provided their consumers with ways to make one person’s 
Jeep different from other people’s. We will discuss this use of brand communities as a 
brand strategy in Chapter 8. 


At a social, sub-cultural level, Ritson and Elliott (1997) have described how the 
elusive audience of Generation X may be encouraged to actively interpret advertising 
by using deliberately ‘weak’ texts which encourage ‘strong’ reading. This openness 
relates to a lack of specific narrative direction and explicit meaning context. Instead 
these ‘open’ ads feature the product and simply evoke a positive general response to 
the ad from the consumer, by using music or imagery for example. The consumer 
views the deliberately ‘open’ ad and, because it lacks any strong intended meaning, is 
empowered to perform a very strong reading of it. As a result the consumer derives a 
very personal interpretation of the ad’s meaning related to their own individual life 
situation and history. At this point, in need of the social confirmation all Xers crave, 
the consumer discusses the meaning of the ad with others who share the same basic 
interpretation of advertising. Thus an advertising literacy event occurs and the 
individuals form an interpretative community, not purely by demographic or 
psychographic factors but by their shared interpretation of the meaning of the 
advertisement. The use of ‘open’ ads is explored further in the discussion of neo-tribes 
in Chapter 8. 


In postmodern consumer culture, individuals are engaged in a constant task of 
negotiating meanings from lived and mediated experience as they endeavour to 
construct and maintain their identity. As part of the resources for this task they utilize 
the symbolic meanings of consumer goods, and through an understanding of the 
dynamics of the process of identity construction, opportunities can be identified for 
brands to play an important role in the symbolic project of the self. 


CHAPTER SUMMARY 


In this chapter we have discussed how in postmodernity brands can 
become symbolic resources for the construction, communication, and 
maintenance of identity. Brands can acquire symbolic meaning in a 
variety of ways, but one of the most potent sources is advertising, 
particularly through narrative and the construction of socially shared 
meanings. We have seen that the symbolic consumption of brands can 
help establish and communicate some of the basic cultural categories, 
such as social status, gender, and age. Brands can acquire deep 
meaning through the socialization process and such brands can restore 
a sense of security. We suggest that mass-market brands can acquire 
individual meanings through ritual and personal interpretations of 
meaning. 


DISCUSSION QUESTIONS 


1 What does it mean to be a postmodern consumer? 


2 What is the difference between self-symbolism and social-symbolism 
and how does it relate to brands? 


3 What is the difference between lived and mediated experience? 
4 Explain the process of discursive elaboration in relation to a brand. 


5 How important is the lived experience of using a brand compared 
with the influence of advertising? 


6 What are the implications of postmodern fragmentation for brand 
strategy? 


7 How might a brand acquire deep meaning? 


CASE STUDY 


Chobani Australia: Bringing soul to a category dominated by 
science 


During 2013, Chobani—a fairly new brand within the fiercely 
competitive and price-driven Australian yoghurt market place—was 
tasked with driving up household penetration exponentially. With very 
little total brand awareness and a considerably larger price than the 
category average, the challenge stimulated the development of an 
innovative marketing strategy. This small brand had huge ambitions 
that it set out to reach by rapidly outpacing the competition in terms of 
consumer engagement within social media channels. 


When Chobani quietly entered the Australian yoghurt category in 
2011, the aim was to be a ‘step-up’ yoghurt that not only captured 
share from the mainstream and no-frills tiers below, but also from the 
brands in the super-premium tier above, such as Jalna. At the time, 
mainstream brands, such as Yoplait and Danone, held the lion’s share 
of shelf space with national retail giants Coles and Woolworths. The 
no-frills private-label brands, such as Coles Simply and Woolworths 
Select, were quickly gaining traction though. 


In order to become the fastest growing brand within the category, 
their marketing strategy had to take several challenges into 
consideration. Firstly, the top selling brands all had much higher total 
brand awareness than Chobani. Secondly, discounting was ubiquitous 
throughout the category and Chobani was more costly than the 
average price per kilogram. Thirdly, after witnessing the phenomenal 
success achieved by Chobani within the United States through their 
release of single-serve Greek-style yoghurt, many Australian brands 
readily released offerings that essentially copied those of Chobani 
once it entered the market. 


This highly competitive market prompted the decision to push the 
performance of the brand up by raising brand awareness through the 
creation of memorable positioning. Marketing insight revealed that the 
yoghurt category was dominated by rational messaging; whereby each 
brand competed for their share of the yoghurt category with scientific 
facts, such as the amount of probiotics or cultures, so as to emphasize 
the health benefits of yoghurt consumption. In this way, the whole 
category benefitted from a ‘health halo’ and the overall size of the 
market continued to increase. Chobani could have followed suit and 
competed with the established brands purely based upon the health 
contents of their product line (Chobani contains no preservatives and a 
higher amount of protein than any other brand available). However, 


strategic thinking led the brand towards a unique approach that 
resulted from their analysis of Australian social media chatter. 
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Chobani: putting passion into yoghurt 
Source: © Shutterstock/Roman 
Tiraspolsky 


Through listening to social media users, the discovery was made 
that health enthusiasts, fitness professionals, and foodies were united 
by two commonalities: a passion for food and an urge to ‘out-interest’ 
each other. Further social insight indicated that people love to share 
photos of new culinary discoveries and unique creations, and if it was 
healthy that was a plus, but not a must. To social media users, food is 
not only about function; it’s about fun; it’s about family and friends; it’s 
a way to express individuality. This recognition revealed that, when it 
comes to social media, one of the competition’s greatest strengths— 
the ability to promote brand awareness via rational messaging—was 
actually a social marketing weakness, because rational messaging 
doesn't give users anything intriguing to talk about; such conversations 
have a limited lifespan. 


In light of this, Chobani strategized to connect with their audience by 
using terms that social media users understood and by replacing the 
science of yoghurt with some soul. At the heart of the brand, there 
were three core values that would also drive consumers to share with 
one another. Firstly, the Chobani community—staff and consumers— 
had a real passion for good authentic food. Secondly, they had an 
appreciation for quality and real ingredients that were creatively 
brought together. Thirdly, they considered food to be as much about 


enjoyment, entertainment, and real fun as it is about consumption. The 
values of real people, real creations, and real fun formed the guiding 
pillars of their ‘Go real’ global brand identity. To appeal to an Australian 
audience, one characterized by laid-back larrikinisms, irreverence, and 
a happy-go-lucky disposition, the tone of the campaign was aligned 
with these prevalent personality traits. 

Chobani’s social creative team focused on three channels— 
Facebook, Instagram, and Twitter—to activate their social strategy. 
Given the brand’s low awareness in the market, the campaign first 
sought to improve brand awareness with memorable positioning. To 
spread the message of ‘real fun’, simple but creative brand content 
that aimed to put a smile on Facebook viewers’ faces was interwoven 
with special occasions such as Star Wars Day, UFO Day, and World 
Environment Day. These content pieces had no media spend allocated 
yet they still managed to harvest incredible results, as seen later in the 
case study. 

Next on the agenda was the pillar of ‘real people’. With the 
supermarket shelves holding in excess of 20 brands, a vastly unique 
approach was implemented. Born from the creative vision of the typical 
‘sad’ office fridge—the familiar empty fridge or one that holds 
uninspiring and neglected ingredients like old, wilting vegetables and 
expired milk—Chobani offered to turn ‘sad’ office fridges into ‘happy’ 
ones, by stocking them full of real, delicious Chobani yoghurt. 
Followers on Instagram were asked to upload a photo of their own 
‘sad’ office fridge to get the Cho mobile vans (distribution vehicles) to 
come and cheer (fill) it up. A small budget was spent on the campaign 
but it essentially created new distribution channels for the brand and it 
reached offices in every major state and territory of Australia. 


Lastly, the ‘real creations’ element of the strategy was brought to life 
through regular content uploaded to their Facebook page that 
displayed Chobani’s versatility and usefulness in a number of recipes, 
including reposting photos of creations shared by fans. This content 
proved to be so successful that it continues to be a regular feature on 
the page; fans consistently seek to recreate the visuals shared on the 
site. 

In terms of real results, after only one month, activity on the 
Chobani Facebook page jumped by 209% to an engagement level of 
4.3%, which is over 700% more than the average brand engagement 


rate (0.53%) for fast moving consumer goods. In comparing this 
engagement rate to a monthly external analysis of Australia’s branded 
engagement pages (compiled by SocialBakers), Chobani became the 
third most engaged page in Australia during March, and the second 
most engaged page during April and May. Riding on this initial wave of 
success, the latter half of the year also proved to be fruitful for their 
social creative team; Chobani reached the number one position for 
most engaged page in Australia during September. To put this degree 
of achievement into context, SocialBakers measures all attainable 
brand pages in Australia and most of the top performing pages are 
from established brands that benefit from high recognition and 
awareness. This includes such iconic Australian brands as Weet-Bix, 
Vegemite, and Dick Smith Foods. 


Other externally obtained data showed that the brand began 
experiencing extraordinary uplifts across the social sphere. Despite the 
fact that only a small portion of the brand’s marketing budget was 
spent in social, Chobani managed to capture on average 66% share of 
voice in social, effectively stealing share of voice from the major 
brands. Yoplait, Ski, Danone and Vaalia were reduced to 14% in total 
share of voice in social media outlets. In addition, the objective to grow 
their Facebook community to 5,000 fans by December 2013 was more 
than satisfied as Chobani managed to grow the page to over 16,000 
fans, 264% above target. 

The effects that these social media outcomes had upon the 
business were tremendous. Not only did the uplift in penetration from 
social media directly translate into incremental sales that were several 
times higher than the target, but it also contributed a similar level of 
effect as TV (which received a far higher media budget). The 
Campaign delivered an exceptional return on investment (9.22 for 
every dollar spent) and this small challenger brand managed to raise 
both unaided and prompted awareness. Chobani also made social 
media the most cost efficient driver of awareness, and against all odds, 
it became the fastest growing brand in the Australian yoghurt category. 


Source: WARC, WARC Prize for Social Strategy 2014, Chobani Australia: Bringing Soul 
to a category dominated by science. Edited by Suni J. Mydock III. 


CASE STUDY QUESTIONS 


1 The focus of the symbolic meanings of yoghurt consumption 
changed from product-attribute focus (i.e. health benefits) to an 
emotion-attribute focus (i.e. interesting and fun creations). How did 
the change improve Chobani’s sales? 

2 How did Chobani apply socially shared meanings around the three 
core values of real people, real creations, and real fun, to establish 
the symbolic identity of the brand? 

3 Was it possible that Chobani, as a mass-market brand, could 
deliver individual meanings in its advertising of real fun? 

4 To what extent is ‘go real’ a viable brand strategy for other product 
categories and other cultures? 
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Cultural Meaning 


CHAPTER 


Systems and Brands 


Key Concepts 


1 Semiotics are sign systems that 
operate according to specific 
cultural rules that link signs to 


meaning. 


2 Consumers may think of brands 


as being like a person and 
having a brand personality. 


3 Products and consumption 


practices can be used in order to 


differentiate between social 
groups within a culture. 


4 Neo-tribes and sub-cultures may 
use the consumption of symbolic 


brands to develop and 
communicate their identity. 


5 Sub-cultures may adopt and 


then hijack a famous brand 


image for their own purposes. 


6 Aikido brands use the fame and 
image of a brand against itself. 


Introduction 


We live in a symbol-rich environment, where we must construct meaning from a 
plethora of images. Within this cultural space, brands play an important role in the 
ways in which we communicate to each other the fundamental meaning categories of 
age, gender, social groupings, and social hierarchy. It is the meaning of brands that 
gives them their added value and these brand meanings are partly added by the 
producers (McCracken, 1993). In this chapter we will explore how brands can be used 
as signalling systems to create and send meanings of social differentiation and social 
integration; but first we need to understand the basic analytical tools of semiotics, the 
science of signs. 


Semiotics and brand meanings 


A crucial distinction in the semiotic analysis of signs is between the signifier and the 
signified. The signifier—for instance a brand name—has no meaning in its own right, 
but must acquire meaning through associations with other pre-existing meanings until 


it comes to signify some concept or idea. The signifier is a denotative communication, 
a simple statement of fact, the signified is a connotative communication, which 
generates personal associations, overtones, and feel, and can be literally any meaning 
that can be associated with the signifier, in most cases through advertising and 
packaging. Luedicke et al. (2010) describe how a single brand can have vastly 
different connotations because of brand-mediated moral conflict. Their focus was on 
the Hummer sports utility vehicle, which, at the time the study was conducted, was 
considered a niche market success but has since suffered in the market place with 
General Motors announcing in 2010 its intention to sell or shut down the brand. As 
the authors describe, the mythology around this brand was built though media 
portrayals of its forerunner, the robust HUMVEE military vehicle, which was used 
extensively to depict to the American public a sweeping victory in Operation Desert 
Storm. They found that the same brand signifiers, military styling, large size, and a 
luxury price tag, led to dramatically different connotations. On the one hand Hummer 
devotees interpreted an American frontier spirit within the brand, seeing it as 
synonymous with the right to personal liberty and freedom of the individual. 
Conversely, Hummer protagonists saw the brand as wasteful of natural resources, 
contributing to climate change, and endangering the lives of pedestrians and other 
drivers while its military significations were interpreted by some as an uncomfortable 
indicator of American imperialism. What marketers need to do is to understand the 
systems of meaning or communication codes operative in a particular cultural 
situation. Codes are sets of unspoken rules and conventions that structure sign 
systems and link signs to meaning (Lawes, 2002). 


The process of semotizing a product into a brand is illustrated in The Brand Wheel 
in Figure 4.1 (Danesi, 2013). This involves assigning a specific set of emotions and 
associations connected to a word. In the world of semiotics these are called connotata, 
and they interconnect, like spokes in a wheel, to form the brand’s meaning—it’s 
positioning or symbolism. To semiotize a product into a brand the product is given (1) 
a name, (2) a logo, (3) a slogan, tagline or jingle, (4) textualization through 
advertising and other forms of marketing communication, and (5) design and/or 
packaging. All work together to reflect the brand’s positioning and symbolism. The 
way brand managers deliver these components; the actual design, the content of 
advertising, the words in the tagline etc ... are the codes that consumers then need to 
decode to get an understanding of the brands positioning and symbolism. It is the 
brand manager’s task to encode (use the right codes), to deliver that meaning. 

An illustration of the semiotic analysis process can be gained from a study of the 
advertising for beer brands (Harvey and Evans, 2001). From detailed study of TV and 
print ads, the advertising for two major brands in the UK was analysed in terms of 


codes deployed, codes challenged or explicitly broken, and the overall profile of 
codes used by each brand. The resulting semiotic analysis is illustrated in Figure 4.2. 


The researchers then went on to analyse major beer brand advertising from six 
major markets worldwide and identified 26 key codes which mapped into seven 
clusters of which three sample codes are illustrated in Figure 4.3. 


This analysis enabled the clients to feel that they had a good grasp, in an 
international context, of how beer advertising communicates and the underlying 
propositions competitor brands were conveying to consumers. This enabled them to 
develop new advertising propositions as part of brand strategy planning. 


A different approach to semiotic analysis has been used to explore the meaning of 
special, irreplaceable possessions (Grayson and Shulman, 2000). Based on the 
principle of indexicality, a relationship can exist between a sign and an object based 
on a factual connection beyond just psychological perceptions and shared meanings. 
Do you still have a soft toy or similar gift given to you at graduation, perhaps a 
children’s book signed by your grandparent, or ticket stub from your first live 
concert? In this study, consumers demonstrated a semiotic linkage between their 
special possessions and their personal history. The possessions served as physical 
evidence, ‘indices’ of a special relationship with people, places, and events. This 
verification function underlay connections with a wide range of possessions which 
had been ‘contaminated’ by real experiences and could therefore remind people of 
their past. More than 85% of the irreplaceable possessions in the study were in fact 
mass-produced, but nonetheless, consumers could invest them with a semiotic 
meaning of authenticity which enabled them to distinguish between objects which on 
the face of it looked identical. 


FIGURE 4.1 The Brand Wheel 
Source: Danesi (2013) 
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FIGURE 4.2 Semiotic analysis of UK beer ads 
Source: Harvey and Evans (2001) 
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FIGURE 4.3 International language of beer advertising—signifiers for three sample codes 
Source: Adapted from Harvey and Evans (2001) 


Semiotics are sign systems that operate according to specific 
cultural rules that link signs to meaning 


When we think about brands and semiotics what is important to 
understand is that the product (good or service) is the actual object in 
the world and that the brand name of the product is just one sign that 
tells us something about it. However, it doesn’t do this on its own, but 
in association with other signs, e.g. the use of colour, music, and 
language. How we interpret these signs depends on cultural rules and 
codes. For example, purple signifies royalty in Thailand but it is more 
commonly associated with romance and luxury in the UK or US. A 
thumbs up sign in Australia signifies ‘I want to hitch a ride’, but it 
means ‘I’m ok’ if you are scuba diving. So you can see how the same 
sign can have many interpretations depending on the culture or 
situation, i.e. signs are embedded with codes that as brand managers 
we need to be aware of. Sometimes these codes do not remain static 
and the meaning of the same sign in the same culture can change. 
Returning to Australia, the national flag is understandably used as a 
symbol of national pride and is displayed with many brands. Yet, after 
the Cronulla Riots (race-based clashes between youths) of 2005, 


where many protagonists were draped in Aussie flags, it came to 
signify negative connotations of nationalism. 


Personal meanings 


Two major approaches to the person—brand relationship have been based on 
metaphors: the brand-as-a-person metaphor and the brand-as-a-friend metaphor. 


Brand personality: the brand-as-a-person 


The idea that we may think of a brand as if it had some of the characteristics of a 
person has a long history. The basic approach is that human personality traits come to 
be associated with a brand directly through the real people that consumers associate 
with a brand, such as their typical users, celebrity endorsers, or a chief executive, such 
as George Clooney and the Nespresso brand. Personality traits can also become 
associated with a brand indirectly through a wide range of features such as brand 
name, symbol, advertising stylistics, price, and distribution channel (Aaker, 1997). It 
has also been argued that brand personality includes demographic categories such as 
gender, age, and class (Levy, 1959). Recent approaches have taken the route of 
transferring personality concepts and measurement techniques from human 
psychology to brands and Aaker (1997) demonstrated that five major factors 
summarized the traits that consumers attributed to a wide range of brands: sincerity, 
excitement, competence, sophistication, and ruggedness. 


Subsequent work has shown that personal meanings of brands are partly socially 
constructed and that they also vary across cultures. It has been suggested that through 
a process of ‘linguistic sedimentation’, words that describe human personality are 
extremely functional in the development and maintenance of social relations and they 
become a vital part of the vocabulary of everyday life which we learn through 
socialization into social and cultural groups (Caprara et al., 1998). As we tend to 
perceive other people on the basis of the characteristics they display in social 
situations, then the same argument applies to brands and their use in particular 
situations, so that personal meanings also have to be negotiated as social meanings 
(Ligas and Cotte, 1999). Indeed it has been shown that there are important boundary 
conditions for the generalizability of Aaker’s (1997) brand personality framework to 
individual brands and that it works best when applied to aggregated data across 
diverse product categories (Austin et al., 2003). When applied across different 


cultures, the five factors of brand personality have to be revised. In Japan and Spain, 
only three of the factors transferred from the USA (Aaker et al., 2001), and similar 
results were found in Russia (Supphellen and Grønhaug, 2003). 


KEY CONCEPT 


Consumers may think of brands as being like a person and 
having a brand personality 


We don’t mean you would take your favourite brand out for dinner or 
necessarily have a conversation with it/him/her, although I’m sure 
some of you do. Brands can be thought of like people though in the 
sense that we imbue them with human-like characteristics, for 
example we may personify them with our descriptions or think of them 
as having personality. Is Samsung the ‘new kid on the block’ in terms 
of handheld devices? Is clothing brand Urban Outfitters flirty and 
bohemian or Monki caring and environmentally conscious? Brands 
like these have benefited enormously from human-like associations. 


ps, 


Brand relationships: the brand-as-a-friend 


An increasingly prominent approach to metaphorical thinking has been the idea that a 
consumer can form something similar to an interpersonal relationship with brands. 
Fournier (1998) describes how some consumers move beyond simply ascribing 
human-like personality traits to brands and form meaningful human-like relationships. 
She suggests that brands can form viable partners in a relationship, playing a number 
of roles. Consumer—brand relationships differ in their quality, and the strength of the 
relationship can be evaluated according to the nature and depth of the bond using a 
‘brand relationship quality scale’. The theory is that brand relationships which are 
high on such factors as intimacy, commitment, and love will exhibit high degrees of 
enduring loyalty and we will tolerate and forgive the brand for lapses. Subsequent 
research suggests a complexity to these relationships warranting further investigation. 
Aaker et al. (2004) showed that brands perceived as sincere by consumers were 
punished more when a transgression occurred, compared to brands perceived as 
exciting. This occurred despite sincere brands enjoying a deeper kind of relationship, 


akin to personal friendship, whilst ‘exciting brands evinced a trajectory characteristic 
of short-lived flings’ (p. 1). Sincere brands which transgressed seemed to hurt loyal 
consumers who were made to question the premise on which they had developed their 
loyalty, finding it difficult to come to terms with the situation even when reparation 
was made. Conversely, exciting brands in their rollercoaster relationship with 
consumers did not surprise when transgressing and their efforts to recover were 
interpreted as genuine and insightful and actually served to strengthen rather than 
weaken the relationship. Building on this study, Swaminathan et al. (2009) examined 
consumer attachment style and found that consumers who were anxious and 
concerned about their self-worth were more likely to discriminate between brands 
based on their personality, using them to signal their ideal self-concept to others. 
Specifically, anxious types who liked to interact and engage in intimate relationships 
preferred sincere brands whilst those who were less trusting and emotionally 
connected with others preferred exciting brands. 


More recently the metaphor ‘brand as loved’ has emerged. Batra et al. (2012) 
developed a prototype conceptualization of consumer brand love. Given the 
complexity of the construct, and the tendency to extrapolate interpersonal notions of 
love to brands, the prototype engaged additional dimensions to reflect integration of 
the loved brand into the consumer’s current and future identity. Unlike classical 
definitions, prototypes include more than the phenomenon itself by incorporating its 
antecedents and outcomes. This enables a more holistic understanding of love in 
relation to brands and includes fuzzy notions of brands that are loved, not loved, and 
kind-of loved. Table 4.1 outlines the dimensions Batra et al. (2012) identified. Their 
study suggests that Brand Love encourages positive word of mouth, loyalty, and 
resistance to negative information. 


Evidence in practice includes Saatchi and Saatchi’s Lovemarks.com and the Social 
Bakers BrandLove app. The Lovemarks site allows consumers to eulogize favourite 
brands as well as read those of others. Lovemark brands are considered by Saatchi as 
those which can ‘reach your heart as well as your mind, creating an intimate, 
emotional connection that you just can’t live without’ (Lovemarks.com, 2010). The 
BrandLove app gathers user generated data from over eight million social media 
profiles across Facebook, Twitter, YouTube, Linkedin, Instagram, Google+, and VK. 
Consumers are able to use the tool to express their ‘love, or not’ for brands using an 
Android or Apple-based app which feeds directly into their preferred social media 
platform. 

Swimberghe et al. (2013) talk of two kinds of brand passion, harmonious and 
obsessive. Harmonious brand passion reflects an internalization of the brand into 
one’s identity with no social or other external pressures to purchase or use the brand, 


the consumer is in control of the purchase and enjoys the consumption experience. 
Conversely, obsessive brand passion is guided by the need for social acceptance and 
self-esteem. What’s more, the consumer does not control the relationship with the 
brand, they just have to have it, and as such, it begins to dominate the individual’s 
identity. The obsession then interferes with the consumer’s life balance. Their study 
indicates that both forms of passion can lead to positive marketing outcomes like 
positive word-of-mouth, brand evangelism and willingness to pay a premium price. 
However, the authors suggest that obsessive passion may have long-term negative 
effects akin to uncontrollable addictive behaviour whereby consumption occurs even 
when the consumption is no longer enjoyable. 


TABLE 4.1 Prototype conceptualization of Consumer Brand love 


Dimension Explanation 


passion- reflecting strong desires to use it, to invest resources into it, anda 

driven history of having done so 

behaviours 

self-brand including a brand’s ability to express the consumers’ actual and 

Integration desired identities, its ability to connect to life’s deeper meanings 
and provide intrinsic rewards, and frequent thoughts about it 

positive broader than just positive feelings, including a sense of positive 

emotional attachment and having an intuitive feeling of ‘rightness’ 

connection 

anticipated if the brand were to go away 

separation 

distress 

long-term which includes predicting extensive future use and a long-term 

relationship commitment to it 

positive attractiveness and/or goodness thought and felt toward the brand 

attitude 

valence 

attitudes with high certainty and confidence 

strongly 

held 


Source: Adapted from Batra, Ahuvia, and Bagozzi (2012: 13) 


Another finding which has important implications for using brand—consumer 
relationships in brand strategy is some experimental evidence that men and women 
may relate to brands in a different way. It seems possible that men distinguish brands 
that are close to them in terms of their own actions towards the brand and are less 


likely to see it as an active partner in the relationship, while women more easily 
interpret a brand which is close to them as an active interacting partner and as such 
are more likely to personify its signals (Monga, 2002). 


The emergence of metaphors like the brand as loved companion is perhaps in part 
explained by postmodernity, introduced in Chapter 3, where consumers use brands to 
search for individual and social meaning in an increasingly fragmented environment. 
The right brand may develop hyper importance in this world. But before leaving the 
brand-as-friend metaphor, it is worth remembering that it is only a metaphor. A brand 
is an inanimate object and cannot think and feel, and just because, when asked, a 
consumer can talk about brands in terms of personalities, this does not entail any form 
of reciprocal interpersonal relationship (Bengtsson, 2003). However, it does seem 
possible that we can form some kind of emotional attachment to a brand based on 
meanings in our life in which the brand is implicated and this can be part of building a 
brand over time. 


Nostalgia 


When a brand is associated with sensitive periods in our lives, then enduring 
preferences may be formed (Holbrook and Schindler, 1994). At the heart of this form 
of brand relationship is the concept of nostalgia: ‘a preference towards experiences 
associated with objects that were more common when one was younger’ (Holbrook 
and Schindler, 2003). A key aspect of the nostalgic sentiment is that it attaches to 
products at certain times in the lifespan, particularly the sensitive periods of 
adolescence and early adulthood. At the most person-centred level, sensory 
experiences, smell and taste, connect people with pleasurable incidents in their past 
which can be recalled in great detail. But we also recall not just pleasurable incidents 
but more complex experiences, especially friendships and loved ones: a product can 
provide a material representation of human affection. In January 2010, Tangerine 
Confectionary, based in Blackpool in the UK, announced a deal to send over three 
million Sherbet Fountains and 70,000 cases of Taverner’s Proper Sweets for 
distribution throughout Australian supermarkets. The UK expatriate population in 
Australian was seen as being responsbile for the demand, wanting to introduce their 
children and grandchildren to a much-loved brand from their own childhoods. The 
power of nostalgic bonding between a brand, a person, and their past life events offers 
some intriguing opportunities for developing symbolic brand strategy and this will be 
explored further later. 


A traditional Sherbet fountain 


Source: iStock.com/Caziopeia 


We shall return to a consideration of semiotic codes and personal meanings and 
their possibilities for brand strategy in Chapter 8, but now we turn to cultural meaning 
systems and how they function in society. 


Social differentiation and social 
integration 


Consumption practices are involved in processes of both differentiating between 
social groups, for example between classes and genders, and creating new social 
groupings such as brand communities. These two broad categories of meaning can be 
utilized as the basis of alternative brand strategies, the latter is further discussed in 
Chapter 8. Let us start by considering the traditional areas of the use of goods to 
differentiate between people, starting with the concept of conspicuous consumption 
(Veblen, 1899). 


Social differentiation 


Veblen argued that it was a basic fact of human society that people need to display 
their social status, and that the consumption of goods could be used to maintain a 
position of social prestige. In order to demonstrate a separation between the upper and 
lower classes, it was necessary to accord most status to the consumption of goods that 
had little or no functional value, a conspicuous waste of time and money. Thus 
consumer goods can be seen as signifiers of advantage in a competition for social 
status: symbolic brands become status symbols. Conspicuous consumption is part of a 
process of emulation: ‘Goods are able to mark status because they are part of the 
lifestyle of a high status group. Consequently, lower status social climbers lay claim 
to higher status by emulating that lifestyle, by buying those goods, consuming after 
the fashion of the higher orders, ‘aping’ their manners, style, etiquette and so on’ 
(Slater, 1997: 156). Importantly, the process of emulation is dynamic, as the higher- 
status groups attempt to maintain distinctions between themselves and the lower- 


status groups by changing their lifestyle and consumption patterns. This is a ‘trickle- 
down’ theory about social change and the crucial role played by fashion. 

For Veblen (1899: 168), the very public nature of clothing makes it an ideal site for 
displaying status, especially by demonstrating that fashionable clothing is not actually 
functional: ‘in an inclement climate . . . to go ill clad in order to appear well-dressed’. 
Fashion in clothing can be seen as expressing the tensions between the oppositions of 
class, gender, and wealth and as an essential element in the maintenance of social 
divisions (Davis, 1992). So branded fashions are symbolic markers of a wide range of 
cultural categories and are used to communicate identity among an ever-greater 
number of fragmented social groupings. A key issue in understanding the marketing 
of branded fashions is the concept of exclusivity. By carefully limiting access to the 
brand both by price and by supply, the value of the brand is maintained at both the 
status-marking level and at the identity-marking level (Park et al., 1986). We shall 
return to how fashion can be a vital element in developing symbolic brand 
Strategies in Chapter 8. 


The theory of conspicuous consumption was based on assumptions about the 
relative distribution of wealth: economic capital; but a significant development more 
appropriate to consumer culture in developed economies is the concept of ‘cultural 
capital’ based on differences in taste and style. Bourdieu (1984) suggests that in 
contemporary Western societies, where there is much less strict hierarchical division 
between social classes and much more equality in terms of wealth, distinction 
between social groups is maintained through structures of taste. In the act of 
consumption we both exercise and display our taste or style, and taste is not an 
individual preference but is socially structured into hierarchies of taste (Slater, 1997). 
Do you regularly purchase from Lacoste or Lululemon? If so, the chances are you that 
come from at least an upper-middle-class background or certainly aspire to be seen as 
such. Both position themselves as prestige athletic brands. Lululemon’s clothing range 
includes specialty yoga attire, whilst a sweater from Lacoste will cost you around 
£120. The choice of opera rather than soap opera communicates a great deal about a 
consumer’s educational and class background, income, and social aspirations. Thus 
brand choice, particularly for cultural products, displays an unconscious knowledge of 
the legitimacy of various lifestyles, and this is usually conditioned by social class. 


Holt (1998) showed that differences in cultural capital, based on class position, 
structure both patterns of taste and consumption practices in American mass culture. 
Jee Han et al. (2010) have developed this further in relation to the consumption of 
luxury goods. They provide a taxonomy of four groups—patricians, parvenus, 
poseurs, and proletarians—based on wealth and need for status. Patricians use quiet 
signals of status by paying a premium for inconspicuous brands. They are more 


interested in associating with each other than disassociating from other classes. 
Luxury brands like Hermés or Acne may attract this group. Parvenus are also wealthy 
but do not have the ability to interpret subtle signs, they crave status and use overt 
signals to convey this. Unlike patricians their primary motivation is to disassociate 
with other classes. High profile luxury brands like Gucci and Ferrari are favoured by 
this group. Poseurs have a high need for status but low wealth; they are therefore 
prone to consuming counterfeit versions of the patricians’ favoured luxury goods. 
Finally proletarians have a low need for status and low wealth and are not concerned 
with signalling status using luxury goods. Thus the choice between certain brands 
may be seen as demonstrating relative amounts of cultural capital and thus individual 
choice will be partly determined by historical social background rather than recent 
marketing activity. The final manifestation of social differentiation through 
consumption is that of gender. Gender is a major social category which we use in 
marking distinctions between people, and it is widely used in marketing practice, for 
example market segmentation and advertising management. Many products and 
services are gender-associated, and much consumption behaviour is also gendered. 
Basic judgement processes between brands show gender differences, and perceptions 
of the symbolic meaning of brands are gendered (Elliott, 1994). There is also 
considerable evidence that men and women interpret the same advertising executions 
in very different ways (Elliott et al., 1995), and because gender is a cultural construct, 
gender differentiation may be very marked in traditional cultures (Costa, 1994). But 
gender roles are changing rapidly, and in this developing cultural space there is the 
potential for brands to use gender identity as a social differentiation brand strategy for 
women and men; and as a social integration brand strategy, especially for non- 
heterosexuals (Kates, 2000). 


Products and consumption practices can help differentiate 
between social groups and maintain social relationships 


Brands, as with pictures, can say a thousand words. That is very 
useful when you don’t like to repeat yourself or when what you are 
saying may be a little uncomfortable for others to hear. | earn more 
money than you; I’m more successful than you; I’m a more serious 
supporter of my football team than you. The list goes on. All can be 
conveyed through consumption of brands, be it luxury cars, suits or 


shoes, football shirts, and season passes. We are not complete 
masters of our destiny when trying to identify with a social group. We 
rely on the consumption and recognition of others. If, for example, 
everyone started to purchase a brand then it may lose its 
differentiating meaning. Or an undesirable group (from the point of 
view of the incumbent consumers) may begin to purchase the brand. 
Luxury brand Burberry famously experienced this in the early to mid- 
2000s when perceived lower-class, delinquent youth in the UK, known 
by outsiders to the group as Chavs, increasingly used the brand as 
one of their social symbols. 


Social integration 


The communication value of brands can be thought of as fundamentally integrative, in 
that knowledge of consumption codes and attendance at consumption events are 
essential to being included as part of a social group (Slater, 1997). The meanings of 
goods can be used within everyday consumption practices to make and maintain 
social relationships (Douglas and Isherwood, 1979). Brands are involved in 
construction, maintenance, and membership communication through brand 
communities, neo-tribes, and sub-cultures. 


Brand communities 


The seminal study of Muniz and O’Guinn (2001) defined a brand community as a 
non-geographical community based on a set of structured relations between admirers 
of a brand. They demonstrated that three brands—Ford Bronco, Macintosh, and Saab 
—had groups of consumers who shared not just ownership of the brand but three 
traditional markers of community: shared consciousness, rituals and traditions, and a 
sense of moral responsibility. Shared consciousness relates to the perception among 
individuals that ‘we sort of know one another’ even if they have never actually met. 
This triangular relationship between a consumer, another consumer, and the brand is a 
central facet of a brand community. There is also a sense of brand users being 
different from other people, and this extends into the concept of legitimacy which 
differentiates between true members of the community and more marginal consumers 
who might buy the brand but for the ‘wrong’ reasons. The wrong reasons are usually 
revealed by failing to truly appreciate the culture, history, and rituals and traditions of 
the community. At the extreme, shared consciousness involves oppositional brand 


loyalty, that is the community derives much of its cohesion from opposition to rival 
brands. For example, members of the Macintosh brand community used their overt 
opposition to Microsoft as a source of unity. Rituals and traditions typically centred 
on shared consumption experiences with the brand. For example, members of the 
Saab brand community would always flash their headlights or wave at other Saab 
drivers they encountered on the road. The sense of a shared moral responsibility 
involves a sense of duty to other community members and is demonstrated in 
integrating new members into the community and in assisting members in the ‘proper’ 
use of the brand. 


A broader perspective on brand community is to focus not on a triangular 
relationship but on a customer-centric model which involves a customer’s relationship 
with the actual product, and with marketing agents and institutions as well as other 
customers (McAlexander et al., 2002). This puts the focus on the customer’s 
experiences rather than on the brand around which that experience revolves. In 
particular, the attendance at ‘brandfests’ where customers meet at events hosted by the 
brand, for example in the case of Jeep: Jeep Jamborees and Camp Jeeps were related 
to the development not only of brand community but a resultant brand loyalty. Brand 
tracking data indicates that Jeep’s community-building efforts through brandfests 
resulted in significantly increased repurchase rates among participants. A key 
implication here is that a brand owner can invest in building a community around 
their brand as a primary brand strategy which may result in long-term brand loyalty. 


Encouraging value-creating practices among participants appears key to the 
development of effective brand communities. Schau et al. (2009: 34-5) examined nine 
diverse brand communities and identified 12 elements of value creation under four 
thematic categories including: 


A Jeep Jamboree convey; where customers come together. 
Source: © Shutterstock/Raymond Gregory 


1. social networking, which includes welcoming, empathizing with, and 
governing each other; 


2. impression management, the creation of favourable impressions of the brand 
through evangelizing and justification; 

3: community engagement, for instance staking, which involves specifying 
particular domains of interest within the community; mile stoning, the 
communication of standout brand experiences like receipt of a new model or 
accessory; badging, whereby a signifier is created to commemorate a milestone 
perhaps a certificate or ranking within the community; and documenting, 
sharing the story with others and constructing a narrative of brand engagement; 


4. brand use, which relates to customizing and enhancing the use of the brand and 
includes grooming, consumer-driven suggestions for product care; customizing, 
the creation of additional product features and accessories by the community; 
and commoditizing, ensuring the availability of customized resources and 
advocating for the availability of key resources to the community from the 
manufacturer. 


These practices highlight the importance of the co-creation of brand meaning between 
customers and the firm (Vargo and Lusch, 2004) and they are further discussed in 
Chapter 10. 


Neo-tribes 


A more temporary and fragmented form of social grouping is that based on the 
metaphor of tribal communities arranged around consumption. Cova and Cova (2001) 
argue that neo-tribes are inherently unstable, small-scale, and involve ‘shared 
experience, the same emotion, a common passion’, but unlike a brand community the 
tribe is characterized by a ‘volatility of belonging’, which means that homogeneity of 
behaviour and adherence to formal rules is not expected. A tribe is defined as a 
network of different persons, in terms of age, sex, and income who are linked by a 
common emotion. In fact, individuals can belong to more than one neo-tribe and can 
vary dramatically in the extent of their tribal affiliation. A study of in-line roller 
skaters demonstrated that neo-tribes are a fuzzy concept, a shifting aggregation of 
emotionally bonded people in an open system that use consumption as but one sign of 
tribal identity, which can vary from devotees, through participants at events, to mere 
sympathizers, from skating fanatics to occasional amateurs. But whatever the depth of 
their affiliation with the tribe, they still consume not only branded skates but also 
symbolic brands such as tribal magazines and tribal T-shirts. Similarly, Goulding et al. 
(2009: 770) examining clubbing in the UK, showed how participants shared a 
common desire to escape the mundane and seek an ‘environment of seemingly 
unfettered restorative pleasure’ through the consumption of particular music and 
dance, the organization of space, and the effects of the drug ecstasy. 


Sub-cultures 


A more stable and structural social grouping is that of the sub-culture. Sub-cultures 
related to consumption are predominantly based on geography, age, ethnicity, and 
class. 


Class-based sub-cultures have traditionally been located within a framework of 
social resistance and reaction against dominant hierarchies of control. Historically this 
perspective has been used to explain the emergence of such sub-cultures as the ‘Teddy 
Boys’, Punk Rockers, and Hippies. Most of the studies of sub-culture identify social 
class and particularly the powerlessness of the working class as the main catalyst for 
the developments of these sub-cultures (Goulding et al., 2002). 


However, increasingly, sub-cultural spaces are becoming sites of creativity and 
self-expression for both male and female participants from all social backgrounds. 
There is a plethora of sub-cultures which exhibit tendencies of style and behaviours 
which characterize the consumption of music, fashion, and symbolic experiences 
which exist in modern society. Sub-cultural activity is important for the construction 


and expression of identity, rather than cells of resistance against dominant orders. It is 
also important to recognize that sub-cultural choices are also consumer choices 
involving fashion, leisure, and a wealth of accessories, which speak symbolically to 
members of the group. 


Thornton (1995) draws attention to the importance of ‘authenticity’ in the 
performance of identity in what she calls ‘taste cultures’, where people can develop 
‘sub-cultural capital’ through authentic displays of ‘cool’. The vital role played by 
authentic performance was identified in Nancarrow et al.’s (2002) study of ‘style 
leaders’ which analysed ‘cool’ as requiring the bodily expression of ‘ironic 
detachment’. In becoming members of a sub-culture we need to develop competence 
in the performance of appropriate cultural codes. The boundaries of a sub-cultural 
world are ‘transgressed and rendered visible through ‘overperformance’ of appropriate 
behaviour’ (Horton, 2003). If an aspiring member of a sub-culture becomes aware of 
their inability to perform authentically, aware of their ignorance of their cultural 
codes, then self-consciousness and discomfort emerge. 


Goffman (1969) uses a dramaturgical metaphor to discuss the performance of 
identity, what he calls ‘face work’. The body plays a crucial part in a competent 
performance, constantly signalling to others and reading the signals of other sub- 
cultural members. Thus, authentic performance is both the transmission and reception 
of culturally appropriate actions. He maintains that the performer must believe in the 
action, must believe in the part being played. In order for the performance to be 
interpreted as authentic, the performer himself/herself should believe the performance 
is authentic. Failure to believe in the performance is what Sartre (1956) meant by ‘bad 
faith’, using the example of a café waiter who acted the part but did not perform it 
authentically, a form of self-deception. 


In a study of style sub-cultures and the consumption of fashion brands and music, 
Elliott and Davies (2005) demonstrate the importance of the performance of identity, 
how authenticity can be recognized, and how consumers learn how ‘to get it right’ as 
they move from being novices to respected members of the sub-culture. They found 
that authenticity of performance played a vital role in building sub-cultural capital and 
facilitating membership of micro-cultures and their associated brand communities of 
music and fashion. 


Beverland and Farrelly (2010: 853) offer a different perspective, contending that 
the nature of authenticity depends on our goals. Countering the assumption that 
authenticity is not possible where ‘standards of what is real and what is fake are 
lacking’, they claim that different personal goals and standards allow consumers to 
find authenticity in brands and events that others may find fake. For example, the 
desire to feel in control explained a surfer’s rejection of some brands seen as 


important signifiers for that sub-culture whilst still considering themselves an 
authentic part of that scene. 


KEY CONCEPT 


Neo-tribes and sub-cultures may use the consumption of 
symbolic brands to develop and communicate their identity 


Neo-tribes are characterized by people linked by a common emotion. 
As with brand communities, they are often centred around 
consumption. Unlike brand communities a single brand is not the be 
all and end all. In contrast, one or more brands, as well as other 
behaviours and practices, help to bring the tribe together. Take rock 
climbers as an example. Brands such as La Sportiva and Mad Rock 
are prominent and signal the seriousness of the tribe member, but 
they form only part of a broader emotional commitment to climbing. 
This commitment, and signalling of tribe membership may, with the 
support of other symbolic brands, also include an attitude of 
environmental awareness, love of the outdoors, and the desire to thrill 
seek. 
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Sub-cultures and appropriation of brand meanings 


The ability of brands to help sub-cultures develop and express their identities has been 
demonstrated in a number of studies. Holt (2002) shows how the practice of ‘creative 
resistance’ enables some postmodern consumers to act as ‘citizen-artists’ in adopting 
the brand meanings they choose in acts of personal sovereignty. Brands are used as 
one form of expressive culture, similar to film, TV, or music, that can be used in their 
identity projects. 

A more active sub-cultural activity is to adopt the imagery of a famous brand, and 
then use it to build an alternative identity to that originally associated with the brand. 
Streetwear brand Supreme has long been associated with skate culture and hip-hop. 
However, in their Spring/Summer 2017 collection, they released a series of 
sweatshirts, hats and backpacks featuring the face of former President of the United 
States, Barack Obama. The design was appropriated from fabric created by Ghanaian 
locals for Obama’s visit to Ghana during his first year in office. The products are not 


affiliated in any way with Obama or the Democrat Party. Rather, the appropriation of 
the former President’s image, along with the caption ‘44th President of the United 
States’, associates Supreme’s sub-culture of skate and hip-hop with Obama’s liberal 
legacy. In the wake of the election of President Donald Trump, the products serve as a 
commemoration of Obama’s presidency whilst associating the Supreme brand and 
sub-culture with his politics. 


Sub-cultures may adopt and then hijack a famous brand image 
for their own purposes 


Starbucks started out targeting hipster sub-culture and inner-city, 
serious coffee drinkers on the west coast of the USA. As it achieved 
success, it lost these groups because they declared them a chain and 
no longer cool. So too Billabong, once an iconic surfing brand at the 
heart of the Australian surfing community, is now unwanted and 
uncool. When surfers see their dads wearing a Billabong singlet, they 
know it is time to turn elsewhere. In both of these cases these sub- 
cultures have hijacked the image by rejecting the brands once so 
important to their social identity. Of course not all brand hijacks are 
negative. For instance alternative music lovers in New Zealand in the 
80s and 90s defined their sub-culture membership by wearing black, 
orange tab Levis jeans. A passionate if not lucrative market for Levis. 


Aikido brands 


Aikido is a Japanese martial art involving some throws and joint locks that are derived 
from Jujitsu and some throws and other techniques derived from Kenjutsu. Aikido 
focuses not on punching or kicking opponents, but rather on using their own energy to 
gain control of them or to throw them away from you. A classic Aikido brand that 
uses the fame and image strength of a brand against itself is Mecca Cola. 

Mecca Cola was launched in France in late 2002, designed to exploit anti- 
American sentiment around the world. The aim is to make Mecca Cola the soft drink 
of choice for Muslims: ‘It is about combating America’s imperialism and Zionism by 
providing a substitute for American goods and increasing the blockade of countries 


boycotting American goods’ (Mathlouthi, 2003). The bottles bear the slogan ‘No 
more drinking stupid, drink with commitment’ and promise that 10% of the profits go 
to Palestinian charities and 10% to European NGOs working for world peace. There 
are two similar Islamic colas: ZamZam Cola in the Middle East and Qibla Cola in the 
UK. Qibla Cola also promises that 10% of its profits will go to the Muslim charity 
Islamic Aid. The founder of Qibla Cola said: ‘Muslims are increasingly questioning 
the role some major multinationals play in our societies. Why should the money of the 
oppressed go to the oppressors?’ (Parveen, 2003). 


Some brands use opportunistic Aikido techniques. For example, when 
oneAustralia famously broke in half and sank (while racing Team New Zealand in the 
35th America’s Cup Yacht Race) the next day, in the national broadsheet, The New 
Zealand Herald, Lion Nathan ran a full page ad for its flagship brand Steinlager beer. 
The ad featured a photograph of oneAustralia sinking, with the Fosters logo, flagship 
brand of Australian rival Carlton United Breweries, on the sail just visible above the 
waves. The headline ran, ‘Only one thing goes down quicker than an ice cold 
Steinlager’. 


Mecca Cola is an alternative to Coca-Cola and Pepsi 
Source: © Getty/Pascal Le Segretain 


Aikido brands use the fame and image of a brand against itself 


In an illustration of an Aikido brand strategy, Neil Hourston of APG 
(UK) tells of how Jigsaw was facing intense commotion from ‘Fast 
Fashion’ outlets like Zara and H&M, who followed and replicated 
catwalk designs at incredible speed due to sophisticated supply chain 
arrangements. The model of Fast Fashion outlets was to entice 
consumers into stores to continually update their apparel throwing out 
the old and bringing in the new. However, Jigsaw’s market research 
indicated that a significant group of consumers were tiring of what was 
seen as hyper consumerism. Their own internal research also 
uncovered that employees hated the replica mindset seeing it as one- 
dimensional, superficial, lacking any sense of craft (Hourston, 2015). 
Their successful response was to oppose everything about Fast 
Fashion using an Aikido brand strategy, epitomized in the visual here. 


100% knittocsdltt 


TISSAW 


Jigsaw’s response to ‘Fast 
Fashion’ 

Source: By kind permission of 
Jigsaw 
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CHAPTER SUMMARY 


In this chapter we have explored some of the ways in which brands can 
help communicate a variety of cultural meanings, and how these can be 
categorized as fundamentally concerned with either social differentiation 
or social integration. We have also suggested that powerful brands may 
expect to have their brand hijacked by anti-capitalists and other sub- 
cultural groups and their brand awareness and meanings used against 
them by Aikido brands. 


DISCUSSION QUESTIONS 


Explain how codes are used in semiotizing a brand. 
Is it possible to love a brand? 
Does brand passion always result in positive outcomes? 


Explain the difference between social integration and social 
differentiation using brands. 


5 How does the concept of cultural capital explain our consumption 
behaviour? 


6 Has social media changed the nature of the relationships we can 
have with brands? 


7 What makes a neo-tribe different from traditional ideas of a tribe? 
8 Provide an example of how an Aikido brand might achieve success. 


CASE STUDY 1 


The Levi’s® Campaign that Levi’s® didn’t create 


AONB 


Levis® has always been about its ‘original’ and ‘cool’ image, but 
Chinese millennials believed the brand was unrelated to them. This 


was the problem faced by Levi's® in China. Levi's® fundamental issue 
was that the brand didn’t excite or inspire Chinese youths. The brand 
had lost its denim leadership to rival Lee in China’s lower-tier cities, 
putting it at a disadvantaged position for brand growth. Levi's wanted 
to appeal to Broad Fashion Aspirers: aged 15 to 24, who keep up-to- 
date with key opinion leaders. 


Young Chinese love social media, continuously posting selfies, food 
pictures, fashion posts, and more. They grow up in a very competitive 
environment due to the one-child policy, so they want to stand out and 
be unique. Among the targets, 45% expressed their individuality 
through music and 45% through fashion and lifestyle. 


Based on this insight, Levi’s, with agency OMD China, employed a 
strategy to inspire Chinese youths to embrace their own originality, 
with Levi's® as the vehicle to do so. This was a clear opportunity to 
engage and assert the originality of the Levi’s® brand for Chinese 
millennials by becoming a true part of the digital/mobile realm. Instead 
of telling Chinese youths what it meant to be original, they handed over 
the complete rein of ad creation and inspired them to create their very 
own version of Levi's® ‘We Are Original’ campaign. 


Collaborating with China’s top music app for youths: Tencent’s QQ 
Music (200 million users) and harnessing QQ’s backend data, Levi's 
selected their targets’ favourite songs that best embodied Levi's® 
brand spirit. Playing these songs unlocked a selection of Levi's®’ 
‘original’ images—a media first in China. On QQ Music, Chinese 
millennials chose an image to customize with their own original 
statement and shared it on WeChat. Every message became an 
individual story: an expressive image, original statement and song, to 
get their friends inspired. 


Offline, Chinese youths were invited to a pop-up store to strike a 
pose and show off their originality. To digitalize this offline activation, a 
QR code was added for youths to scan and share their photo and 
original message through WeChat, just like on QQ Music. Finally, 
through digital activation on outdoor ads customers we led directly to 
Levi's® stores with iBeacon technology. 


The campaign boosted overall sales by 15% vs. last year. Also a 
14% year-on-year increase in Levi's® e-store traffic (of which 20% 
came from lower-tier cities), leading to a 45% year-to-year increase in 
Levi's® e-sales. 


Source: Adapted from Warc, WARC Prize for Asian Strategy, Shortlisted, 2017 


CASE STUDY QUESTIONS 


1 Personal meanings also have to be negotiated as social meanings. 
Explain this statement with reference to Levi's. 


2 Is social differentiation or social integration more important as an 
outcome for this campaign? 


3 Use the Brand Wheel in Figure 4.1 to outline the process of 
semiotization for Levi's. 


4 Can Levi's be loved? 


CASE STUDY 2 


Amazon: Mom, be a girl again 


Amazon.in entered late in India where early-mover competitors had 
already established themselves. To move ahead, Amazon.in had to 
build preference by doing something additional to the competitors. It 
decided to do the opposite of existing codes—going emotional and 
talking to women—which was unexplored by the competition and had 
huge potential. 


Only 65 million of the 400 million internet users in India shop online. 
India may be far behind other markets in terms of value and 
penetration, but with an annual growth of 51% (the fastest in the 
world), Indian e-commerce presents massive opportunities. Little 
wonder, then, that there is immense competition in this category with 
multiple players fighting tooth and nail to establish their lead. 


While women made up 40% of the internet audience in India, only 
30% of online shoppers were women (ComScore). But even amongst 
these internet-using women, there were still multiple barriers to online 
shopping: awareness, apprehensions around online payments, and 
perceptions that it would be inconvenient. But the biggest issue to 
overcome was satisfaction with their current shopping habits and just 
not seeing any value in the online version—they didn’t know how 


online shopping could make their lives easier or better and saw 
absolutely no need to shop online (TNS qualitative study). 


Amazon.in had a chance to be the brand that sparked 
conversations around these questions in Indian families. The creative 
strategy: #MomBeAGirlAgain was a heartfelt thank you to mothers 
from their families, in form of a call out to rediscover their lost selves 
and joys. To be like the girls they once were, before various 
responsibilities weighed them down. The execution included three 
films, portraying heart-warming stories where a family member (a son, 
a husband, a daughter) acknowledged the sacrifice made by the 
mother and gifted her something meaningful that helps her reconnect 
with the girl she once was. A camera, a pair of skates, a badminton 
racquet, etc. 


This campaign achieved the most important objective Amazon.in 
had set out with—to build affinity with the target audience. There was 
an increase across relevant brand imagery scores. 

Is a brand for people like me: +7 percentage points. 
Is a brand that is friendly and approachable: +7 percentage points. 
Is a brand that cares about its customers: +7 percentage points. 


The campaign’s approach was to gain women’s preference by 
building affinity—a strategy that worked given the increase in affinity 
and all other strategic metrics such as awareness, preference, and 
consideration among women. (Amazon.in brand track) 


Source: Adapted from Warc, WARC Prize for Asian Strategy, Shortlisted, 2017 


CASE STUDY QUESTIONS 


1 Are Amazon.in trying to elicit personal meaning between customers 
and their brand through this campaign? 


2 Could this brand be used as a mechanism for social integration or 
social differentiation? 


3 How is nostalgia being used in this campaign? 


FURTHER READING 


An excellent introduction to the sociology of consumption is D. Slater 
(1997), Consumer Culture and Modernity, Cambridge: Polity Press. 
Seminal contributions to the theory of consumer society are contained 
in M. Lee (ed.) (2000), The Consumer Society Reader, Oxford: 
Blackwell. 


Leading-edge thinking about branding as a cultural process can be 
found in J. Schroeder and M. Salzer-Morling (eds) (2005), Brand 


Culture, London: Routledge. 


Test your understanding of this chapter and explore the subject further using our online 
Oo resources available at www.oup.com/uk/elliott_percy4e/ 


Aaker, J. (1997), ‘Dimensions of brand personality’, Journal of Marketing Research, XXXIV, 
347-56. 

Aaker, J., Benet-Martinez, J., and Garolera, J. (2001), ‘Consumption symbols as carriers of 
culture: A study of Japanese and Spanish brand personality constructs’, Journal of 
Personality and Social Psychology, 81, 3, 492-508. 

Aaker, J., Fournier, S., and Brasel, S. A. (2004), ‘When good brands do bad’, Journal of 
Consumer Research, 31, 1, 1-15. 

Austin, J., Siguaw, J., and Mattila, A. (2003), ‘A re-examination of the generalizability of the 
Aaker brand personality measurement framework’, Journal of Strategic Marketing, 11, 2, 
77—93. 

Batra, R., Ahuvia, A., & Bagozzi, R.P. (2012), ‘Brand love’, Journal of Marketing, 76, 2, 1—16 

Bengtsson, A. (2003), ‘Towards a critique of brand relationships’, Advances in Consumer 
Research, 30, 154-8. 

Beverland, M.B. and Farrelly F.J. (2010), ‘The quest for authenticity in consumption: 
Consumers’ purposive choice of authentic cues to shape experienced outcomes’, Journal 
of Consumer Research, 36, 5, 838—56. 

Bourdieu, P. (1984), Distinction: A Social Critique of the Judgement of Taste, London: 
Routledge. 

Caprara, G., Barbaranelli, C., and Guido, G. (1998), ‘Personality as metaphor: extension of the 
psycholexical hypothesis and the five factor model to brand and product personality 
description’, European Advances in Consumer Research, 3, 61-9. 

Chung, F. (2017), ‘Yowies are finally back in Australia,’ new.com.au. 
http:/Awww.news.com.au/finance/business/retail/yowies-are-finally-back-in-australia/news- 
story/ccc9d6e76d8684237d4976aa94a4d1b8. Last accessed 23 June 2017. 


Costa, J. (ed.) (1994), Gender Issues and Consumer Behavior, London: Sage. 

Cova, B. and Cova, V. (2001), ‘Tribal aspects of postmodern consumption: The case of French 
in-line roller skaters’, Journal of Consumer Behaviour, 1, 1, 67—76. 

Danesi, M. (2013), ‘Semiotizing a product into a brand’, Social Semiotics, 23, 4, 464-76. 

Davis, F. (1992), Fashion, Culture and Identity, Chicago: University of Chicago Press. 

Douglas, M. and Isherwood, B. (1979), The World of Goods: Towards an Anthropology of 
Consumption, London: Allen Lane. 

Elliott, R. (1994), ‘Exploring the symbolic meaning of brands’, British Journal of Management, 
5, Special Issue, 13-19. 

Elliott, R., and Davies, A. (2005), ‘Symbolic brands and authenticity of identity performance’, in 
J. Schroeder and M. Salzer-Morling (eds), Brand Culture, London: Routledge. 

Elliott, R., Jones, A., Benfield, A., and Barlow, M. (1995), ‘Overt sexuality in advertising: 

A discourse analysis of gendered responses’, Journal of Consumer Policy, 18, 2, 71—92. 

Fournier, S. (1998), ‘Consumers and their brands: Developing relationship theory in consumer 
research’, Journal of Consumer Research, 24, 4, 343-73. 

Goffman, E. (1969), The Presentation of Self in Everyday Life, London: Allen Lane. 

Goulding, C., Shankar, A., and Elliott, R. (2002), ‘Working weeks, rave weekends: Identity 
fragmentation and the emergence of new communities’, Consumption, Markets, and 
Culture, 5, 4, 261-84. 

Goulding, C., Shankar, A., and Elliott, R. (2009), ‘The marketplace management of illicit 
pleasure’, Journal of Consumer Research, 35, 5, 759-71. 

Grayson, K. and Shulman, D. (2000), ‘Indexicality and the verification function of irreplaceable 
possessions’, Journal of Consumer Research, 27, June, 17—30. 

Harvey, M. and Evans, M. (2001), ‘Decoding competitive propositions: A semiotic alternative to 
traditional advertising research’, International Journal of Market Research, 43, 1, 171-87. 

Holbrook, M. and Schindler, R. (1994), ‘Age, sex and attitude towards the past as predictors of 
consumers’ aesthetic tastes for cultural products’, Journal of Marketing Research, XXXI, 
412-22. 

Holbrook, M. and Schindler, R. (2003), ‘Nostalgic bonding: Exploring the role of nostalgia in the 
consumption experience’, Journal of Consumer Behaviour, 3, 2, 102-7. 

Holt, D. (1998), ‘Does cultural capital structure American consumption?’, Journal of Consumer 
Research, 25, 1, 1—25. 

Holt, D. (2002), ‘Why do brands cause trouble? A dialectical theory of consumer culture and 
branding’, Journal of Consumer Research, 29, 1, 70—90. 

Horton, D. (2003), ‘Green distinctions: The performance of identity among environmental 
activists’, The Sociological Review, 51, 2, 64—77. 

Hourston, N, (2015), ‘Making Jigsaw the leader of the opposition,’ www.warc.com 
https://www-warc- 
com.ezproxy.lib.swin.edu.au/SubscriberContent/Article/Making_Jigsaw_the_leader_of_the_oppo: 
Last accessed 3 July 2017. 

Jee Han, Y., Nunes, J., and Dréze, X. (2010), ‘Signaling status with luxury goods: The role of 
brand prominence’, Journal of Marketing, July, 74, 15-30. 


Kates, S. (2000), ‘Out of the closet and out on the streets: Gay men and their brand 
relationships’, Psychology and Marketing, 17, 6, 493—504. 

Lawes, R. (2002), ‘Demystifying semiotics: Some key questions answered’, /nternational 
Journal of Market Research, 44, 3, 251-64. 

Levy, S. (1959), ‘Symbols for sale’, Harvard Business Review, 37, 4, 117-24. 

Ligas, M. and Cotte, J. (1999), ‘The process of negotiating brand meaning: A symbolic 
interactionist perspective’, Advances in Consumer Research, 26, 609-14. 

Lovemarks.com (2010), ‘The future beyond brands’, http://www.lovemarks.com. Last accessed 
29 July 2010. 

Luedicke, M.K., Thompson C.J., and Giesler, M. (2010), ‘Consumer identity work as moral 
protagonism: How myth and ideology animate a brand-mediated moral conflict’, Journal of 
Consumer Research, 36, 6 (in press, published online at 
http://www.journals.uchicago.edu). 

McAlexander, J., Schouten, J., and Koenig, H. (2002), ‘Building brand community’, Journal of 
Marketing, 66, 38-54. 

McCracken, G. (1993), ‘The value of the brand: An anthropological perspective’, in D. Aaker 
and A. Biel (eds), Brand Equity and Advertising, Hillsdale: Lawrence Erlbaum. 

Mathlouthi, T. (2003), Interviewed on BBC World News/BBC News Online, 8 January 2003, 
available at http://news.bbc.co.uk/2/hi/middle_east/2640259.stm. Last accessed 8 
September 2010. 

Monga, A (2002), ‘Brand as relationship partner: Gender differences in perspective’, Advances 
in Consumer Research, 29, 36—41. 

Muñiz, A. and O’Guinn, T. (2001), ‘Brand communities’, Journal of Consumer Research, 
March, 27, 412-32. 

Nancarrow, C., Nancarrow, P., and Page, J. (2002), ‘An analysis of the concept of cool and its 
marketing implications’, Journal of Consumer Behaviour, 1, 4, 311-22. 

Park, W., Jaworski, B., and Maclinnis, D. (1986), ‘Strategic brand concept-image management’, 
Journal of Marketing, 50, 135-45. 

Parveen, Z. (2003), Interviewed on Islam-Online.net/English/news/2003-02. 

Ritson, M., Elliott, R., and Eccles, S. (1996), ‘Reframing IKEA: commodity-signs, consumer 
creativity and the social/self dialectic’, Advances in Consumer Research, 23, 127-31. 

Sartre, J.-P. (1956/2003), Being and Nothingness: An Essay on Phenomenological Ontology, 
London: Routledge. 

Schau, H.J., Muñiz, A.M., and Arnould, E.J. (2009), ‘How brand community practices create 
value’, Journal of Marketing, 73, 5, 30—51. 

Slater, D. (1997), Consumer Culture and Modernity, Cambridge: Polity Press. 

Supphellen, M. and Grgnhaug, K. (2003), ‘Building foreign brand personalities in Russia: The 
moderating effect of consumer ethnocentrism’, International Journal of Advertising, 22, 
203-26. 

Swaminathan, V., Stilley, K.M., Ahluwalia, R. (2009), ‘When brand personality matters: The 
moderating role of attachment styles’, Journal of Consumer Research, April, 35, 985— 
1001. 


Swimberghe, K. R., Astakhova, M., and Ross Wooldridge B. (2013), ‘A new dualistic approach 
to brand passion: Harmonious and obsessive’, Journal of Business Research, 67, 2657— 
65 

Thornton, S. (1995), Club Cultures: Music, Media and Subcultural Capital, Cambridge: Polity 
Press. 

Vargo, S.L and Lusch, R.F. (2004), ‘Evolving to a new dominant logic for marketing’, Journal of 
Marketing, 68, 1, 1-17. 

Veblen, T. (1899/1979), The Theory of the Leisure Class, New York: Kelly. 


Brand Equity and 
Brand Building 


This section introduces the concept 
of brand equity and how to build 
brands through marketing 
communication, with detailed 
consideration of consumer research 
methods for tracking brand 
performance and measuring brand 
equity. 


Brand Equity 


Key Concepts 


Brand equity has both a financial 
and a consumer aspect. 


Brand equity, from a financial 
perspective, considers the 
importance of brands in terms of 
their asset value to a company. 


Brand equity, from a consumer 
perspective, follows from positive 
experience with a brand. 

Brand attitude plays the most 
important role in building brand 
equity. 


Introduction 


In the last chapter, it was pointed out how brands can be used as signalling systems in 
order to create and send social meaning, and that it is the meaning of brands that give 
them added value. In this chapter we are going to take a closer look at this notion of 
added value. Since the late 1980s marketers have talked about this idea of added value 
in terms of something they called brand equity. But what is meant by the term ‘brand 
equity’ is anything but clear. Nevertheless, there is a general consensus, and we shall 
be exploring it, why it is important, and how to build and sustain a positive brand 
equity. 


Name value 


Before turning our attention to the concept of brand equity, it would be a good idea to 
consider the general idea of how a particular name, and that name alone, may be 
associated in memory with specific value. Thinking about areas of life outside of the 
realm of products and services, there are many places where a ‘name’ makes all the 
difference in the world. For example, when we are not well, it is one thing for a friend 
to suggest a cure, quite another a doctor. We recognize the added credibility 
associated with the ‘name’ doctor when it comes to ailments. There is a definite added 
value to a doctor’s recommendation. 


In Chapter 3 we looked specifically at the symbolic meaning of brands. The idea 
of ‘brand equity’ is closely linked with this because in many ways the symbolic 
significance of a brand is reflected in attitudes toward that brand which informs its 
equity. Following the emergence of Homo sapiens, in what Donald (1991) has 
described as the ‘mythic’ stage in the development of human culture and cognition, 


which was characterized by the use of complex language skills and narrative thought, 
came the capacity for the use of symbols. This use of symbols has been described as 
of defining importance to human culture (White, 1949), and dates from the Neolithic 
(or agricultural) Revolution and the inception of sedentism. It was at this time that 
material goods came to have symbolic importance, and when certain material goods 
came to be associated with high value (Renfrew, 2007). 


Have you ever been in a museum or art gallery and found yourself looking at a 
painting with which you were not familiar? How does your opinion of that painting 
differ if you learn it is the work of a familiar ‘great master’ artist versus if you see that 
it is by an unknown artist, one you have never heard of? Even when someone does not 
like a painting, they tend to think better of it if they learn it is by a master. In these 
situations, it is the name value that makes a difference. In fact, the name value in a 
case like this can also have very real financial value. 


In 1968, a group of eminent art historians were charged with the task of examining 
Rembrandt’s oeuvre, with the goal of compiling a definitive catalogue of his 
paintings. It was called the Rembrandt Research Project, and it was to go on for over 
30 years. The art historians involved travelled the world to examine over 600 
paintings reputed to be by the hand of Rembrandt. Many proved to be overly 
optimistic attributions. In their examination of 280 paintings just from the period 
1625—42, only 146, a little over half, were considered to be autograph works (i.e. 
actually by the hand of Rembrandt). Many of the paintings no longer attributed to him 
were found in the collections of many of the world’s greatest museums. 


The value of the paintings no longer considered to be autograph works dropped 
dramatically. It was not unusual for paintings that had been valued at well over £2 
million to suddenly be re-valued at less than £100,000. The point here is that the 
actual painting itself, the image on the canvas, did not change. It was exactly the same 
painting originally acquired by the collection. But the perceived value was in the 
name Rembrandt. 

Brand equity and the value of Rembrandt is not the only thing affected by a change 
in attribution. When people are told a work of art is an ‘authentic’ Rembrandt vs. a 
copy by another hand, different areas of the brain are active while viewing the 
painting (Kemp, 2014). While the expected activator in the lateral visual cortex areas 
corresponding to regions sensitive to face and object recognition occurred regardless 
of what people were told, being told that an authentic Rembrandt was not an original 
resulted in activation in the frontopolar cortex and right praecuneus, as opposed to the 
orbitofrontal cortex when told the painting they were viewing was authentic. 
Interestingly, the orbitofrontal cortex is an area of the brain that has been associated 
with reward and monetary gain. 


This idea of name value is at the heart of what is known as brand equity. There is a 
value to a brand over and above the intrinsic value of the product itself. Just as with a 
de-attributed Rembrandt, the product itself, the painting, had one value; but with the 
name Rembrandt attached to the painting, significant added value was created. 


This is, of course, why companies jealously guard their brand names. Perhaps one 
of the best brand names in the world is Budweiser. But that name has been contested 
over the years by the Czech brewer Budjejovicky Budvar. Their claim goes back to 
the Austro-Hungarian Empire, when Budweis was the name of a Bohemian city 
famous for its beer (restored after the 1st world war to its Czech name Budejovice). 
But in a 2013 court ruling by Italy’s Supreme Court, AB InBev lost the rights to use 
the name Budweiser in Italy (Carney and Esterl, 2013). 


This dispute complicated AB InBev’s hope of making Budweiser a global brand. 
In a number of major European countries, including France and Russia, they already 
used ‘Bud’ on the label rather than Budweiser. Recently, they even stopped marketing 
the beer in Germany, where it had used the name Anheuser-Busch Bud. However, in 
2014 AB InBev solved the problem by purchasing the Czech brewery (Rouser, 2014). 


Marketers have always understood the idea that brand names add value to a product, 
but it was not until the late 1980s that this notion began to figure in the actual asset 
value of a company. Kapferer (1998) has suggested that this change came about 
during the massive wave of mergers and acquisitions among large companies with 
well-known brands that occurred in the 1980s. Those spearheading these transactions 
were looking beyond the traditional sense of asset value and net income to include 
‘goodwill’. They were interested in a company’s brand portfolio because of the power 
of these brands in the market. Even if accepted accounting procedure did not permit 
considering the added value of a brand name on the balance sheet, it was nonetheless 
being factored into the net value of the firm. 


Kapferer (1998) has pointed out that brands have evolved within companies from 
being not much more than a communication issue to being the responsibility of 
marketing managers, and then to where CEOs now feel brands are their own 
responsibility. This has led to significant changes in operational marketing. For many 
marketers, this has led to a reduction in their brand portfolios, as well as an increase in 
brand extensions, as they try to better manage the value of their brands. Over the last 
few decades there have been many new products introduced, but relatively few new 
brands. It reflects a desire on the part of companies to capture value, building upon 
equity, in their brands, introducing brand extensions rather than starting from scratch, 


trying to build equity for a new brand. This is all part of product and brand portfolio 
management, which we address in Chapter 11. 


+ Brand equity can be thought of as the additional cash flow achieved by associating a brand with 
the underlying product or service (Alexander Biel)" 

* Brand equity Is the difference between the value of the brand to the consumer and the value of 
the product without that branding (Josh McQueen)? 

+ Brand equity Is the measurable financial value In transactions that accrues to a product or service 
from successful programmes and activities related to branding (J. Walker Smith)? 


+ Brand equity to me In Its simplest definition ts the value of worth that resides In a particular brand 
name, trademark or product. It Is not one single thing but a composite... It Is all the elements 
created by marketing, advertising, research, and production, that over the years have made the 
product or service what It Is In consumers’ minds today Uohn Pagano}? 

+ One expert might say It ts the residual equity that remains after you compare the blind and 
Identified versions of the same product (Richard Chay}? 


1 ARF Researching the Power of Brands Workshop, 12-13 February 1992. 
? ARF Brand Equity Workshop, 5 February 1991. 
3 ARF Brand Equity Workshop, 22-23 February 1990. 


FIGURE 5.1 Brand equity definitions from marketing executives 


Out of all this activity the term brand equity was born. Unfortunately, there were 
almost as many definitions of brand equity as there were people using the term. 
Figure 5.1 lists just a few definitions offered by marketing executives at the time. 
While they each take a somewhat different specific view, they all are describing how a 
brand name provides added value to a product. In the end, they seem to see this added 
value either in financial terms, or in how consumers perceive the brand. 


In Figure 5.2 we have several definitions of brand equity that were offered by 
academics in 1980 at an MSI (Marketing Science Institute) conference called to 
address the issue. Although the language may be more ‘academic’, it is clear that both 
marketing executives and academics define brand equity in much the same way. Both 
groups see it in terms of either financial considerations or consumer perceptions of a 
brand. 


Some people at the time defined brand equity in terms of both financial 
considerations and consumer perceptions of the brand. Moran (1991), a marketing 
executive much involved with the strategic importance of brand equity in the 1990s, 
defined it this way in 1991: ‘I believe the concept of brand equity to be that any given 
brand name, itself, has particular meaning and value to its consumers and to its direct 
customers, the distributive trade, which affects the future earning potential of the 
product or products which are sold under that name.’ In the same year, in his book 
Managing Brand Equity (arguably the first book to deal with the subject seriously), 
Aaker (1991) defined brand equity as: ‘A set of brand assets and liabilities linked to a 
brand, its name and symbol, that add to or subtract from the value provided by a 
product or service to a firm and/or to that firm’s customers.’ 


But by looking at all these definitions of brand equity, are we really closer to 


understanding it? Any number of ways have been proposed to measure brand equity, 
but they are as varied as the definitions. In the early 1990s Sattler (1994) looked at 49 
different studies of brand equity that had been conducted in Europe and the USA and 
found in them at least 26 different ways of measuring it! How to measure brand equity 
will be discussed in Chapter 7, but this incredible lack of consensus reflects the rather 
unsettled state of just what constituted brand equity (a situation not much changed 
today). 


+ Specific attribute beliefs and global evaluative beliefs consumers have learned to associate with 

the brand name Hohn and Loken)! 

Net value of brand Image (l.e. mental Inventory which people hold for a brand); brand Image ts 

specific associations with brand and overall attitudes towards brand in memory, as percelved by 

decision makers (Aaker and Keller)’ 

+ The incremental cash flows which accrue to a branded product over and above the cash flows 
which would result from the sale of a product (Simon and Sullivan)! 

+ The added value with which a gwen brand endows a product. A product ts something that offers 
a functional benefit (e.g. toothpaste, a life Insurance policy, or a car). A brand is name, symbol 
design or mark that enhances the value of a product beyond Its functional purpose (Farquhar)? 

1 MSI working paper presented at 1990 Marketing Science Institute Conference on brand equity. 

? Marketing Research, 1, September, 24-33 (1989). 


FIGURE 5.2 Brand equity definitions from academics 


In a very real sense, understanding brand equity must come from the consumer’s 
point of view because that is what ultimately will affect brand success. It is the 
consumer’s sense of added value that will lead to a preference for a particular brand. 
Financial consequences of brand equity will follow from the consumer’s perception of 
added value. But before considering more carefully how consumers come to 
understand this added value for a brand, the financial consequences to a company of a 
positive brand equity will be addressed. 


KEY CONCEPT 


Brand equity has both a financial and a consumer aspect 


The concept of brand equity has consequences for both consumers 
and companies. For companies, the equity of its brands, and even the 
company itself as a ‘brand’, will have financial implications. For 
consumers, perceived brand equity provides an indication of value. 


EE, 


Financially-based brand equity 


Strong brands have become an important part of the asset value of a company. Prior to 
1980, when large companies were acquired or merged, the ratio of the price paid to 
the firm’s earnings was generally in the area of about eight to one. After 1980, 
multiples of 20 or more times earnings were not unusual (Aaker, 1991). Why was 
this? While there are always special circumstances in some cases, at the heart of 
things was an increasing realization of the importance of strong brand names to a 
company’s long-term financial success. 


Gone was the notion that only traditional assets in bricks and mortar, patents, or 
R&D had value. Brand names were increasingly seen as one of a company’s most 
important assets. In earlier times a firm interested in acquiring a beer marketer would 
be thinking in terms of a brewery; now they want to acquire names like Molsen or 
Bass. Even if a company is not doing well financially, it could still be an attractive 
merger or acquisition target if it has strong brands. Kapferer (1998) has put it very 
well in describing such situations: ‘Balance sheets reflect bad management decisions 
in the past, whereas the brand is a potential source of future profits.’ 


For financial analysts, a key consideration when looking at companies with strong 
brands is that they present less risk. Strong brands generally remain strong, and this 
assumes the likelihood of a solid income stream. This strong income stream reflects 
the interaction of several factors. With a strong market share usually comes relatively 
higher price points, coupled with lower price elasticity relative to competitors. This 
leads to better margins and a higher return on investment. Poor management can be 
corrected; significantly increasing market share for a weak brand is much more 
difficult. 


Well-known brands are much more likely to enjoy good distribution, which helps 
maintain high market share. For fmcgs (fast moving consumer goods), where the 
competition for shelf space is fierce, strong brands have the advantage. Because of 
strong consumer demand, distributors and retailers will be inclined to carry the brand. 
For less frequently purchased products, especially industrial products, wholesalers 
and distributors will again be keen to associate with a strong brand because they know 
it will sell. 


Summarizing all this, strong brands, brands with a strong positive brand equity, are 
generally brands with a highly loyal core of consumers; and high market share as a 
result. Of course, there are exceptions where a brand may have a highly loyal 
customer base, but a low market share (e.g. niche brands). Regardless, strong brand 
loyalty leads to a number of advantages in marketing the brand that help sustain its 
position, and contribute to its financial value. With a high degree of brand loyalty, a 
company can generally expect sales to remain stable and strong over time. Because of 
continuing consumer demand, a strong brand will be more attractive to the trade, 


leading to good levels of distribution. This in itself will help maintain higher market 
share. 


Having high brand loyalty means a company can generally charge a relatively high 
price for its product and maintain higher margins than its competitors in the category. 
It also means price elasticity is low (the brand will be less sensitive to competitive 
price reductions, especially competitor promotions). All this helps generate a high net 
profit and ROI (return on investment) for the company, as we see in Figure 5.3. 


In addition, there are many other areas where having a strong brand name will help 
contribute to building and maintaining higher profits. For example, a strong brand 
discourages new competitors from entering the market. It also means less risk when 
introducing line extensions, or extending the brand name into new product categories 
(areas that will be covered in Chapter 11). Additionally, a strong brand has internal 
resonance, and can lead to becoming an ‘employer brand’ and improved employee 
relationships (as discussed in Chapter 10). A number of ways strong brands can 
contribute to financial value are shown in Figure 5.4. And while there is no question 
that strong brands contribute to financial value, there is no clear-cut way to measure 
this brand value. As we shall see in Chapter 7, most measures of brand value are 
subjective. 


% Trade acceptance 
High STRONG Higher price points GREATER 
loyalty ~~ BRANDS ~~ ~ der PAce points = PROFITABILITY 
s Higher margins 
* Low price elasticity 


FIGURE 5.3 How strong brands generate greater profitability 


s High brand loyalty sustains future sales 

* Greater trade cooperation and support, minimizing the need for trade incentives 
s Sustainable higher price points 

* Higher margins vs. competitors 

$ Low price elasticity 

« Barrier to new competitors 

* Less risk for line and product extensions 


FIGURE 5.4 Strong brand contributions to financial value 


There is no question that the financial value of a brand reflects its brand equity, 
and some people even define brand equity in terms of financial value. But, we would 
argue that the financial value of a brand is the result of brand equity (among other 
things, of course) and not the definition of brand equity. Rather, a positive brand 
equity provides value to a company by enhancing such things as marketing 


programmes, brand loyalty, price and margins, and trade leverage, and by providing a 
platform for brand extensions. In our view, as mentioned earlier, brand equity must be 
considered in terms of the consumer’s response to the brand, and this is reflected in 
their overall attitude towards it. 


KEY CONCEPT 


Brand equity, from a financial perspective, considers the 
importance of brands in terms of their asset value to a company 


In financial terms, strong brands with high positive brand equity will be 
more likely to enjoy larger market share and generate greater profit. 
This in turn makes the brand a strong asset for the company. And 
while this is important, it must be remembered that the financial value 
follows from consumer response to the brand. 


——— 


If brand equity is something that adds value to a brand, how is that reflected in 
consumer perceptions of the brand? In the last chapter, for example, we discussed 
how the perceived social meaning of brands adds value. Aaker (1991) talks about how 
brands bring value to the consumer by reducing risk, and offers eight functions of a 
brand that create value for a consumer (things like the ability to easily identify the 
product, an assurance of consistency, and quality). He has also suggested a framework 
for brand equity that is built upon a set of five categories: brand awareness, brand 
associations, brand loyalty, perceived quality, and other proprietary brand assets. Each 
of these categories has the potential for providing advantages to the brand. We shall 
be talking later about brand awareness and brand loyalty, and Aaker sees them in 
much the same way. We will also be talking about brand attitude, which he does not 
directly address. But, the brand benefits he attaches to brand associations, perceived 
quality, and other proprietary brand assets reflect in many ways how we see brand 
attitude. 

Brand associations help create positive attitudes and ‘feelings’, and other 
proprietary brand assets help provide a competitive advantage. Product quality 
included such attributes as price, as well as ‘reasons-to-buy.’ All of these categories 


define various attributes, brand characteristics, and emotional associations that can 
make up how consumers perceive the benefit structures of the category, which in turn 
provides potential benefits for positioning a brand. 


Franzen (1999) looks at a brand’s value to the consumer in terms of something he 
calls ‘mental brand equity’, described in terms of awareness, perception, and attitude, 
and also ‘behavioural brand equity’ that accounts for various aspects of purchase 
behaviour. He goes on to describe brand equity as a set of assets and liabilities that he 


groups into four categories: (brand /awareness,” brand /associationsy perceived quality) 
and brand loyalty. brand attitude 


Keller (2012) has offered what he calls a consumer-based brand equity (CBBE) 
model, which he defines as ‘the differential effect that brand knowledge has on 
consumer response to the marketing of that brand’) While there is no arguing that 


brand equity must follow from consumer understanding of a brand, we are not so sure 
we would call this a ‘model’. Rather, it is a reminder that the consumer is indeed at 
the heart of how a brand’s equity is built and understood. This is clear when you look 
at what he sees as the key components of his definition of the CBBE model. First, 
differential effect reflects the fact that consumers see differences in brands. Second, 
brand knowledge acknowledges that the perceived differences among brands come 
from knowledge about the brand. And third, consumer response to marketing informs 
the differential responses of consumers to brands, their brand equity, and are reflected 
in how they see and respond to brands in relation to all aspects of their marketing 
program. As he sums up, the power of brands lies in what consumers know and feel 
about them, gleaned from their own experiences over time. 


While the words may be different, the ideas expressed here are basically the same, 
and as we shall see, are basically consistent with our own version. What they have in 
common is a sense that brand equity springs from a consumer awareness of the brand 
that triggers associations in memory that are linked to the brand. Over time, this 
positive brand attitude takes on strong emotional associations that extend well beyond 
simply ‘liking’ the brand. At its most positive, brand equity is much like what Hall 
(1959) has described as a ‘formal system’. In their lives, people look for rules to 
govern certain aspects of their behaviour so that it is not necessary to make decisions 
continuously about everything they do. One knows when a formal system is being 
challenged because there is no readily available rational response. Everyone has 
experienced as a child asking their parents why they can’t do something, or why 
certain things are as they are, and received a frustrated ‘because’ as the answer. A 
formal system has been challenged. There is no ready reason, it just is not done, or 
just is that way. 


This sounds very much like what is involved with brand equity. A loyal user of a 


brand just ‘knows’ it is better. When loyal Coke drinkers are asked why they prefer it 
to Pepsi, they may offer some reason like it ‘tastes better’. But if it is pointed out that 
they failed to prefer it in a blind taste test, and are again asked why they prefer it over 
Pepsi when they cannot tell the difference in taste, the response is often a frustrated 
‘because’. They just know they like it better. The favourable brand attitude built over 
time by the acceptance of perceived benefits for the brand, and loyal brand behaviour, 
has resulted in a strong positive brand equity: a preference for the brand that goes 
beyond any objective consideration of the product. In fact, a fascinating neuroimagery 
study demonstrated just that. 


Which is better; Coke or Pepsi? 
Source: © Shutterstock/anythings 


A taste test between Coke and Pepsi was conducted among drinkers of both brands 
in order to determine preferences in various pairings of the two colas, in both blind 
and branded conditions. Many studies over the years have shown that even for regular 
drinkers of the brand, in blind taste tests preference is random. The interesting aspect 
of this experiment was that the tasting and preference judgements were carried out 
during functional magnetic resonance imaging (fMRI). In other words, when people 
were tasting the colas and picking a favourite, {MRI equipment was measuring the 
activity occurring in the brain (McClure et al., 2004). 


When people did not know what they were tasting, so that preference was based 
solely on sensory information (the objective characteristics of the product), only the 
ventromedial prefrontal cortex areas of the brain were active, that area of the brain 
dealing with sensory evaluation (essentially sweetness in this case). But when there 
was brand knowledge, at least in the case of Coke, for regular drinkers of Coke the 


hippocampus, dorsolateral prefrontal cortex (DLPFC), and midbrain were also active. 
Both the hippocampus and DLPFC are known to be involved in modifying behaviour 
based upon emotion and affect. In fact, it has been suggested that DLPFC is necessary 
for employing affective information in biasing behaviour. 

What this means is that when taste preferences are based solely upon sensory 
information, when people do not know what they are drinking, only that part of the 
brain that deals with sensory information is utilized. But when there is brand 
knowledge (at least in the case of Coke in this study), additional areas of the brain are 
activated, modifying the strictly objective evaluation. These additionally activated 
areas are those that deal with emotion and affect, and are seen to influence preference 
decisions. How people ‘feel’ about a brand does indeed bias their preference for it, 
leading to decisions based upon much more than the objective characteristics of a 
product. 

Brand equity from the consumer’s perspective may be summarized as follows: (1) 
awareness of a brand leads to (2) learning and the formation of attitudes about that 
brand, which will be influenced by emotional associations, which result in (3) 
preferences for that brand, building brand loyalty. Each of these components of brand 
equity from the consumer’s perspective is discussed next. 


KEY CONCEPT 


Brand equity, from a consumer perspective, follows from positive 
experience with a brand 


Brand equity does not just happen, but is the result of consumer 
understanding and experience with a brand. It begins with becoming 
familiar with a brand, a ‘feeling’ about it. This provides the beginning of 
knowledge about it, and a tentative attitude toward it. As familiarity 
and experience with the brand grows, if it is positive, attitude toward 
the brand strengthens, resulting in a strong brand equity, which in its 
turn leads to brand loyalty. 


Brand awareness 


The first component to consider is awareness of the brand itself. It may seem obvious 
that people must be aware of a brand in order to prefer it, but its importance to brand 


equity goes beyond this. In a study among business managers, in which they were 
asked to identify those things they believe provide a substantial competitive 
advantage, name recognition was the third most frequently mentioned consideration. 
Strong brand awareness can indeed provide a significant competitive advantage. 
Think of centrally positioned brands that quite literally define a product category: 
Xerox, Kleenex, Hoover, or Levi’s (Rossiter and Percy, 1997). 


The power of strong brand awareness comes from the sense of familiarity it brings. 
As Schacter (2001) has pointed out, familiarity involves a primitive sense of knowing 
without the need for specific details. This is a real asset for a brand, because in terms 
of memory, when attention is divided someone is much less likely to recall specific 
details of an experience, but there is little or no effect upon a sense of familiarity. As a 
result, when shopping, someone is more likely to ‘remember’ familiar brands than, 
say, the details of a new brand, or to remember the details of an advert trying to 
persuade them to switch to another brand. 


Aaker (1998) has suggested that in addition to a feeling of familiarity, strong brand 
awareness also suggests a ‘presence, commitment, and substance for the brand’. He 
points out that this can be especially important for buyers of high-priced products, 
including expensive business-to-business purchases. In a sense, this is really the result 
of familiarity with the brand. If someone is aware of a brand, there must be a good 
reason for it. One is unlikely to be aware of ‘minor’ or less important brands. 


In the end, brand awareness is essential for intentional brand purchases. If 
someone is buying a product and is not concerned about brands, for that person, in 
that product category there is no such thing as brand equity in the sense we are 
considering it. This is true even though the brand might be familiar to that person, and 
even considered a ‘good’ brand. If that knowledge and feeling do not inform the 
purchase decision, it is little use to the brand (Zajonc, 1968). 


Brand awareness for a purchase may take two forms: recognition or recall 
(Rossiter and Percy, 1997). Recognition brand awareness reflects the ability to 
recognize a brand at the point-of-purchase in enough detail to facilitate purchase, 
something that is needed for most fmcgs. For other purchase or usage decisions, a 
brand name must be recalled from memory once the need for the product is 
recognized, such as needing to remember a specific restaurant to go to when deciding 
to eat out. But for either of these forms of brand awareness to facilitate purchase, the 
brand must be salient. That means it is associated in memory with the consumer’s set 
of preferred brands to meet a particular need, and is likely to come to mind when the 
need for such a product occurs (Ehrenberg et al., 1997). We shall be looking more 
closely at brand awareness in the next chapter, where we will be considering its role 
as a communication objective in marketing communication for building brands. 


When brand awareness is considered as an asset in terms of brand equity, it is 
really being considered in terms of brand salience. The brand is familiar, and linked in 
memory with those situations where such a product would be needed; and the more 
salient the brand, the more likely it will be the chosen or preferred brand when a 
purchase decision is made. The importance of brand salience to a brand’s success has 
been illustrated by an analysis of an 11-year tracking study of the effect advertising 
has on brand awareness, brand attitude, and market share for rental cars. What was 
found is that market share was primarily influenced by increasing brand salience 
(Miller and Berry, 1998). 


Brand attitude 


People who think about brands and what they mean to consumers often talk in terms 
of things like ‘value’, ‘perceived quality’, and ‘image’. What this all comes down to is 
brand attitude, the associations in memory linked to the brand. In the end, this is what 
brand equity is all about. As already noted, with brand awareness comes the 
beginning of knowledge about the brand, learning occurs, and salience for the brand 
builds. Over time, associations are built and attitudes are formed. With a strong, 
positive brand attitude, key preference and loyalty for the brand results. The key here 
is a strong, positive brand attitude (Figure 5.5). The nature of these brand associations 
that underlie brand attitude will be dealt with next. 


Brand associations in memory must be strong, positive, and unique to the brand in 
order to build a brand attitude that leads to strong brand equity. These associations are 
a result of any and all communication about a brand to the consumer. This is usually 
thought about in terms of marketing communication (everything from the package, 
product placement, and event marketing to traditional advertising and promotion) and 
we will be dealing with this in the next chapter. However, it also includes such things 
as word-of-mouth and experience with the product, as well as more indirect means of 
communication such as a brand’s distribution channels, its parent company, and the 
environment in which it is used. Every aspect of the relationship between a brand and 
the consumer contributes to learning that leads to the associations in memory that 
constitute brand attitude. 


Brand = Brand re Brand = Brand loyalty 
awareness salience attitude 
Learning Associations Preference 
occurs build formed 


FIGURE 5.5 Brand awareness, salience, and attitude leading to brand loyalty 


KEY CONCEPT 


Brand attitude plays the most important role in building brand 
equity 


At the heart of brand equity is brand attitude. This is a function of all 
the things known about the brand weighted by how important these 
things are to someone. The more a brand is seen as strong in terms of 
those characteristics of the product that are seen as important, the 
more positive the consumer’s attitude will be toward that brand: and 
the more positive the brand attitude, the stronger the perceived brand 
equity. 


es 


A short review of some descriptions of these brand associations found in the brand 
management literature will provide a useful starting point. Keller (2012) discussed 
brand associations under a broader heading of Brand Image, and sees them in terms of 
what he calls ‘attributes’, ‘benefits’, and ‘attitudes’. Before going any further, it is 
important to understand that different authors often use the same terms to mean 
Slightly different things. For example, we would argue that attitudes include an 
assessment of benefits, which in turn could include or be built upon attributes. It is 
important not to become too closely focused on terms, but to consider the concepts 
being discussed by various scholars in the field as they look at the idea of brand 
associations. 


When Keller talks about attributes, he makes a distinction between what he calls 
product-related attributes and non-product-related attributes. Product-related attributes 
are the objective characteristics of a brand, such as specific ingredients (e.g. ‘100% 
certified organic’) or qualities such that they may be specifically measured or 
discussed (e.g. ‘Nationwide over 150 approved installers’). This is in fact how the 
current authors (Percy and Rosenbaum-Elliott, 2012) define attributes (in their role as 
a potential benefit). Keller’s non-product-related attributes are described as things that 
do not directly affect product performance, such things as price, imagery, and 
feelings. He defines benefits as the personal value and meaning consumers attach to a 
brand’s attributes, and are seen as either functional, symbolic, or experiential. Finally, 
attitudes are the consumer’s overall evaluation of a brand, the typical consumer 
behaviour definition. 


Franzen (1999) discusses what we are talking about as brand associations in terms 


of ‘mental brand equity’, one of his three components of brand equity (the others are 
behavioural brand equity, an area which is considered later; and financial-economic 
brand equity, a subject already discussed). Three of his characteristics of mental brand 
equity may be seen in terms of brand associations in memory: product meaning, 
which deals with a consumer’s perceptions of the functional aspects of a product; 
symbolic meaning, or ‘brand personality’, which reflects values important to 
consumers and which differentiates the brand from competitors; and perceived 
quality. 

Aaker (1998), like Keller (2012), talks about this in terms of brand associations, 
which he broadly defines as anything that is directly or indirectly linked to the brand 
in memory. He discusses product attributes and consumer brands and details such 
associations as: organizational, where the focus is more on corporate than product 
attributes; brand personality, where the brand-as-person is used as a metaphor; 
symbols to represent the brand; emotional benefits; and something he calls ‘self- 
expressive’ benefits, where the brand offers a way for personal expression by the 
consumer. 


In considering these various ways of looking at brand association in memory, what 
conclusions might be drawn? Although these authors may appear to be describing 
brand associations in brand equity from different viewpoints, actually there is a 
reasonable similarity in their views. A careful review suggests that brand associations 
in memory are seen basically in terms of the objective and subjective characteristics 
of a product. 


Brands have attributes that may be either product or non-product specific, but 
which are objective characteristics of the brand. This reflects a person’s specific 
knowledge about a brand in memory, and may or may not be seen as a benefit. For 
example someone may know that a snack brand is ‘sugar-free’, or that a watch is 
“Swiss-made’, each are attributes of the product. These associations in memory form 
part of their knowledge about the brand. If ‘sugar-free’ or ‘Swiss-made’ is important 
to them when making a snack or watch brand choice, these attributes will be seen as a 
benefit and contribute to a positive brand attitude, which will help build a strong 
brand equity. If they are not important, that knowledge about the brand will not be 
seen as a benefit, and will not contribute to a positive brand attitude. 


On the other hand, brands may also be seen in a number of subjective ways, 
reflecting perceptions of the brand’s ‘personality’ or symbolic meaning. These too 
may or may not be considered benefits by the consumer, but they constitute a person’s 
assumptions about a brand in memory. Both knowledge and assumptions are brought 
to bear when a person sees or thinks about a brand, during what neuropsychologists 
call top-down processing. On the other hand, a person could see a brand in the store, 


recognize it, and purchase it almost reflexively without ‘thinking’ (along the lines of 
what Howard (1977) long ago talked about as ‘routinized response behaviour’). This 
would be analogous to what neuropsychologists call bottom-up processing, where no 
real ‘thinking’ or cognitive activity is involved. But when you think about a brand 
choice, all of someone’s knowledge and assumptions about the brand will become 
involved. Usually, this has been summarized in what is considered brand attitude, so a 
choice decision can be made quickly and easily. 


In effect, what people like Keller, Franzen, and Aaker are doing when they detail 
various brand associations is to try and describe how knowledge and assumptions 
about brands might be organized. While useful, it does not help in understanding how 
these brand associations are likely to be involved in actually making a brand choice. 
Another way of looking at this objective versus subjective distinction in brand 
associations is in terms of the functional versus emotional domains introduced in 
Chapter 1. Recall that the functional domain deals with basic consumer benefits that 
reflect a brand’s ability to perform as promised. This requires positive associations in 
memory related to product attributes, as well as with product quality. When choices 
are not easy and more trust in a brand is needed, emotional associations become more 
important. While there are emotional associations with all memories, the involvement 
of emotional associations with particular memories increases when these memories 
deal with more socially or personally relevant experiences, those with more symbolic 
meanings. 


How does this distinction help in understanding how brand associations influence 
brand choice decisions better than a simple objective versus subjective distinction? 
This important distinction between functional and emotional domains takes things one 
step further, because it better reflects how the mind deals with processing information 
when making brand decisions. In the early chapters of this book we looked at the 
emotional, social, and cultural meaning of brands, and how this reflects trust in a 
brand, and also helps transform how a person experiences life and projects social and 
cultural identities. All of this meaning is informed by non-declarative emotional 
memory (NDEM), which is located in the amygdala, out of consciousness. 


What seems to happen is that when a person experiences something—a brand in 
this case—what is known about it (their knowledge and assumptions), is called into 
working memory along with any emotional associations with that experience. In the 
functional realm, brand choices are easy because of a simple trust in the brand. There 
are no emotional complications because the NDEM associations with that brand 
reflect a fundamental emotion of comfort. Someone sees a brand, ‘knows’ it is one 
they like, perhaps even remembers a benefit, and ‘feels’ comfortable with it. 


In the emotional realm, a brand must do more, so more is involved. More will have 


gone into the formation of brand attitude, and potentially many NDEMs will be 
associated with various aspects of the brand in memory. And the more difficult the 
choice, the more involving, the more emotional associations are likely to be involved. 
The wider array of knowledge and assumptions stored in declarative memory (that 
part of memory that contains what we ‘know we know’, what we are conscious of), 
reflecting more complicated brand meaning, enter working memory when someone is 
confronted with a more difficult brand choice, along with NDEMs. A person imagines 
how they will feel if they choose a particular brand, what it might say about them, or 
perhaps simply that they need not be afraid of spending so much money on it. This 
process is illustrated in Figure 5.6. 

This link between the emotional association with a brand and its brand equity may 
be seen in the results of a study conducted in Denmark by one of the authors. In a 
preliminary study, a set of brands seen by consumers as either having a high positive 
brand equity or a low brand equity was identified. Then as part of a larger study 
among the Danish population, the valience and arousal of the emotional associations 
people had with the three brands identified as having a strong brand equity and those 
brands identified as having a weak brand equity were measured. The results are 
shown in Figure 5.7. As you can see, brands seen as having a strong brand equity 
have corresponding very high positive emotional associations. (In the study, most 
brands had an emotional score of between 4 and 6). On the other hand, the three 
brands identified as having weak brand equity have all but no positive emotional 
associations. 
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FIGURE 5.6 Interaction of cognition and emotion in making brand choices 
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FIGURE 5.7 Emotional association with brand equity 


In summary then, the many different ways of looking at brand associations reflect 
the basic distinction between the objective and subjective characteristics of a product 
that go into building brand attitude. They form the foundation of one’s knowledge and 
assumptions about brands, and are used in making brand evaluations. This is enough 
when dealing with easy decisions where only negative motivations are involved, the 
need to solve or avoid a simple problem, and where the role of emotion is relatively 
minor. But when brand choice involves positive motivations, where personal or social 
rewards are sought in using a product, or when there are serious consequences 
attending a bad brand choice decision, emotion is much more involved in making 
brand evaluations. Thinking about brand associations as reflecting objective versus 
subjective product characteristics, but within either a functional or emotional domain, 
provides a good way of understanding the role brand associations play in forming 
brand attitude, leading to a strong brand equity. 


As a person learns about brands, over time a summary judgement is made about 
the brand. They like it, hate it, love it, or don’t really care much about it. This 
judgement is the result of many things; in fact, all those things Keller, Franzen, Aaker, 
and others talk about, and much more. It reflects a person’s knowledge and 
assumptions about a brand, and their emotional associations with it. This summary 
judgement is basically what we have been talking about as brand attitude. People do 
not start from scratch every time they evaluate a brand, recalling everything they have 
learned and experienced about the brand. Rather, they rely upon already formed 
attitudes; attitudes that reflect trust in the brand. 


Why? Because it reflects a person’s evaluations of a brand over time. For brand 
loyal consumers (considered in the next section) and for simple brand choice 
decisions, an overall brand attitude is enough to make a decision. But for more 
involved choices in the emotional realm, other aspects of a brand’s meaning will also 
be involved in working memory as a brand choice decision is made. But overall brand 


attitude will still frame the decision. Changing brand attitude is very difficult because 
of everything that goes into forming it in the first place; and in the end, this is why a 
favourable brand attitude is at the core of a strong brand equity. 


Brand loyalty 


A strong positive brand equity is also marked by strong loyalty to the brand. In effect, 
it is a consequence of the brand equity, just as was noted for financial value. The 
building of a strong positive brand attitude generally leads to a preference for the 
brand, and over time a loyalty towards it. Basically, brand loyal consumers have a 
reluctance to switch brands. As Franzen (1999) has put it, loyal brand users have a 
‘high degree of bonding with the brand and do not show much of an urge to switch’. 


This ‘bonding’ he speaks of is a part of brand equity. But brand loyalty does not 
necessarily need to be a function of brand equity, even if it contributes to it. Brand 
loyalty may simply be out of habit; or it may be that the cost of switching to another 
brand is too high. Sometimes, it is simply not worth the effort. But when loyalty to a 
brand results from a genuine preference for it, it contributes to brand equity; and when 
it transcends rational preference (as seen, for example, in the cola taste test discussed 
earlier in the chapter), it becomes sustained by brand equity. 


Let us consider this issue of brand loyalty from a management perspective, and 
consider how to determine whether or not loyal brand behaviour may be accounted as 
part of the brand’s asset value. If brand loyalty is the result of habituation, it may or 
may not be a sustainable asset. Such purchases will usually fall into the functional 
realm because the brand choice is easy and there is general satisfaction with the 
product. The brand manager’s job is to see that satisfaction is maintained, in terms of 
product performance as well as perception. To the extent that satisfaction is 
maintained and switching minimized, habitual brand purchase may be factored into 
the asset value of the brand, and hence a part of brand equity. But care must be taken 
to maintain satisfaction. 


The role of perceived risk in switching when looking at brand loyalty is illustrated 
by Percy and Rosenbaum-Elliott (2012) in their Loyalty Model (Figure 5.8). As 
shown, even though someone regularly purchases or uses a brand, their loyalty is not 
assured. Only when a consumer is very satisfied and there is high perceived risk in 
switching can their loyalty be assured. Even someone very satisfied could be lured 
away if the barriers to switching are low. 
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FIGURE 5.8 Percy and Rosenbaum-Elliott Brand Loyalty Model 


This is especially true for low-involvement purchase decisions, as is the case with 
most fmcgs. Think about a snack brand you really like, and buy all the time. What if 
you learned about a new brand entering the market that was very similar to your 
favourite, and when shopping you saw a special display for the new brand? It is being 
offered at a special introductory price that was about half the price of your favourite 
brand. Would you be tempted to try it? There is almost no risk involved in buying. It 
is very inexpensive, and if you don’t like it as well as your favourite, you have not 
lost very much. 


What this example illustrates is that even very satisfied consumers may be 
vulnerable if the cost of switching is low. In this case, the brand manager for your 
favourite snack might want to run a promotion of some kind just prior to the 
introduction of the new brand to encourage loyal customers to ‘stock up’. This is 
something called a loading promotion, and in effect takes people out of the market 
during the new brand’s introduction, minimizing the likelihood of customers trying 
the new brand at its lower, introductory price. 


Another model that takes into account the fact that brand loyalty involves more 
than just purchase behaviour is the so-called Conversion Model suggested by 
Hofmeyr (1990). It recognizes, as does the Percy and Rosenbaum-Elliott Loyalty 
Model, that it is the attitudinal component of brand loyalty that is the key to its role in 
a brand’s equity. The Conversion Model looks at brand loyalty in terms of 
commitment to the brand in the case of users, and availability (i.e. openness to trying) 
among non-users (see Figure 5.9). Users are seen as either ‘secure’ or ‘vulnerable’, 
and non-users are either open to possible trial or unavailable. Within the context of 
brand equity, secure users are a part of a brand’s assets, but vulnerable users are 
unlikely to attach positive equity to the brand. Non-users open to a brand will have at 
least a positive brand attitude, even if not strong, and thus the potential for building 
brand equity. Those ‘unavailable’ are not likely to hold attitudes towards the brand 


that offer any potential for building brand equity. 
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FIGURE 5.9 Hofmeyr Conversion Model for mature fmcg markets 
Source: Hofmeyr (1990) 


In an interesting study using the Conversion Model to segment category users, 
people who are more committed to a brand reflecting a positive brand equity respond 
to advertising for the brand in a significantly more positive way. The results of the 
study are important for any product where the purchase decision is driven by positive 
motives, and in the emotional realm, where ‘liking’ advertising is critical to its 
effectiveness. It was found that those committed to a brand are two to three times 
more likely to ‘like’ a brand’s advertising versus those classified as vulnerable. 
Additionally, non-users open to a brand are significantly more likely to find the 
brand’s advertising ‘likeable’ than those unavailable (Rice and Bennett, 1998). 


The management implications for building brand equity are clear. Among 
‘vulnerable’ brand users, the task of building positive brand attitude will be difficult. 
Their general lack of commitment to the brand seems to lead to less interest in and 
‘liking’ of marketing communication aimed at building positive brand attitude. This is 
certainly what might be expected from the results of neuropsychological studies. 
Without being able to communicate effectively with less committed consumers, it will 
be difficult to build a positive brand attitude, at least for those brand purchase 
decisions involving positive motivations within the emotional realm. And this, as 
already discussed, will make it unlikely that brand equity will develop. 


This is another example of why it is so important to understand the attitudes of 
consumers, not simply whether they are regular purchasers of a brand. In this case, 
those not committed to a brand, even though they are users, will not perceive much 
equity in the brand, and will be less inclined to be positively influenced. This does not 
mean, of course, that it is impossible to build positive brand attitude and equity, and 
with it increased commitment to the brand, only that it will not be easy. Again, the 


important thing is to realize that it is the brand equity that leads to brand loyalty; and 
just because someone regularly uses a brand does not mean that their behaviour is 
sustained by a positive brand equity. 


When strong positive brand equity leads to brand loyalty it results in significant 
competitive advantages; and these advantages tend to last over time because of that 
loyalty. Perhaps the most important competitive advantage is that when a brand 
enjoys a large core of loyal consumers it significantly reduces marketing costs. 
Sustaining positive brand attitude is much easier, and less costly, than building brand 
attitude. Repeat purchase objectives are less costly than trial objectives. And, with 
strong brand loyalty there is less need for promotion. 


Strong brand loyalty can also form a barrier to new brands entering a category. To 
be successful, a new competitor must gain substantial share from existing brands in 
the category. This requires getting current category users to consider switching (or at 
least trying) the new brand. The stronger a brand’s equity, the higher their brand 
loyalty and the more difficult this will be. Aaker (1998) makes an interesting point 
within this context. He reminds the manager that for brand loyalty to actually be a 
barrier to new entry in a category, the potential competitor must fully understand that 
there is in fact high brand loyalty, not just behaviourally, but attitudinally. If there is a 
feeling that the brand loyalty is soft, that users are vulnerable in terms of satisfaction 
or commitment, it will not be seen as much of a barrier. Aaker suggests that a brand 
with substantial strong brand loyalty makes certain the market knows it. 


Finally, strong brand loyalty leads to better leverage within the trade. When 
distributors and retailers know that a brand enjoys strong customer loyalty, they know 
the product will move out of their warehouses and off their shelves. They will also 
understand that there is a strong consumer demand for the brand, and that if they do 
not handle it, they will lose customers. 


Corporate brand equity 


It is important to remember that companies and corporations are also ‘brands’ with 
their own equity. As Keller (2000) has put it, corporate brand equity is the 
‘differential response by consumers, customers, employees, other firms, or any 
relevant constituency to the words, actions, communications, products, or services 
provided by an identified corporate brand entity’. In other words, corporate brand 
equity results from the associations in memory informed by how it is represented and 
communicated to its various audiences. 

A corporate brand is a function of corporate meaning (Dowling, 2001), the 
relationship between corporate identity, corporate image, and corporate reputation. It 
is this relationship that provides the function for building corporate brand equity. 


It may seem at first glance that corporate identity, image, and reputation must be 
pretty much the same thing, but they are not. Dowling (2001) has offered definitions 
that make the differences between them clear. He sees corporate identity as ‘the 
symbols and nomenclature an organization uses to identify itself to people’. This 
would include such things as the McDonald’s golden arches, the initials BP, the Nike 
‘swoosh’, and Burger King’s long-running slogan (for 40 years until changed in 2018) 
‘Have it your way’. 

Corporate image is described as ‘the global evaluation (comprised of a set of 
beliefs and feelings) a person has about an organization’. While everyone is unlikely 
to hold the same beliefs and feelings about a company, with consistent positioning and 
marketing communication over time a general consensus should emerge. For 
example, most people are likely to see the image of Volvo as concerned with making 
‘safe’ automobiles. 


Corporate reputation is described by Dowling as ‘the attributed values (such as 
authenticity, honesty, responsibility, and integrity) evoked from the person’s corporate 
image’. Again, there can certainly be differences in the assessment of values among 
different people, and this can be especially true for multinational companies because 
of the ways in which values can be culturally driven. We will have more to say about 
corporate reputation in Chapter 12. 


Just as marketers understand that strong brand equity will add financial value to 
the company (as just discussed), more and more companies are building corporate 
brands as a strategic marketing tool in order to improve overall financial performance 
(Hatch and Schultz, 2001). And just as with any brand, this will require consistency in 
every message it delivers. 


To be a successful corporate brand, the image projected to all of its various 
audiences must not only be an accurate representation of the company, but also be 
consistent with its own overall corporate strategy. Additionally, not only must a 
company efficiently communicate with its external audiences, the ‘message’ must be 
internalized by the organization, and communicated through all of its contacts with 
those outside of the organization. This means everyone from shareholders to 
consumers to vendors to the trade (Percy, 2014). 


Just as with product brand equity, a corporate brand equity will result in its various 
audiences and stakeholders holding a more favourable attitude toward the company, 
which in its turn leads to more favourable responses to all of its corporate 
communication, beyond any purely objective reading of the message. A strong 
corporate brand equity will result from achieving awareness and salience for the 
company and the establishment of positive attitudes toward it. That means ensuring 
that beliefs about the company must be linked in memory to appropriate values held 


by its constituent audiences. This goes a step beyond what is needed for building 
positive brand equity for products, but the brand equity in the company’s products 
will help reinforce corporate image, and as a result help inform corporate brand 
equity. 

Still, corporate brand equity is not the same as the brand equity of the company’s 
products, even when the corporate name is the brand name or used as in a source or 
endorser branding strategy (something we will be dealing with in Chapter 11). The 
brand equity of a company’s products will of course be one of the building blocks of 
the corporate brand equity, but as we have seen, corporate meaning involves more 
than just perceptions of the company’s products. We will be returning to the subject of 
corporate brands in Chapter 12. 


The central role of brand equity in the 
management of brands 


The reason so much attention has been given to the idea of brand equity here and in 
the next two chapters is that it is perhaps the central construct in the strategic 
management of brands. In earlier chapters we looked at the sociocultural meaning of 
brands, and much of this informs brand equity. In later chapters we will be dealing 
more directly with the managing of brands, among other things looking at the 
important difference between functional and symbolic brands. This too is tied to the 
idea of brand equity. Many of these relationships are shown in Figure 5.10. 


At the top of the figure, a number of the considerations that go into making up a 
brand’s ‘image’ are highlighted, and how this relates to functional and symbolic 
brands. Brand salience (i.e. how ‘top-of-mind’ a brand is when a need or desire for 
that type of product occurs) and ease of choice contribute to a brand’s image, 
particularly functional brands. The importance and relevance of a brand, and the 
beliefs associated with it that tend to differentiate it from other brands, also contribute 
to a brand’s image. These factors are especially important to functional brands, as we 
shall see in Chapter 8. 
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FIGURE 5.10 A model of brand equity synthesis 


But they are also important to symbolic brands, especially in building trust. Here 
relevance will reflect a feeling that a brand is personally appropriate. Emotional 
considerations, while an important part of the image for all brands, is especially 
important for symbolic brands. Much of this is covered in Chapter 2. A brand’s image 
will affect management strategy for both functional and symbolic brands, and this will 
be a reflection of brand equity. 


Many other aspects of a brand will also be reflected in a brand’s equity. Brand 
awareness is critical to brand equity, and as we shall see in Chapter 7, may be used as 
an indicator of brand equity strength. We have also seen how brand attitude directly 
influences brand equity. Product quality will inform brand equity, as will price 
elasticity. Brand loyalty, as we have discussed, is directly related to brand equity. 
Strong brands, brands with strong equity, can lead to what has become known as 
‘employer brands’, where the fact that a brand has a strong positive equity helps 
attract and retain employees. 


As this should make clear, brand equity is at the heart of understanding and 
managing brands, and Figure 5.10 provides an overview of these indicators and 
consequences of brand equity that inform strategic brand management. 


CHAPTER SUMMARY 


In this chapter the rather amorphous idea of brand equity has been 
explored. We began by looking at how a name has the ability to provide 
value beyond the objective characteristics of an object, and noted that 
this concept is at the heart of brand equity. It was seen that there are 
many definitions of brand equity, all of which address this notion of 
‘added value’, some in terms of financial considerations, but most from a 
consumer’s perspective. These consumer-oriented definitions all seem to 
have in common the idea that brand equity is the result of awareness for 
a brand triggering associations in memory linked to it, leading to a strong 
brand attitude with positive emotional associations that go beyond merely 
‘liking’ the brand. Many aspects of brands and their links to brand equity 
were introduced, illustrating the centrality of brand equity to effective 
strategic brand management, along with the idea of companies and 
corporations as ‘brands’. 


DISCUSSION QUESTIONS 


1 Contrast the role of brand equity from a financial versus consumer 
perspective. 

2 How does brand equity ‘add value’ to a brand? 

3 Discuss what you see as the most critical component of a strong 
brand equity. 

4 What do the various definitions of brand equity offered by Aaker, 
Franzen, and Keller have in common; and how are they different? 

5 How important are the differences between these definitions? 


6 Discuss the relationship between and among the components of 
brand image and their relationship to brand equity. 


7 In what ways do companies and corporations function as ‘brands’? 


8 What is the difference between brand equity and corporate brand 
equity? 


CASE STUDY 


Evergood coffee 


Norway is a country of few brands. One of the main exceptions to this 
rule is Evergood coffee, which can look back on 36 years of steadily 
rising popularity and market share, and always at a profit. In the course 
of these years there have been Cannes Lions and several Clio golds. 
Most important though: to be part of Norwegian marketing history. 


e Over the past 32 years, Evergood Coffee has invested NOK 138 
million in advertising, to create a revenue stream exceeding NOK 5 
billion. 


e In the past 5 years alone, the profit on this investment has been NOK 
195 million, building a ‘hidden value’ of NOK 300 million in brand 
equity along the way. 

e The brand is by far the most preferred in the market as a whole, but 
also amongst the customers of the two chains that never even 
carried the brand. 


The Norwegian market for ground coffee 


The Scandinavians are indeed heavy drinkers of coffee. The most 
common type of coffee by far is ground roast, constituting more than 
90% of coffee consumed. With such a high consumption there should 
be no surprise that this market is hotly contested with several nationally 
distributed brands that all invest heavily in marketing and distribution. 
Approximately 34,000 tons of coffee are sold annually in Norway; 85% 
of this volume is sold through grocery stores. 


In our case, Evergood is distributed in only half of the Norwegian 
grocery stores, the reason being that Joh. Johannson, the owner of the 
brand, has also been the majority shareholder in Norgesgruppen since 
1991. Therefore, the three competing groups (Rema, ICA, and Coop) 
are reluctant to sell a brand that is owned by their biggest grocery 
competitor. Only the ICA group sells Evergood due to the strong 
preference that the brand enjoys, but it has raised the price since 1992, 
and as a result given it ‘less favourable’ placement in the shops to milk 
its popularity. Altogether Evergood has a market coverage of 57%. 


The marketing strategy for Evergood 


Right from the start it was decided that the strategy of being ‘slightly 
more expensive because taste matters’ should be the guiding star for 
all marketing actions. Evergood was never intended to be a big brand. 
Instead it was meant to be a small and profitable brand. This resulted in 
a brand with an unusual consistency—never discount—always the 
same strategy. 


1 


The product: The blend was a quality selection, including a small 
percentage of the most exclusive quality offered on the commodities 
exchange, the Kenya Blue Mountain quality. Extra care was taken 
so that the taste should not differ from season to season, or year to 
year (thus the name Evergood). This made it the first brand with a 
consistent product strategy. 


The price: Evergood should be ‘slightly more expensive’; it was 
never to be discounted. Even though consumers will find ‘specials’ 
on the marque, this is only because the trade has cut their margins 
to attract more customers. From the coffee house of Joh. 
Johannson the product has never been discounted! (UK readers 
should note that coupons are forbidden in Norway, so price 
reductions are given in store and available to everyone when 
offered.) 

The distribution: Being the first to aim for a national brand, Evergood 
rapidly increased distribution to a point where it peaked at 60%. 
Owing to the integration of the retail trade over the past years it has 
fallen out of grace with major chains that would rather sell other 
brands or even own brands, so market coverage has taken a slight 
dip. 

The promotion: This is what makes this case especially interesting: 
without coupons and with very limited use of other promotions, the 
Evergood brand has been the product of good old-fashioned mass 
communication such as commercials and print advertising. This 
combined with the fact that the mass communication has had a 
national reach, but only 62% market coverage, has created an ideal 
testing ground for a ‘split run’ situation to control the effect of the 
advertising. 


In 1976, Evergood started below Friele—its main competitor—in 


preference but passed it after a couple of years, and has maintained a 
steady lead. It is an interesting fact that every time Evergood has faced 


stiffer competition, the consumer response has been new levels of 
preference, and as a result it has remained the most popular coffee 
brand, even amongst customers of chains that have never carried the 
brand. 


The owners of Evergood believe in advertising and outspent their 
competitors up till 2002. It seems very likely that this is the main 
explanation for Evergood’s remarkable ability to hold on to its 
preference in the population while being under attack from both Friele 
and three-quarters of the distribution. However, in the last year Friele 
has, for the first time, been the best-selling brand, probably due to 
increasing advertising spending and better market coverage. 

What kind of values has the Evergood advertising created? 


In addition to market share and profits, there has been a substantial 
build-up of ‘hidden values’ in brand equity for Evergood coffee. There 
are several ways to estimate brand equity. None of the methods can 
claim superiority, and the fact is that when a brand is up for sale one 
can usually apply several methods. The most common methods seem 
to be: 


e Estimated net value of the communications investment corrected for 
inflation: This method is characterized by overestimating the value of 
young brands with heavy advertising investments. In Evergood’s 
case it is the opposite that is true, since it has been advertised for 
more than 30 years. With this method the brand’s value is estimated 
at NOK 300 million. 


e The conversion model: This method is characterized by trying to 
convert a given budget to results in the form of awareness, trial, 
penetration, frequency, and market share. The calculations are done 
backwards from market share to awareness, that is: how much must 
you gain at every level to obtain a certain market share? To achieve 
results at Evergood’s level, we can estimate the cost and thus the 
value at NOK 140 million. To this an insurance premium must be 
added in case one doesn’t achieve sufficient distribution or fails the 
positioning. In total a sum of NOK 250 million seems realistic.1 The 


insurance premium constitutes the brand’s estimated result over 
three years. 


e Indirect value assessment: This is more of an economist’s method. 
One estimates the brand’s contribution to the profits over the years 
the brand is expected to ‘live’ (normally restricted to 10 years). This 
is discounted via a cash flow analysis corrected for the risk in these 
years. The sum of the cash flow plus the estimated value of the 
brand at the end of the period will be the value of the brand. With this 
method we estimate the value of Evergood to be NOK 240 million. 


e The royalty method: This method is based on estimating a royalty fee 
had the corporation leased the brand to a competitor for say a 10- 
year period. The royalty fee is mostly estimated from a percentage of 
turnover and is calculated for the period the leasing runs (normally 
10 years). With this method we arrived at NOK 350 million for the 
value of Evergood. 


From these estimates one could argue that the brand equity value of 
Evergood is close to NOK 300 million, which translates to £300 million 
since the UK has 16 times more inhabitants than Norway. 

Conclusion 


Brand equity is an estimation of the ‘hidden value’ in brands, and 
consists of two dimensions: the qualitative element of psychological 
values and the quantitative dimension consisting of economical values. 


We think we have proved beyond reasonable doubt that the main 
influence in creating these values in this case has been the advertising 
since: 


e Evergood has almost the same high preference amongst its loyal 
consumers as the consumers in chains that never stocked Evergood. 
Hence one cannot argue that this preference is a result of seeing the 
brand in store or experiencing it. 

e Evergood sustains its market growth even though it has suffered 
significantly in distribution and priority versus its main competitor 


Friele, due to its continuous investment in advertising. 


The calculation is based on an investment requirement of NOK 40 mill per annum in three 
years to achieve 90% robust awareness, 60% trial, and 30% preference-share. 


Source: WARC, IPA, Effectiveness Awards 2004, Evergood Coffee—The Norwegian 
coffee that has been slightly more expensive for 36 years. Edited by Natalia 


Yannopoulou. 


CASE STUDY QUESTIONS 


1 Critically evaluate the three brand equity approaches discussed in 


the case. 


2 Would you characterize Evergood as a brand trusted by the 


consumers and why? 


3 How could Evergood—the most preferred brand—become the best- 


selling coffee brand again? 


4 How could Evergood capitalize on its brand equity in order to plan its 


future brand strategy? 
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CHAPTER 


Brand 
Communication 


Key Concepts 


1 


2 


3 


‘Advertising’ includes any 
message where the primary 
communication objective is 
brand awareness and brand 
attitude, regardless of the media 
used. 


Involvement in purchase 
decisions is a function of risk, 
defined in either fiscal or 
psychological terms. 


Brand purchase decisions will be 
driven by either negative 
motives, where a problem is to 
be solved or avoided, or positive 
motives, where a reward is 


sought from the product. 
Within a brand’s marketing 
communication the positioning 
will inform both brand 
awareness and brand attitude 
strategy. 

Benefit selection for positioning 
in marketing communication 
should be based upon 
importance to the target 
audience, perceived ability to 
deliver, and doing so uniquely or 
better than competitors. 

Brand awareness will be either 
recognition or recall based, 
depending upon how the brand 
decision is made. 

Both involvement and motivation 
are critical to communication 
strategy for building brand 
attitude. 


While digital media continues to 
grow in importance for brand 
communication strategy, there 
continue to be concerns. 


Introduction 


In the last chapter we saw that from a consumer’s perspective brand equity follows 
from awareness of the brand, leading to learning something about it and the 
establishment of an attitude towards the brand, informed by emotional associations 
with that learning. When this is positive, it leads to loyalty to that brand. Establishing 
a strong positive brand equity is what is necessary for building strong brands, and this 
follows from effective marketing communication. In fact, it could be argued that 
without marketing communication, there would be no brand. With this statement, we 
are taking a very broad view of marketing communication, but in essence we are 
saying that without some form of marketing communication it is unlikely that anyone 
will become aware of a brand, let alone learn anything about it. 


In this chapter we will first be taking a broad look at brand communication, with 
an emphasis on the importance of understanding involvement and motivation to the 
development of an effective brand message. We will then address how a brand should 
be positioned. We will be looking at how to develop an effective positioning for a 
brand within its marketing communication. Positioning the brand correctly is critical 
because this is where the benefit or benefits are selected for effectively differentiating 
your brand from competitors. Next, we will consider the strategies needed in 
executing effective marketing communication, specifically advertising. This will 
involve a detailed look at the roles of brand awareness and brand attitude strategies, 
and how they must reflect how consumers go about making product and brand 
decisions in the category. Getting this right is essential for building brands. Finally, 
we take a brief look at options for delivering the brand’s message, with a particular 
emphasis on digital media. 


The original meaning of the word ‘brand’ seems to derive from an Old Norse word 
brandr, which meant ‘to burn’ (Interbrand Group, 1992). Yet in the etymology of the 
word, this idea of branding as a ‘permanent mark deliberately made with a hot iron’ 
now takes second place to ‘goods of particular name or trade mark’ (NSOED, 1990). 
But does this really describe what is understood as a brand? The American Marketing 
Association describes a brand as a ‘name, term, sign, symbol, or design, or a 


combination of them intended to identify the goods and services of one seller or group 
of sellers and differentiate them from those of competitors’. 


The American Marketing Association (AMA) definition concerns the reason for a 
brand: to enable a person to identify one alternative from a competitor. All this is true, 
but a brand must be a label in the true sense of that word: something ‘attached to an 
object to give information about it’ (NSOED, 1990). The information about a brand in 
very large measure comes from its marketing communication, and as we have 
suggested it could be argued that without advertising there would be no brands. This 
is because in the main it is marketing communication in some form that raises 
awareness of a brand, and gives it ‘meaning’. This meaning is informed by brand 
attitude and learning from marketing communication, which in its turn builds brand 
equity. 

When thinking of brands, most people usually think of products they buy: Coke, 
Cadbury, Ford, Hoover, Persil, Mars. But just about anything can be ‘branded’. 
Products, services, corporations, retail stores, cities, organizations, even individuals 
can be seen as ‘brands’. Remember, a brand name is meant to embody information 
about something, information that represents an added value, differentiating it in a 
marked way from alternatives. A brand name is meant to trigger in memory positive 
associations with that brand. Politicians, hospitals, entertainers, football clubs, 
corporations, they all want their name, their brand, to mean something very 
specifically to their market. It is how they wish to be seen, and how they wish to be 
distinguished from competitive alternatives. Two strategic elements are essential to 
establishing and maintaining the desired meaning of a brand: an effective positioning 
and brand attitude strategy. 


In a study conducted by one of the authors the taste of six then-currently marketed 
beer brands in the USA were evaluated by a sample of beer drinkers who were told 
what brands they were tasting. In one test people knew what they were drinking, but 
in a second group the drinkers did not know what they were drinking. The results of 
their taste evaluations were ‘mapped’ (using a multivariate statistical analysis which 
positions the brands in relation to how similarly they are evaluated, in our case in 
terms of taste), and the results are illustrated in Figure 6.1. 


The mapping shows the results of the relationships between the six brands studied 
in terms of how similarly or differently beer drinkers evaluated the taste of each when 
they knew what they were drinking. What was found is that on one side of the ‘space’, 
Coors and Miller Lite mapped rather close to each other, indicating that the beer 
drinkers felt they were rather similar in taste. Both are marketed as premium beers. In 
the middle of the space we find Budweiser and Pabst, each seen as tasting quite 
different from Coors and Miller Lite, but also different from each other. Budweiser is 


marketed as a premium beer, Pabst as a regular beer. Towards the right of the space 
we find first Colt 45, then Guinness Stout. Colt 45 is a malt liquor, and Guinness is, 
well, Guinness. 


But there is more to it than just this. An analysis of beer advertising at that time 
revealed clear differences between the people and settings in the advertising for 
regular beer versus premium beer versus super-premium/imported beers (along with 
price beers, the four industry designations at that time). Regular beer adverts showed 
‘rugged’ men in flannel shirts doing outdoor sporting activities; even riding a bucking 
bronco. With premium beers, people in the adverts were casually dressed, having fun 
together at a party or a friendly pub. With super-premium and imported beer adverts, 
those shown in the adverts were much better dressed, and in much more up-scale 
environments. 
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FIGURE 6.1 Taste perceptions of six beer brands where brand is known 
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FIGURE 6.2 Taste perceptions of six beer brands where brand is not known 


Advertising for the six brands studied was true to this template. The ‘meaning’ for 
the type of beer brand is clearly shown in the mapping of Figure 6.1. And, this is 
underscored when we look at how the brands mapped when a second group of beer 
drinkers evaluated the taste of the same six brands, but did not know what they were 
drinking. As you can see in Figure 6.2, if beer drinkers do not know what they are 
drinking, there is no ‘meaning’ to the brands. They only know that the darker beer 
(Guinness) is different from the rest. The brand names provide the meaning for what 
type of beer they are drinking not the taste. We shall return to this study later in the 


chapter, and look more closely at what else beer drinkers are learning from beer 
advertising. 

When one thinks about brands and marketing communication, especially within a 
brand equity context, it is usually in terms of advertising. It is advertising that builds 
awareness of a brand and contributes to a positive attitude toward the brand. This, 
over time, establishes brand equity. 


It must be kept in mind that ‘advertising’ is any message where the primary 
objective is to build and sustain brand awareness and brand attitude, regardless of 
how that message is delivered. Managers must think more broadly than just traditional 
mass media, including digital media. This is a strategic consideration, and the 
manager should be looking for any effective way to reinforce brand awareness and 
build positive brand attitude (ie. to ‘advertise’). This means potentially using 
anything from packaging, retail store atmosphere, trade shows, endorsements, even 
the side of delivery trucks, in addition to more traditional ‘advertising’ media such as 
television, radio, posters, magazines, and newspapers, along with digital media. For 
example, in 2013 when Pepsi began a concentrated effort to unify their ‘look’, they 
made changes to align it across all aspects of their marketing communication, from in- 
store marketing and coolers to trucks and packaging (Zmuda, 2013). 


KEY CONCEPT 


‘Advertising’ includes any message where the primary 
communication objective is brand awareness and brand attitude, 
regardless of the media used 


When most people think about advertising they are thinking about 
commercials on TV and adverts in magazines; or more and more 
annoying interruptions on the Internet or social media. But advertising 
is any message where the objective is to raise awareness of the brand 
and help build positive attitudes towards it. It does not matter how the 
message is delivered. 


Looking broadly at marketing communication, there are really only two basic 
types of messages: those that are meant to contribute to building long-term brand 
equity and those meant to stimulate immediate action. Advertising messages are the 


former, promotion messages the latter. In fact, this strategic distinction is embodied in 
the Latin root of the words advertising and promotion: advertere, to turn toward and 
promovere, to move ahead. This is why when talking about marketing communication 
in building brand meaning and equity we are almost always talking about 
‘advertising’; that is, messages meant to contribute to building and sustaining brand 
awareness and positive brand attitude, leading to a strong brand equity. Of course, 
managers do use marketing communication tactically with promotion, and the 
planning and strategic management of all this is what integrated marketing 
communication (IMC) is all about (Percy, 2014). And, as Prentice (1977) pointed out 
years ago, with something he called ‘consumer franchise building’ promotions, a 
promotion’s message must also help build positive brand attitude, as well as 
contribute to long-term brand equity (Mela et al., 1997). But in this chapter, we will 
only be considering advertising. 


Importance of involvement 


Critical to an understanding of what is required in the development of advertising that 
will be effective in building brands is an understanding of involvement and 
motivation. We need to know, for our target audience, whether they see the purchase 
of brands in the category as either a low- or high-involvement decision; and, we need 
to know if the underlying motivation that is driving behaviour in the category is 
negative or positive. Before going on, we need to look at these critical dimensions. 
Involvement reflects the degree of risk perceived by people when deciding whether to 
buy or use a product or service (cf. Nelson, 1970). This perceived risk can be seen in 
terms of either psychological risk or fiscal risk, but in either case is specifically 
associated with the target audience. For most of us, buying a brand of casual clothes is 
a relatively low-involvement decision. It likely does not cost a lot of money, and we 
generally dress to please ourselves. Not so, however, with young teenagers. For them, 
a great deal is at stake, making the choice of casual dress a high-involvement 
decision. They would not be caught dead wearing a brand of which their peers did not 
approve. This suggests that the level of involvement in a product decision will be very 
much a function of how the target audience looks at the purchase. 


The reason why it is so critical to be concerned about involvement in terms of 
advertising, and specifically brand attitude strategy is that it affects the degree of 
acceptance or believability required in the message. When dealing with low- 
involvement situations, when the target audience sees little or no risk in the purchase, 
it is not really necessary to completely accept the message as true. If a person thinks it 
might be true, something Maloney (1962) called ‘curious disbelief’, they will form a 
tentatively positive brand attitude. They can try the product, based upon this tentative 


belief, because if it turns out not to be true, they haven’t lost much. But if it was true, 
and they did like the product, then a more permanent positive brand attitude will 
begin to develop. But when the target audience feels there is some risk in the purchase 
decision, they need to be certain of their choice before they make the purchase. With 
high-involvement decisions, the target audience must believe the message and accept 
it as true. This helps them form a positive brand attitude prior to actually making a 
purchase. As one might imagine, how one deals with the creative content of 
advertising will differ significantly depending upon whether one is dealing with a 
perceived low- or high-involvement purchase decision. 


KEY CONCEPT 


Involvement in purchase decisions is a function of risk, defined 
in either fiscal or psychological terms 


It is important to know if a brand’s target audience thinks there is risk 
involved in the purchase of the brand. If there is no perceived risk, 
either fiscal or psychological, in buying the brand, this would be 
considered low involvement and it would not be necessary to convince 
the target with marketing communication, only make them curious 
about it. If a mistake is made and they do not like the brand, nothing 
much has been lost. But if there is a perceived risk in the purchase, 
this is a high-involvement decision and the claims made must be 


accepted as true before purchase to guard against making a mistake. 


Importance of motivation 


Psychologists suggest that all human behaviour is the result of a particular motivation. 
While they may argue about what those motivations specifically are, there is general 
agreement that there are only a handful of different motivations involved. And again, 
while not all psychologists are in total agreement (some psychologists feel all motives 
are negatively oriented, that everything we do is to more-or-less ‘solve’ a problem in 
one way or another), most consider that some motives are positively originated and 
others negatively originated. This is the view that we take. While early thinking about 
motivation centred only on drive reduction, both drive reduction and drive increase 


are involved in behaviour (Wickelgren, 1977; Warr et al., 1983). 


The reason why it is so important to understand what motivates people to purchase 
or use a product or service for marketing communication, and especially brand 
attitude strategy is that if the advertisers do not know why the consumer wants the 
brand they will not be able to effectively relate benefits to the brand. When dealing 
with negatively motivated behaviour, messages must focus directly on the benefit. But 
when behaviour is positively motivated, the message must deal with the emotional 
consequences of the benefit. 


KEY CONCEPT 


Brand purchase decisions will be driven by either negative 
motives, where a problem is to be solved or avoided, or positive 
motives, where a reward is sought from the product 


It is important to understand the underlying motivation driving brand 
purchase decisions because it will dictate creative tactics. With 
negative motivations the message should focus on the benefit 
positioning directly, but with positive motivations the benefit is 
indirectly communicated through the execution itself, arousing an 
emotional response which becomes the benefit. 


ESS SSS SSS 


When considering negatively motivated behaviour, it is important to understand 
that this does not mean negative in the sense of being ‘bad’. Negative motives 
generally deal with behaviour that is meant to solve or avoid a problem. A 
homemaker has a counter full of dirty dishes (problem) and needs washing-up liquid 
to get them clean (solution); or a father is worried about what will happen to his 
young family if he has an accident and can’t work (problem), so he buys insurance 
(avoidance). 

Positive motives generally involve seeking personal satisfaction or social approval. 
A person sees some pastries in a bakery window and buys some to enjoy (sensory 
gratification), or they buy a fancy new outdoor grill to impress their neighbours 
(social approval). Whether the motivation driving the behaviour of the target audience 
is positive or negative, it is important that advertising is consistent with the underlying 
motivation. 


Brand positioning 


Why do some people shop at ‘better’ stores when they can buy identical (brand name) 
products for much less at a discount store? Clearly, price is not the most important 
consideration in their shopping decisions. They are looking for something else, but 
how do they know where to find it? They rely upon their knowledge or experience of 
different retail stores to direct them to stores where they expect to find what they 
want. This image or understanding of the store in their mind is cued by or 
communicated by the store name, the brand. In marketing a retail store, one may want 
people to feel it always offers the lowest price, or the widest variety of merchandise, 
or the most enjoyable shopping experience; just as with any product, where a 
marketer is looking to differentiate or distinguish it from competitors. This is known 
as positioning. 

Before going on, an important distinction must be made. Brand positioning occurs 
at two levels. In the marketing plan, an overall positioning for the brand will be 
established. Is this a price brand or a luxury brand? Will it be marketed to a wide 
audience or a particular niche? Such positioning questions establish the target market 
for a brand. Once these general positioning parameters are established, a more defined 
positioning, designed to optimize particular benefits of the brand relative to 
competitors must be developed. It is this more refined positioning that is needed for a 
brand’s marketing communication, and this is what we will be dealing with here. 


The idea of ‘brand positioning’ can mean many things. It could refer to where a 
brand is seen in a category relative to its competitors; it could refer to the benefits or 
‘images’ associated with a brand. Kotler has defined it in terms of enabling a brand to 
occupy a ‘distinct and valued place’ in the mind of the target consumer (Kotler, 2003). 
All these meanings are important and must be considered when thinking about how to 
specifically position a brand in advertising and other marketing communications. This 
is usually summarized in a positioning statement that addresses the benefits a brand 
offers a specific target audience in order to satisfy a particular need, as we shall see 
later. 


There are two basic types of positioning: central versus differentiated. A centrally 
positioned brand must be seen to deliver all the main benefits generally associated 
with the product category. This means that a centrally positioned brand advertised as 
the ‘best brand in the category’ would be believable because people see it as offering 
all the main benefits they are looking for in that type of product. Centrally positioned 
brands are generally category leaders, and they do not need to continually list their 
benefits. For example, a category leader might simply position itself as ‘the best’. Of 
course, people must believe this. A central positioning can also work if a brand is seen 
as doing as good a job as the category leader, especially if it is lower priced. Brand 


names that have come to define a category, such as Hoover (in the UK you do not 
vacuum a rug, you Hoover it) and Kleenex can easily be seen as centrally positioned. 


All other brands should adopt a differential positioning, where one looks for an 
important benefit that consumers believe the brand offers, and does a better job than 
other brands. This is where the correct positioning strategy is so important, and that 
will be addressed in the rest of this section. 


Brand positioning may be thought of as a ‘supercommunication’ effect that tells 
the potential customer what the brand is, who it is for, and what it offers. This reflects 
the relationship between brand positioning and the two core communication effects of 
brand awareness and brand attitude, which are discussed later in the chapter. Because 
brand awareness and brand attitude are always objectives for a brand’s marketing 
communication, they provide the foundation for a general model of brand positioning 
(Figure 6.3). In this general model, two questions are asked? What is it, and what does 
it offer? The answer to the first question, ‘what is it?’ refers to the link we want to 
establish in memory between a brand and the need, and what brand awareness is all 
about. When the need for a product occurs, we want our brand to come to mind. The 
answer to the question, ‘what does it offer?’ reflects the link we want to establish in 
memory between a brand and its primary benefit. 


To be successful, a brand must occupy a ‘salient’ position within the target 
audience’s consideration set. In fact, the strength of a brand’s salience is one indicator 
of the brand’s equity. (A useful measure of this is the ratio of top-of-mind recall to 
total recall among competitive brands in a category, which will be discussed in 
Chapter 7.) The target audience for a brand should immediately understand that the 
advertising is talking to them. A brand must be positioned in its marketing 
communication in such a way that when the need for such a product occurs, that brand 
comes to mind. Then, the brand must be linked to a benefit that provides a motivating 
reason to consider it (the global benefit of ‘best’ in the case of a centrally positioned 
brand). It is this link between the brand and benefit that lies at the root of building 
positive brand attitude, which in its turn builds positive brand equity. 


Within a brand’s marketing communication the positioning will 
inform both brand awareness and brand attitude strategy 


The positioning of a brand within its marketing communication 
addresses how the brand satisfies the category need which informs 


brand awareness strategy consistent with the benefit the brand offers 
which will inform brand attitude strategy. 


Positioning and brand benefit 


Benefits play a central role in effective positioning. But as already suggested, benefits 
are related to brand attitude, and brand attitude is what drives purchase motive. ‘I love 
Cadbury’ is an attitude about Cadbury that connects the brand in the consumer’s mind 
with a likely reason to buy: sensory gratification. Where does this brand attitude come 
from? It is the result of one or more beliefs about the specific benefits that Cadbury is 
seen to offer. Effective communication strategy requires an understanding of what that 
belief structure is, and how it builds brand attitude. One might think of this as an 
overall summary judgement about a brand, and it follows the most widely used model 
of attitude, the expectancy-value model. 


What /s it? What does it offer? 


Category 
iii., 


BRAND Benefit 


4 Brand attitude ` 


FIGURE 6.3 General model of brand positioning 


Brand awareness 


Purchase motivation is really the underlying basis of why a benefit is seen as 
important. Purchase motives are the fundamental ‘energizers’ of buyer behaviour. As 
a result, an effective positioning must reflect the correct motive, the one associated 
with why consumers in the category are really buying particular brands. 


It is also important to distinguish between motives that drive product category 
decisions rather than brand decisions. People may buy lower calorie foods because 
they are watching their weight (a negative motive), but buy particular brands for more 
taste-related reasons (a positive motive). This is an absolutely critical distinction. 
Benefits such as being low in calories or fat relate to negative motives like problem- 
solution or problem-avoidance, and are unlikely to drive specific brand purchases. 
Someone may be looking for a lower calorie product, but probably not at the expense 
of taste. The reason that this is such an important point is that when dealing with 


motivation the advertising execution becomes the product benefit, as we shall see in 
the section on brand attitude later in this chapter. On the other hand, when dealing 
with negative motives, the benefit is in the information provided. 


Benefit selection 


The benefits that a brand emphasizes in its brand communication should be selected 
according to three major considerations: importance, delivery, and uniqueness (Percy 
and Rosenbaum-Flliott, 2016). Importance refers to the relevance of the benefit to the 
underlying motivation. A benefit assumes importance only if it is instrumental in 
helping meet the consumer’s purchase motivation. Delivery refers to a brand’s 
perceived ability to provide the benefit. Uniqueness refers to a brand’s perceived 
ability to deliver on the benefit relatively better than other brands. As Boulding et al. 
(1994) have pointed out, this uniqueness must be seen in the message about the 
benefit. What one is looking for are one or two benefits, relevant to the underlying 
motive, that can produce a perceived difference between alternative brands. These 
benefits should then be emphasized in a brand’s marketing communication. 


A note in passing: We are talking about perceived delivery and uniqueness. Just 
because a brand may not now be thought to provide benefits that could optimize 
purchase against important motives does not mean this perception cannot be created 
(unless, of course, it stretches the consumer’s understanding of the brand, which is 
one reason why it is necessary to fully understand current brand attitude). 


Suppose someone was looking to buy a new car, perhaps after receiving a 
promotion with a big increase in salary. Some of the things they might be considering 
in making a choice are: safety, value, mileage, power, stylishness, exciting envy. 
Obviously, this does not represent everything you might consider, but it will serve for 
an example. In order to determine which benefit (or benefits) is likely to be driving 
their consideration of a new car, one would need to know how important each of these 
considerations is to them, and whether or not they feel a particular automobile 
delivers that benefit, and ideally deliver it better than competitors. 


Finding important benefits, related to the underlying motives driving choice, that 
the brand can deliver, is tied directly to people’s attitudes towards the brand. That is 
why this is so important to positioning. One is looking for the one or two benefits 
most likely to positively affect brand attitude. The idea of uniqueness is related to 
trying to come up with benefits that the brand can be seen as delivering better than 
other brands. For example, Volvo might be seen as uniquely delivering on safety 
while BMW uniquely delivers on performance. Finding the best benefits to emphasize 
in positioning a brand is critical to its success. 


Benefit selection should be based upon importance to the target 
audience, perceived ability to deliver it, and doing so uniquely or 
better than the competition 


In selecting the brand benefit to use in marketing communication the 
manager is looking for something the target sees as essential, or at 
least desirable, in a product like it. The target audience must also 
believe that the brand can deliver the benefit, or has the potential to, 
and that it can do it better than other brands. 


Benefit focus 


Up to now the term ‘benefit’ has been used in a rather general way. We have 
considered a benefit as any potential positive or negative reinforcer for a brand, in line 
with our definition of brand attitude as representing the overall delivery on the 
underlying motivation. It is important to remember that motivation is really the 
underlying basis of the benefits associated with a brand. Motivation is, after all, the 
fundamental ‘energizer’ of buyer behaviour. These same motives also energize the 
usage of products. A correct answer to the question of why buyers in the category are 
really buying particular brands reflects this underlying motivation. Again, this is why 
it is so important to explore this issue in qualitative research, which we will be 
looking at in the next chapter. Unfortunately, most benefits tend to be motivationally 
ambiguous. 


As we discussed earlier, it is important to address the motivation underlying the 
brand decision in a brand’s communication, not the category decision. They can be 
different as we saw. Looking at other examples, people may buy casual footwear 
because it is comfortable (a negative motive), but buy particular brands for more 
‘style’ related reasons (a positive motive). Benefits like comfort or low price relate to 
negative motives, and would not resonate with someone choosing a brand for style. 
As a result, they are less relevant to brand equity. Yes, someone may be looking for a 
good price in the category, but probably not at the expense of ‘style’. You can’t 
‘prove’ you have a more ‘stylish’ or popular shoe, but you can make people believe 
you do. 


Throughout this discussion of positioning, mention has been made of the 
importance of the underlying motives that are associated with why people make a 
particular brand choice. A brand’s marketing communication, to be effective, must be 


consistent with this underlying motive. 


It must reflect the fundamental distinction between positive and negative 
motivations. The way this is done is through the way the creative execution focuses 
on the benefit. When the motive is positive, the benefit focus should bear the 
emotional consequences of the benefit, and when the motive is negative, the benefit 
focus should be directly on the benefit. 


How you creatively execute the benefit focus in the advert is critical. One way of 
looking at this, especially when dealing with negative motivations, is something that 
has been referred to as ‘framing’. According to Aaker (2013), framing defines a 
subcategory (or possibly a category) and shapes how the brand choice is discussed, 
providing a perspective and vocabulary. Supporting metaphors (for example) and the 
specific words used are key to framing. For example, it has been found that benefits 
expressed positively have more impact than if they are expressed negatively. It is 
better to say ‘75% lean’ (positive) than (negative) ‘only 25% fat’ (Levin and Gaeth, 
1988). The benefit is the same, the framing is different. 


Positioning statement 


In the general model of positioning we saw that the important relationship between 
the brand and why people need it, is linked to brand awareness. The model also shows 
the need to establish a link between the brand and its benefit, providing a motivating 
reason to consider the brand. We have seen that to optimize benefit selection you need 
to identify what is important to the target audience, that the brand is seen to deliver 
and where it can do it uniquely. Also, we have learned how the purchase decision 
motivation informs the way the creative execution should focus on the benefit. These 
steps are summarized in Table 6.1. Now the manager is ready to write a positioning 
Statement. 

In its simplest form, a positioning statement follows these steps: [brand name] is 
the brand for (target audience) that satisfies (category need) by offering (benefit). This 
may be refined somewhat as follows: 

For the target audience, the brand satisfies why people need it; by providing a motivating reason to consider it; 


emphasizing in its advertising an optimum benefit; with a focus consistent with the motivation driving 
behaviour in the category. 


TABLE 6.1 Steps for positioning a brand in marketing communications 


Relate the brand to a category need for effective brand awareness. 


Relate the brand to an overall benefit to build positive brand attitude. 


Select a specific benefit in terms of its importance, delivery, and 
uniqueness. 


Correctly focus upon the benefit relative to the appropriate motivation 
driving behaviour in the category. 


A more detailed discussion of the positioning statement may be found in Rossiter and 
Bellman (2005). 


Now it is time to look at how to execute the brand’s message. 


We have seen how a brand is a ‘label’ for something that helps someone identify a 
particular product, and is associated in memory with what is known and felt about it. 
That knowledge and those feelings help define a brand’s ‘equity’, which is built and 
nurtured by how it is presented in marketing communication, how it is positioned. We 
have also seen that how a brand is positioned in its advertising and other marketing 
communication relates directly to the two universal communication objectives, brand 
awareness and brand attitude. 


Positioning establishes the link in the consumer’s mind between the brand and 
category need, and why the consumer wants the product. When a need for the product 
occurs, managers want their brand to come to mind. This is what brand awareness is 
all about. But how can a company ensure it is their brand that comes to mind and not 
a competitor’s? Positioning also establishes the link in memory between a brand and 
what it offers, its benefit(s). But how can this be done? Answering these two 
questions is what brand communication strategy is all about, and what informs the 
creative execution of the brand’s message. 


Brand awareness strategy 


Brand awareness and its critical link to brand equity was discussed in the last chapter, 
especially its contribution to a sense of brand familiarity. When someone goes 
shopping, they are likely to buy a brand with which they are familiar. But how did 
they settle on that particular brand? Did they see it on the shelf, or did they 
specifically ask for it? Or, did they go to the store with that brand in mind? Were they 
also familiar with other brands that they did not buy? How familiar? How many? A 
number of very important principles about brand awareness are suggested by these 
questions. 


Consider these last questions for a moment, the ones dealing with brand 
familiarity. If someone is to name all the brands of pain relievers they can think of, 
how many are likely to come immediately to mind? Most people will think of one or 
two, possibly three, but not more. Yet as they consider the questions, additional 
brands are likely to come to mind. This difference between what is immediately 
thought of and those that come to mind later reflects something called salience. 
Brands that immediately come to mind are said to be salient. People are generally 
aware of a lot more brands than are salient at any one time. A company really doesn’t 
care that much if someone knows about their brand if it is not salient. For a brand to 
be purchased, almost always it must be one that comes to mind immediately. This is 
why getting the link between the brand and the category need correct in positioning is 
so important, and forms the basis for how brand awareness is dealt with in the 
execution. It is this link that establishes salience for the brand in memory. 


The other questions posed above reflect the ways brand awareness works, 
depending upon how someone actually makes a purchase in a brand’s category. 
Knowing how brand awareness operates in the actual brand purchase or usage 
decision is critical to the creative execution because the advert must reflect it. Getting 
it right means it will be encoded correctly in memory, and that the brand will come to 
mind when the need is aroused. In many situations (almost all fmcg), people choose a 
brand after it is ‘recognized’ at the point of purchase. In other situations, they must 
‘recall’ the brand they want in order to ask for it. And in yet other situations, they may 
think about wanting a particular brand before shopping, then be reminded of it when it 
is recognized in the store; or recall it when they get to the store so they can ask for it. 
These situations define the two fundamental types of brand awareness strategy: 
recognition and recall (Table 6.2). 


Recognition brand awareness 


If you stop to think about it, people spend very little time thinking about most of the 
things they buy: toothpaste, snacks, detergent, pain relievers, soft drinks, washing 
powder. These are all products purchased as a result of something John Howard (the 
father of the study of consumer behaviour) called routinized response behaviour 
(Howard, 1977). Someone sees the product in a store and decides they want it or are 
reminded that they need it. 


When the purchase decision for a brand is made like this, the appropriate brand 
awareness communication objective is recognition brand awareness. Basically, this 
means visual iconic learning (Rossiter and Percy, 1988). In such cases a brand’s 
advertising must present the brand as it will be seen at the point of purchase. In most 
cases this means it will be necessary to clearly feature the package in all advertising 


for the brand. It also means that when recognition awareness is needed, radio should 
not be used in the media mix since obviously the package cannot be ‘seen’ as it will 
appear in the store. An exception to this rule would be if recognition of the brand 
occurred from hearing the brand name. This would be the case with such things as 
insurance or financial services companies, or in fact any product that is marketed via 
telemarketing. When called on the telephone it would be necessary for you to 
recognize the brand name if you were to seriously give it any consideration. 


TABLE 6.2 Brand awareness strategy 


Recognition When the purchase decision is made at the point of purchase, 
brand where the need for the product is stimulated by seeing the brand. 
awareness 

Recall When the brand name must be remembered (or recalled) once 
brand the need for the product occurs. 

awareness 


Recall brand awareness 


While most of the things bought in stores occasion recognition brand awareness, there 
are many situations where the consumer must remember the brand name in order to 
ask for the product. For example, when a waitress in a restaurant asks what kind of 
beer a customer would like, they must recall the brand they want from memory. In 
fact, before they arrived at the restaurant they had to recall the restaurant name from 
memory. They decided they wanted to eat out, and considered what they were in the 
mood for (category need). That need was associated with or linked in memory to a 
salient set of restaurants, and they picked one from that ‘considered set’. It is very 
unlikely they decided to go out to eat, then drove around until they recognized a 
restaurant where they would like to eat. 


In situations like this where someone must pull the brand name from memory in 
order to make the purchase (or utilize the service), recall brand awareness is the 
appropriate brand awareness communication objective. This depends upon verbal 
paired-associated learning (Lee and Ang, 2003). When recall brand awareness is 
needed, advertising for the brand should repeat the brand name as often as practical, 
but always linked to the category need. Repetition is important because associative 
learning is more difficult in a cluttered environment (Kent and Allen, 1993). In fact, 
the association should be need first, then brand. The advertising sets up the need, then 
provides the brand to satisfy the need. This is what helps establish the appropriate 
links in memory between the need and the brand so that when the need occurs in ‘real 


life’, the brand will come to mind. 


This linkage is critical if the brand is to be successful. Unfortunately, many brand 
names in and of themselves do little to help consumers associate the name with the 
category need. As a result, brand names are subject to what neuropsychologists call 
‘blocking’, that all-too-familiar experience of recognizing someone but not being able 
to remember their name (cf. Schacter, 2001). The information is in memory, and in 
fact retrieval cues may even be in place that would be expected to trigger recall, but 
the name remains tantalizingly out of reach when needed. The reason people often 
have trouble remembering someone’s name is that names are difficult to retrieve from 
memory because they tend to be isolated from conceptual knowledge. After all, what 
is a Rosenbaum-Elliott or a Percy or a Pervan? Without a strong association in 
memory with something specific that is linked to the effort to remember a name, it 
will be hard to recall. 


Just like proper names, brand names may be ‘blocked’, especially if they are not 
well integrated with a specific category need. There must be immediate associations 
in memory between the need and brand if it is to be recalled when that need occurs, 
and it is advertising’s job to build and sustain that association. Another potential 
problem, if the links in memory are not strong, is that competitive brands with 
stronger associations will more likely be recalled, blocking recall of our brand. This is 
why it is so important to create a unique identity for a brand in its advertising and 
other marketing communication in order to avoid potential confusion in memory with 
other brands. This is especially true when a brand is not the market leader. 


Recognition and recall brand awareness 


What if the manager is not sure if the purchase decision is driven by recognition or 
recall? Or what if in some situations recognition drives purchase and sometimes recall 
drives purchase? If someone goes to the shops for a bottle of gin, they are likely to 
‘recognize’ the brand they want and purchase it. But if they are in a restaurant and ask 
for a gin and tonic, what if the waitress asks what brand of gin they would like? It 
would be necessary to recall the desired brand from memory. When someone is not 
sure, or if both types of decision-making situations are likely, the brand’s advertising 
must use both recognition and recall brand creative tactics in the execution. This 
means that a clear indication of the package as it will be seen at the point of purchase 
must be present, as well as a strong need—brand link established. 


Brand awareness will be either recognition or recall, depending 
upon how the brand decision is made 


There are two distinctly different types of brand awareness, based 
upon how purchase decisions are made. If the decision is made at the 
point of purchase when seeing (recognizing) the brand reminds the 
target of a need for it, this is recognition awareness. When a need 
brings the brand to mind, that is recall awareness. This distinction is 
important because it reflects different ways in which the brain deals 
with satisfying a need and creative tactics must account for this 
difference. 


a ___________a_ _ _ i____ ___i ____________________________,, 


Brand attitude strategy 


The idea of a brand as a label as we saw in the introduction to the chapter is really the 
key. A brand provides information, and that information comes from marketing 
communication. Think about a brand you know. What comes to mind when you think 
about it? No doubt a great deal more than the fact that it is a particular type of 
product. Perhaps you were thinking about how much you like it, that it is well known, 
or that it is ‘one of the best’. All these thoughts reflect brand attitude. The attitude you 
hold towards a brand reflects everything you know about a particular product and 
what it means to you. It provides a convenient summary of your feelings, knowledge, 
and experience with the brand as we discussed in the last chapter. It means you do not 
need to spend a great deal of time ‘researching’ a product each time you are 
considering a purchase. Your evaluation of the product is immediately reconstructed 
from memory, cued by the brand name. In many ways, building and ensuring a 
continuing positive brand attitude is what strategic brand management is all about, 
and this is largely accomplished with advertising or some other form of marketing 
communication. 


The effect of a positive brand attitude leads to brand equity, as we saw in the last 
chapter, and this brand equity represents an added value to a product in the 
consumer’s mind, enhancing the overall value of that product well beyond its merely 
functional purpose. In trying to understand what the relationship between a brand and 
marketing communication is all about, it will pay to briefly consider a few questions. 
Think about chocolate for a minute. Basically, chocolate is chocolate. Or is it? Are 
some brands better than others? Why? What about washing powder? They all get the 
job done, and use the same basic ingredients. Or do you think some do a better job 


than others? What about toothpaste, or vodka, or underwear? Where do the 
differences among brands in these product categories come from? How much of the 
difference is ‘real’ versus perceived? Why do you prefer one brand over another, 
especially if, when looked at with a coldly objective eye, there is very little, if any, 
actual difference in the products? Answers to these questions reflect brand attitude 
built through marketing communication. 


Involvement The degree of ‘risk’ (fiscal or psychological) associated with the 
purchase decision, whether low or high, determines whether the 
message must be accepted or believed (high involvement) or only 
a tentatively positive attitude created (low involvement). 


Motivation Understanding the motivation during the purchase decision, 
whether it is positive or negative, determines how to focus upon 
the brand’s benefit. 


This underscores that to a large extent a brand is not a tangible thing at all, but 
rather the sum of what someone knows, thinks, and feels about a particular product. In 
a very real sense, brands only exist in the minds of consumers, but that does not make 
them any less real. It is the job of a brand manager to effectively manage how 
consumers see their brand versus competitive alternatives, and they do this with 
marketing communication. 


As we discussed earlier there are two fundamental considerations that must be 
taken into account to effectively build positive brand attitude: involvement and 
motivation (Table 6.3). These two criteria go to the heart of how and why people 
make product choices, and as a result must guide how the brand’s message is executed 
in marketing communication. The issue of involvement is important because it 
influences what is needed to successfully process a message. Motivation is critical 
because it dictates how the benefit must be treated in the execution of a brand’s 
message. Obviously, the better the execution, the more likely it will be processed, and 
the more effective the brand’s marketing communication will be in building and 
sustaining a strong brand equity. 


The Rossiter-Percy grid 

Recognizing the importance of involvement and motivation in the development of 
effective brand advertising, these two considerations have been used to define the 
brand attitude quadrants of the Rossiter—Percy grid (1997). Basically this grid 


provides a structure for identifying the appropriate creative tactics to be used in 
effecting positive brand attitude with advertising and other marketing communication. 


Each of the four quadrants occasioned by combinations of involvement and 
motivation with the purchase decision require different creative tactics for delivering 
the brand’s message. These brand attitude strategic quadrants are shown in Figure 6.4. 
Notice that they label strategies for dealing with negatively originating motivations 
‘informational’, and those dealing with positively originating motivations 
‘transformational’. These labels reflect the general goal of brand communication for 
negatively motivated behaviour to provide information to help solve or avoid the 
problem at hand, and for positively motivated behaviour to ‘transform’ your mood 
from a neutral or dull state to a more positive feeling resulting from enjoying a 
product or gaining social approval from purchasing it. 


MOTIVATION 
Informational Transformational 
(negative) (positive) 


Low 


INVOLVEMENT 


High 


FIGURE 6.4 Rossiter—Percy grid brand attitude strategy quadrants 
Source: Rossiter and Percy (1997) 


Before going on, we should point out that others in the past have proposed various 
‘grids’ to help explain or identify types of marketing communication. Perhaps the 
best-known example is the so-called FCB grid introduced back in the 1960s. Despite 
the many problems that have been pointed out over the years, many textbooks and 
marketing practitioners continue to refer to it. This is unfortunate, for there are serious 
problems with the ideas upon which it is built (Rossiter et al., 1991). 


The real strength of the Rossiter—Percy grid is that it helps focus the manager’s 
thinking about a brand in terms of how its target audience makes choices in the 
category. What is the perceived risk or involvement in the purchase or use of the 
brand? What motivates people to purchase products or services in the brand’s 
category? Answers to these questions alert the manager to specific creative tactics that 


are likely to maximize the processing and positive response to the brand’s advertising. 


Brand attitude creative tactics 


To give you an idea of the differences in creative tactics that are required in an advert 
to optimize the building of positive brand attitude, we shall briefly review a few of 
them. The interested reader is referred to the earlier Rossiter and Percy (1997) text or 
the more recent Percy and Rosenbaum-Elliott (2012) book for a detailed discussion. 


When dealing with low-involvement informational strategies, where there is little 
perceived risk in purchase and the motivation is negative, a wide variety of creative 
options are open. This is actually the easiest brand advertising to deal with, primarily 
because one does not need to convince the target audience, as pointed out when we 
talked about involvement. Remember Maloney’s notion of curious disbelief? In fact, 
the target audience does not even need to like the advertising. The key is that the 
advertising provides some information, perhaps even exaggerated, to encourage the 
target audience to think the brand just might solve or help avoid a problem, so why 
not give it a try? It does not matter that the attempt to persuade is so obvious, because 
there is so little risk in trying (Wood and Quinn, 2003). 


At the high-involvement level, when dealing with negative motives, there is a 
significant difference in creative tactics. Here the target audience must be convinced 
by what you say in the advertising. While in and of itself the message may not be 
enough to convince someone to purchase now, it must be believable, contributing to 
the building of a positive brand attitude. In order to ensure that a message will be 
believable, the benefit claims made must be consistent with how people currently 
think about a brand, its competitors, and the category in general. Otherwise, it leaves 
open the likelihood the target audience will consciously counter-argue the message 
(Gilbert, 1991). These tactics are summarized in Table 6.4. 


When the underlying motivation driving category behaviour is positive, when 
dealing with transformational brand attitude strategies, the key to effective creative 
execution is emotional authenticity. This holds regardless of involvement. The target 
audience must identify with the advertising, and must like it. It is not unusual for the 
‘feeling’ one gets from the advertising to become the actual brand benefit. In effect 
there must be increased arousal while processing the advert (Baumgartner et al., 
1997). 


We would like to return to the beer study discussed earlier, where we saw that the 
brand meaning, derived from advertising, was what informed beer drinkers’ 
perceptions of the types of beer, not the actual taste of the beer. But what about the 
actual taste of the beer? How was it determined? Again, from the advertising. When 
people knew what they were drinking, they differentiated between the tastes of the 


beers. They evaluated the taste along a continuum running from lighter tasting Miller 
Lite and Coors to the somewhat more full-bodied Budweiser and Pabst, on out to Colt 
45 malt liquor (which has over three times the alcoholic content of the other beers 
tested) and finally the much heavier Guinness. 


But without the brand name, and the ‘taste’ it implied, those beer drinkers could 
not distinguish between any of the brands, with the exception of Guinness, as we see 
back in Figure 6.2. Guinness, of course, is not only a much heavier and distinctive 
tasting beer, but is darker in colour providing a potentially synesthetic evaluation of 
its taste (Percy, 1994). With the exception of Guinness, the taste for all of the other 
beers is not in the bottle, it is in the advertising. 


One can see from this example how advertising can actually become a brand’s 
benefit. This is how transformational advertising ‘works’. The emotional authenticity 
of the advertising, the result of how it is creatively executed, becomes linked in 
memory with the brand. With low-involvement decisions, when the brand is 
recognized at the point of purchase, the feelings from the advertising are re- 
experienced, and that becomes reason enough to consider the brand. With high- 
involvement transformational strategies, the only real difference is that the target 
audience must personally identify with the experience conveyed by the advertising. 
This is what convinces them (remember, accepting the message as true is needed with 
high-involvement decisions) that they too will experience these same positive 
feelings, helping to build positive brand attitude, leading to purchase or use of the 
product or service. In fact, it has been argued that such emotional responses are a 
necessary precursor to subsequent top-down cognitive justifications for such decisions 
(Dijksterhuis et al., 2005). These tactics are summarized in Table 6.4. 


TABLE 6.4 Brand attitude creative tactics 


Low Provide one or two clear benefits, even 
Involvement/Informational exaggeration of the benefit. 

High l Provide believable information about the brand 
Involvement/Informational that is consistent with the target audience’s 


existing attitudes, be careful not to over-claim. 


Low Key is the perceived emotional authenticity of 
Involvement/Transformational the execution, and the target audience must like 
it. 


High l Emotional authenticity is critical, and the target 
Involvement/ Transformational audience must personally identify with the 
feeling created. 
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Lacoste utilizing transformational advertising 
Source: Courtesy of the Advertising Archives 


micellar cleansing ala 
now Simple’ make it smart. 


Simple utilizing informational advertising 
Source: Courtesy of the Advertising Archives 


Both involvement and motivation are critical to communication 
strategy for building brand attitude 


Involvement and motivation are critical to marketing communication 
strategy because each, in their own way, inform the creative tactics 


needed to optimize the likelihood a message will be processed and 
effective. The Rossiter and Percy Grid utilizes these dimensions in 
identifying the appropriate creative tactics for each combination of 
involvement and motivation. 


Brand message delivery 


When most people think about how to deliver a brand’s message, they are usually 
thinking about advertising and traditional media, and increasingly digital media as 
well. But when considering the best ways to deliver a brand’s message, the manager 
has many more options than just these. There is everything from trade shows and 
events to sponsorships, marketing public relations to personal selling, and more. It is 
important for the manager to consider all potentially effective options. 


Consider a company’s annual report. This should be much more than simply a 
presentation of facts and figures. It should communicate what the company and its 
brand(s) are all about. Austria Solar, a solar energy company managed this brilliantly 
in their 2012 annual report. Indoors it was a completely blank white book, but 
outdoors, the sun’s rays interacted with specially treated paper to reveal the content of 
the report. This was a way to dramatically convey the company’s mission in a way 
that ensured attention for the brand (Diaz, 2013). 


This is really what IMC (integrated marketing communication) is all about. It is 
the ability to plan and select appropriate media options to optimize the delivery of a 
consistent brand message (Percy, 2014). The same positioning must be used for all 
delivery options, and the message and execution must have a consistent look and feel. 
The key benefit associated with the brand in a print advert or television commercial 
must be the same as that used on the Internet (and that includes the brand’s website), 
at trade shows, in PR material, and even in personal selling. This is what ensures users 
that all of a brand’s marketing communication is working together in building the 
brand and its equity. 


We will not be covering these many message delivery options here, but refer the 
interested reader to other sources such as Percy and Rosenbaum-Elliott (2016). 
However, because of its growing importance to brand marketing and a number of 
potential issues with it, we do want to address digital media, and, we will also take a 
look at three more subtle ways of delivering a brand’s message: content marketing, 
product placement, and the brand’s package. 


We shall be looking at content marketing because it has seen significant growth in 
recent years, product placement because it is frequently used in many venues 
(including video games) even though there is little evidence that it is effective, and 
there are serious ethical concerns, and packaging because it is often overlooked but 
offers real value in communicating a brand’s benefit, and has added potential in a 
world where advert avoidance is becoming easier. 


Digital media 


The raise of digital media has brought with it both opportunities and challenges for 
delivering a brand’s message. There can be no question that there has been a 
tremendous surge in digital media over the last decade, opening up new delivery 
possibilities for brand communication. As you read this section things may have 
moved beyond what we are writing about, just as much of what we are dealing with 
here would not have been a part of a textbook written 5 or 10 years ago. 


However, along with this growth, digital media has also brought with it problems 
and uncertainty. Digital media has brought with it both opportunities and challenges 
for delivering a brand’s message. 


Despite increasing shares of media budgets being directed to digital media, to date 
there is no real evidence that it is effective. There is some anecdotal evidence, but this 
rush by marketers to digital media may be nothing more than a fear of being left 
behind. Don Schultz (2010) put this notion well when he said ‘The question, though, 
is are all these heady measures of new media a sign of a gold-rush of new-and- 
improved advertising and marketing opportunities or simply fool’s gold?’ 


In January of 2017 Proctor & Gamble’s Chief Brand Officer said that if Google 
and Facebook (that account for about half of all digital media advertising), or any 
other platform, could not reliably provide third-party accredited measures of advert 
viewability and adopt safeguards against fraudulent traffic or inappropriate content by 
year’s end P&G, the world’s largest advertiser, would stop spending on the sites 
(Neff, 2017). 


While digital media continues to grow in importance for brand 
communication strategy, there continue to be concerns 


Digital media continues to raise concerns among marketers. To date 


there is no reliable measure of exposure or effectiveness. There are 
Ongoing issues over privacy and fraudulent traffic on social media. 
There are even questions about the effectiveness of targeting, usually 
considered one of digital media’s strengths. 


OŘ M 


It is important to note here that growth in digital media does not mean that the role 
of brand advertising too must be changing. It is not, period. The role of advertising is, 
and always has been, to drive awareness of a brand, build positive affect for the brand, 
to drive sales, or to charge a higher price for the brand than consumers would be 
willing to pay in the absence of it (Rossiter and Percy, 2013). 


And while there is no question that technology is changing the ways in which 
people communicate and the ways in which marketers are able to communicate with 
their target audiences, it is important to remember that the fundamental principles of 
communication that underlie our earlier discussions of positioning and 
communication strategy are not changing. How brand messages are delivered may 
change, but how the mind processes information does not. What we have been talking 
about in terms of the best way to create marketing communication to build and sustain 
brand equity is based upon how the mind works. Regardless of the medium, messages 
are still comprised of text, audio, and/or video. 


Some of the ways brands are using digital media to deliver online adverts include 
online video where listeners can respond to an advert by clicking on a box at a radio 
station’s website that directs them to the advertised brand’s website and by creating 
entertainment programming that weaves product endorsements into the storyline. 
Streaming video is also being used to offer mini-movies created by a marketer where 
their brand is prominently featured. These mini-movies are often produced by well- 
known producers and directors, using well-known actors (Silberer and Englehardt, 
2005), something now known as content marketing, which we will be discussing later 
in the chapter. This can often create a strong ‘buzz’ for the brand. An early example is 
BMW, who used a separate site to their home page, BMWfilms.com, for just that 
purpose (Iezzi, 2010). 

Brands are increasingly taking advantage of the growing on-line video game 
market. There are over thirty-three million adults in the US alone that use their 
smartphone for playing games on-line (Ad Age, 2016). Adverts are placed in video 
games in two ways: with product placement in the game or with the creation of a free 
on-line game that promotes the brand, known as an ‘advergame’. If a brand is placed 
in a game, there should be a carefully considered strategy to determine the optimum 


placement, something known as brand prominence (Cauberghe and De Pelsmacker, 
2010) or product placement proximity (Lee and Faber, 2007). And as with any 
product placement, it should ‘fit’ the context of the game, and be fully integrated 
within it. There are ethical issues involved here, which we shall deal with later in the 
section on product placement. 


With advergames there should be a strong congruence between the product 
category and the game that is created because this will generally lead to better 
memory of the brand (Gross, 2010), following Anderson’s (1983) theory of spreading 
activation. 


Small computer programmes that enable people to incorporate professional- 
looking content into their personal webpage or on their computer, called widgets, 
according to many marketers may be the source of the next generation of Internet 
advertising. A brand can sponsor a widget as a way to incorporate adverts into 
someone’s webpage. For example, Reebok created a widget that enabled users to 
display customized RBK shoes for people to critique (Steel, 2006). Widgets are seen 
as a better approach than banner adverts and less annoying than intrusive videos. 


Perhaps one of the greatest potential strengths of digital media is the ability to 
target and track users, and to use that information to help better reach a brand’s target 
audience. Facebook, for example, offers a product called Atlas to help brand 
managers better understand which Facebook users have seen, interacted with, or 
responded to adverts on Facebook as well as other third-party apps and websites. This 
enables a brand to not only know what users do on Facebook, but also what they do 
outside of it when surfing the web or using other apps on their smartphones. Yahoo 
and Microsoft use their users’ search habits and page visits to target specific adverts to 
those people when visiting their own or partner websites. Monitoring and analysing 
on-line activity is known as behavioural targeting (Delaney and Steel, 2007). 


Several different companies are usually involved in the placing and tracking of 
Internet advertising, and any or all of them could be installing tracking tools on the 
computer or smartphone of people visiting a site. Websites hire someone to place 
adverts on their site; those companies hire advertising networks to buy advertising and 
the tech companies use yet someone else to track or measure the advertising and for 
access to targeting data (Vascallaro, 2010). 


All of this, however, has raised privacy issues. The practice of installing such 
tracking tools as ‘cookies’ on computers without the knowledge of the site visitor, or 
even the knowledge of the website, has been increasingly drawing the attention of 
government regulators. European law has tried to deal with this issue for years, but to 
date there has been no real agreement on the meaning of laws meant to deal with the 
issue (Sonne and Miller, 2010). While Facebook users can request that their 


information not be used to target adverts, they must register with each company that 
tracks them, and there are dozens. Plus, you would need to do this for every web 
browser on every computer and smartphone when you log in to Facebook. They do 
not make it easy. 


However, marketers are beginning to question the effectiveness of the targeting 
abilities of websites. Studies have shown that a brand can gain more sales by reaching 
a larger number of a platform’s user base (Terlep and Seetharamus, 2016). Major 
brands are now more likely to want media with broader reach rather than traditionally 
targeted media. 


Brands from Coach to Lululeman search social media for photographs of people 
‘modelling’ their fashions and accessories, and create links to their own websites or 
collect the pictures in galleries. Some, like Modcloth.com and Lululeman ask their 
customers directly to upload pictures to their site. The hope is that real-people pictures 
will help connect relationships with customers and keep them on the website longer 
(Binkley, 2013). There are some digital marketing companies like Ditto Labs and 
Pijora that analyse pictures that are culled from ‘selfies’ on some social media for 
indications of brand and product usage. However, child advocacy groups have warned 
that this could lead to predatory marketing. 


Major multinational marketers such as Procter & Gamble and Unilever have made 
major commitments to social media but for how long remains to be seen, as noted 
earlier. In 2010, brands began to use Facebook more as a marketing tool, trying to 
channel the networking power of the media, rather than using it simply as a place to 
host content that had been on the brands’ websites. How successful this has been is 
not clear (at least at this writing, a necessary caveat with all digital media). For 
example, in early 2010 the 200,000 fans of P&G’s Pampers on Facebook were 
dwarfed by the 1.5 million monthly visitors to Pampers.com. On the other hand, 
Coke’s 5 million Facebook fans represented a far higher number than the 300,000 
visitors to the website (Neff, 2010). L’Oréal for a number of years has been heavily 
involved in digital media, and in the autumn of 2013 introduced Em, their first brand 
to be marketed almost totally through social media and e-commerce (Neff, 2013). 


Increasingly brands are using emojis as part of their social media brand 
communication. The standard smartphone in 2016 had well over a thousand emojis on 
its keyboard, with more to come. The goal for most brands is to be included in the 
tech industry’s Unicode Consortium, but that can take years. Many brands are on the 
waiting list, but only a few are added each year, and only after completing a detailed 
submission form. A taco was added in 2015 after Taco Bell’s change.org generated 
over 32,000 signatures, although Unicode maintains the petition played no part in 
their decision. 


If a brand does not want to wait, it can always create their own keyboard. Toyota 
did just that when they created Fanmoji, a keyboard app that goes beyond standard 
sports emojis. Initially for American football fans, it included emojis like a happy fan, 
a crying fan, interceptions, sacks, and touchdowns. It was downloaded several 
hundred thousand times, and the success led to adding basketball emojis in 2017 
(Wohl, 2016b). 


Mobile marketing and social media 


In the UK, the Mobile Marketing Association (2005) defined mobile marketing as: 
‘The use of the mobile medium as the communications and entertainment channel 
between a brand and an end-user. Mobile marketing is the only personal channel 
enabling spontaneous, direct, interactive and/or target communications, anytime, 
anyplace.’ 

Mobile advertising is driving the growth of digital advertising revenue, in 2016 
accounting for US$100 billion or 50% of all digital advertising spending worldwide. 
It is expected that by 2020, mobile advertising spending will reach US$215 billion, or 
some three-quarters of all digital media advertising revenue worldwide. But this 
revenue is concentrated among a very few players. About a third of all mobile Internet 
advertising revenue worldwide goes to Google (some US$34 billion), with Facebook 
a distant second (about US$18 billion). There are only two others with advertising 
revenue between US$5 and US$10 billion, with the remaining one-third spread 
among all of the other mobile digital media (WSJ, 2016). 


Rapidly improving mobile phone technology is making mobile advertising more 
attractive to brands as they become, in effect, small computers with data connections 
and colour screens. Early mobile phones were not designed for downloading. As 
mobile devices added capabilities, spurred by the introduction of the iPhone, so too 
did app stores, permitting consumers to buy specific content. Now you can deliver 
coupons on mobile phones via display adverts in text messages, although there can be 
problems with redemption if the retailer cannot read the mobile barcodes. 
Surprisingly, outdoor advertising has become the second fastest growing form of 
digital mobile advertising, behind the Internet. Billboards and posters now have the 
ability to ‘beam’ information to smartphones. It is also possible to target messages 
based upon where the user is with their phone, enabling highly localized content or 
offers. 


However, along with the potential upside to using social media in brand marketing, 
there are very real problems for the manager to consider, well beyond those discussed 
above. For example, a small number of people can create the impression that a far 
wider group of consumers is involved. But of more consequence, cyber criminals and 


pranksters confuse consumers by creating false profiles in a brand’s name. Blog 
entries on social networks are repositioned and the links they contain replaced with 
ones to different sites where consumers may be scammed or re-directed to other 
ventures or products. Also, discussion boards on brand websites can be infiltrated 
with posts of malicious content (Needleman, 2009). 


Few, if any social media are making money. They are looking to advertising 
revenue for survival. But unlike traditional media where the presence of advertising is 
more-or-less expected, social users are not happy about the intrusion of advertising. 
Yet they are not willing to pay to use social media (Nielson, 2010). And for 
advertisers, there is really no evidence that social media is effective for advertising. 
We alluded to this issue earlier. As Schultz (2010) has put it, marketers seem to feel a 
certain ‘need’ to use social media regardless of any evidence that it works because of 
the ‘boxcar number of participants or fear of being left behind’. The extremely 
popular ‘Subservient Chicken’ promotion from Burger King, described as a 
‘watershed in the new era of interactive creativity’ by Iezzi (2010) nevertheless does 
not seem to have had much of an effect, if any, on sales (Ries, 2011). 


Mobile applications for smartphones and other mobile devices, when well 
integrated with a brand’s overall communication strategy, offer marketers a good way 
to create ‘buzz’ for their brand, enabling consumers to connect with the brand while 
on-the-go (Sullivan, 2010). 

But while mobile marketing and social media are more and more a part of brand 
marketing, issues of control and effectiveness remain. In early 2017 a number of 
major advertisers in the UK including the government, pulled their advertising from 
Google’s YouTube site and its Google Display Network (a network of more than two 
million websites that partner with Google). These advertisers included such big name 
brands as Verizon, AT&T, Johnson & Johnson, Coke, Starbucks, and many more. The 
reason for pulling their advertising was because some of their adverts were being run 
before YouTube videos supporting Terrorist groups. Despite Google’s efforts to 
correct the problem, adverts continued to appear with racist and terrorist videos 
(Nicer, 2017). 

Marketers also are concerned that social media users often cannot be certain that 
an advert actually comes from the brand, and with how quickly a brand’s image can 
be affected through social media. Just one disgruntled person with a real or imagined 
problem with a brand can instantly convey it to a hundred of their closest friends, and 
then by way of their social grid, on YouTube, or in countless other ways, be seen by 
hundreds of thousands. 


Advert blocking 


Of real concern to brands advertising in digital media is user antipathy to the 
advertising on the Internet and social media, and the increasing ability of users to 
block adverts. Even though 86% of i-Pad users surveyed in the US in 2010 said they 
would be willing to ‘watch’ adverts in order to have free content, 78% also said that 
advertising takes away from their enjoyment (Lee, 2011). Not surprisingly then, by 
2013 many websites began to significantly reduce the use of banner adverts. 
According to Google, in 2014 banner adverts were only being clicked on 0.09% of the 
time (Kentrowitz, 2014). 


In a 2016 study in 28 countries worldwide it was found that a significant number 
of digital users were unhappy with digital adverts and were thinking about ad 
blocking systems. DVRs have enabled TV viewers to skip past advertising for some 
time, and you can click past pop-up adverts on the Internet. But increasingly software 
is available for blocking adverts on digital media. 


In 2016 some 10% of all desktop computers worldwide had online ad blocking 
software installed, and one in five smartphone users worldwide were using some kind 
of ad blocking app. Worrisome to major brands, this is especially true in emerging 
markets where 36% of smartphones in the Asia-Pacific area are using ad blockers on 
their smartphones, and in India and Indonesia, two of the world’s fastest growing 
Internet markets, the number is about two-thirds (Scott, 2016). 


There have been efforts both to combat ad blocking and to capitalize on it. For 
example, in 2016 the makers of Ad block Plus, Eyco Gimbits, had an agreement with 
Google and 70 other companies where they charged them to participate in something 
they called an ‘Acceptable Ads Platform’, allowing them to get around their Ad block 
Plus filters for 30% of their advertising revenue (Marshal, 2016). Another irony here 
is that some ad blocking software, including Ad block Plus, is also advertising on 
digital media. 


Programmatic buying 


In addition to growing concerns over ad blocking, another problem is confronting 
brands using digital media. This is the growing use of programmatic buying, where 
automated systems plan and buy media without any direct contact with a media ‘rep’ 
(i.e. salesperson). The problem is, that with the rise of phony websites whose 
programs are used to infect computers and smartphones to mimic human behaviour, 
automated buying systems have no way of knowing they are fake. They are known as 
‘bots’, and they disguise themselves as real users, creating the illusion of web traffic, 
fooling the computer making the media buy into thinking they are buying real people. 
A 2014 study by the Association of National Advertisers in the US found that 11% of 
display adverts and 23% of video adverts were ‘exposed’ to bots (i.e. no one). An 


Interactive Advertising Bureau (a trade group) study estimated that 36% of all web 
traffic is fake (Marshal, 2014). 

Another problem associated with programmatic buying is that it can place 
advertising on sites with stolen copyrighted content. In 2014 it was estimated that 
such sites generated some US$227 million in advertising revenue (Marshal, 2014). 
Yet another concern over programmatic buying are so-called ‘injection’ schemes that 
force advertising sold by a third party onto websites without the site’s knowledge. A 
network browser extension offers a user the benefit of being able to download 
streaming videos, but then injects advertising into other sites throughout the web. This 
can lead to real problems for a brand, as when Target adverts popped up in the middle 
of Walmart’s website. Walmart and Target are major competitors. 


Content marketing 


Content marketing is growing along with digital media. It is when a brand creates 
‘content’ of some kind in the form of entertaining short videos, articles, or events that 
are distributed largely through social media. It is ‘shared’ with the aim of attracting 


attention and energizing consumers for the brand. One of the attractions of branded 
content is that when it is shared or hosted on a website, the brand is not paying to 
have it distributed. Today, Pepsico, with brands such as Gatorade, Doritos, Mountain 
Dew, and of course Pepsi, actually have their own content studio capable of producing 
scripts, films, and music (Schultz, 2016b). 


In 2014, marketers were spending on average 40% of their digital media budgets 
on content marketing (Peterson, 2014). One of its biggest virtues is that the brand’s 
costs on production are front-loaded, which enables them to be more strategic with 
their paid-media budget. If the content marketing does well, the brand no longer needs 
to promote it. To be effective, brands should create content that can be edited into 
multiple clips that can be customized for distribution to multiple social networks. 
And, when people share it on social media or it is hosted on websites, the brand is not 
paying media companies for distribution. 


Content marketing differs from advertising in two basic ways. First of all, it is not 
paid for in the traditional sense of a media buy; if it was, it would be advertising. 
Secondly, content marketing relies upon a push strategy. This is often called ‘earned’ 
digital media as opposed to ‘paid’ digital media. But this should not be confused with 
public relations, as it often is. 


Long before content marketing as such became a part of a brand’s digital media 
plans, separate from their homepage, BMW created BMWfilms.com that created short 
films for streaming videos that were produced by well-known producers and directors, 
often using well-known actors (Iezzi, 2010). Perhaps the best-known early example of 


content marketing is where Red Bull filmed someone skydiving from the edge of 
space. The result was an incredible level of positive word-of-mouth. Clearly not a 
traditional advert in any sense, it nonetheless strongly affected the brand’s awareness 
and brand attitude. 


Subway provides a more recent example of a successful content marketing effort. 
Historically Subway was not very successful in reaching teenagers with their 
marketing efforts. Researching what might be meaningful to them, they learned that 
an important rite of passage for teens was their first job. This led to a web-streaming 
video series featuring high schoolers working at their first after-school job, at a 
Subway sandwich shop. The series of six ten-minute episodes appeared on Hulu in 
late 2012. It resulted in a significant jump in category share among teens, leading 
Subway to develop the idea into a long running series (Morrison, 2014). 

Many business-to-business marketers also use content marketing. Business 
software company SAP has even included third-party content as part of their content 
marketing strategy. They created a site called Business Innovation from SAP that 
featured blogs and articles from SAP subject-matter experts, customers, and industry 
thought leaders. Surprisingly, this even included content from competitors. They 
linked to a competitor’s white paper on how to create effective business intelligence. 
The result was a significant increase in traffic to their blog site (Maddox, 2014). 


The best content marketing is not obviously touting a brand, but rather offering 
something of interest to the target audience. The key here is that the content should be 
a story or some form of entertainment, not about the brand. This is why content 
marketing is more likely to be developed by someone with a journalism background 
than an advertising copywriter. Still, there must be some link to the brand, which 
means that content marketing, like product placements, could have some of the same 
ethical issues. 


Product placement 


While known as product placement, actually what we really mean is brand placement. 
Nevertheless, we shall be using the commonly understood term product placement in 
this section. Basically, product placement, or the paid inclusion of a brand, is either 
the actual branded product itself or a pointed reference to it. This can be in anything 
from an article to a television program, or a movie to a video game. 


There are potentially serious ethical issues with product placement, which we will 
get to later. But from a brand’s perspective, there are questions as to whether or not 
product placements are even effective. There are few empirical studies to go by, and 
those that have been done do not suggest they are (Johnstone and Dodd, 2000). Even 
though the cost of a product placement is likely to be lower than that for other ways of 


delivering a brand’s message, with no reliable studies as to their effectiveness, there is 
no way to know if whatever positive effects may result are enough to offset the cost. 
Nevertheless, there continue to be anecdotal tales, perhaps the best known being the 
story of how Tom Cruise wearing Ray Ban Aviator sunglasses in the movie Top Gun 
revived the company, which had been in financial trouble (Fisher, 1996). 


If a manager decides to use product placement, how should it be used? Obviously, 
where and how the placement appears will be important. If a brand is clearly seen as 
being talked about or used by a celebrity or the star of a movie, the effect is likely to 
be stronger than if it is simply seen as part of the background (Semenick, 2002). The 
key to any potential positive effect for product placements will lie in the number of 
people who are consciously aware of the brand, and positively associate it with how 
and where it appears. The important point here is that it must be conscious awareness, 
because while there may be some implicit processing of the brand, this can have no 
effect upon brand attitude or subsequent behaviour (Percy, 2006). Even if there is 
preconscious awareness of the brand, unless it becomes conscious there can be no 
effect. The brand must be seen within a context that is consistent with its positioning, 
it must be consciously attended to, and it must be linked to the appropriate emotional 
and explicit memories. 


But, as mentioned earlier, ethical concerns have been raised over the use of 
product placement. Sutherland (2006) has expressed a concern that appropriate 
regulatory agencies such as the Independent Television Commission in the UK and 
the Federal Communication Commission in the US are not paying attention to the 
increasing use of product placement. Specifically, that people are not likely to make 
the connection between the brand’s appearance and the fact that the brand paid for it 
to be there. He talks about a ‘slippery slope’ where this lack of regulatory attention 
will move, as he put it, from correct ‘communication in camouflage’ to ‘persuasion by 
proxy’ to ‘cash for comment’. Rossiter and Bellman (2005) go even further, saying 
product placements are ‘ethically contemptable’ because there is no guarantee the 
audience will appreciate the fact that an effort is being made to persuade them, and 
even if they did, they are nonetheless unethical because the marketer is intending to 
deceive. 


Packaging 

An important, but all too often overlooked, part of a brand’s marketing 
communication is the package. In fact, for many consumer products, the package 
provides an ongoing communication opportunity, a continuing reminder of the brand 
name and reinforcement of the primary benefit. Many products, such as toothpaste, 
shampoo, pain relievers, and household cleaners, are used from the package. In a very 


real way, a package is operating as post-purchase advertising. As Rossiter and 
Bellman (2005) have put it in their definition of packaging, it may be thought of as 
‘take-away or leave-behind’ communication vehicles. 


A good example of this is the use of art on wine labels. Beginning in 1924 with 
Chateau Mouton-Rothschild wine producers around the world have used creative and 
imaginative labelling to make their bottles, their ‘packaging’, stand out and say 
something about the brand. One particular way has been to use great artists. Over the 
years, Chateau Mouton Rothschild alone has used such artists as Braque, Warhol, 
Picasso, Chagall, Kandinsky, and Motherwell. Champagne Taittinger began 
commissioning artists for not just the label, but the bottle as well, beginning in 1978 
with Vaserely, Roy Lichtenstein in 1985, and Robert Rauschenberg in 2000 (Rand, 
2012). 


So what might an artistic label say about the wine? Perhaps that it comes from a 
vintner with passion that goes beyond the wine, or that it is a wine where the art of 
producing it is as important as the science. Using great artists and art for wine labels 
adds significant positive meaning to the brand. 


Packaging is often used to re-energize or refresh a brand. In 2016 Mello Yello, a 
perennial distant second to Pepsi’s Mountain Dew introduced what they called an 
‘extreme’ package makeover in what was reported to be a ‘disrupted package, logo, 
and marketing redesign’ by Beverage Digest (Schultz, 2016a). It featured a vertically 
scripted MY in black on a yellow background, a departure from the long-time green 
and orange-red lettering. McDonald’s too in 2016 undertook a global packaging 
overhaul with an updating of their iconic ‘golden arches’. In addition to their 
signature red and yellow, a new range of colours was introduced with names like 
passionate purple, optimistic orange, ocean fresh blue, zesty lime, and magical 
magenta (Wohl, 2016a). 


On a more practical level, package communication at the point-of-purchase can be 
an asset for facilitating brand identification and sales. Campbell’s Soup, the leading 
brand by far of condensed soups in the US can often have shelf facings in a store that 
ran to two meters or more. This ‘wall of red’ as it was known was found to make item 
selection difficult, something they called ‘navigational disorientation’. After extensive 
biometric and eyetracking research, along with ethnographic interviews with 
shoppers, a new label was introduced that featured ‘benefit clusters’ on the label 
identifying varieties as ‘Classic Favorites’ or ‘Great for Cooking’ among others. The 
research also found that the large Campbell’s logo at the top of the can was 
distracting, so it was reduced in size and moved to a lower part of the label (Terry, 
2011). 


Even though a study of brand managers found that they feel a package has the 


ability to attract attention and provide expression of the brand’s image (Chareonlarp, 
1997), its role is still often underestimated (Southgate, 1994). But given its potential, 
packaging is an area that deserves careful consideration by managers; and needs to be 
considered as part of the brand’s marketing communication programme. 


McDonald’s old, iconic golden arches packaging 
Source: © Shutterstock/Keith Homan 


McDonald’s new, colourful packaging 


Source: © Mcdonald’s Corporation 


With adblocking applications growing, along with retailers making it harder to get 


display space in stores, this only underscores the value of a brand’s package. And 
thanks to advances in technology, brands are able to incorporate electronic and 
computer logic into packages (Neff, 2016). In 2015 the Grocery Manufacturers 
Association launched something they called Smartlabels with 30 major consumer 
package goods companies, making detailed ingredients for food products along with 
other brand and product information available to consumers for some 30,000 
products. To access the information, the consumer only needed to scan codes on the 
package with their smartphones. 


CHAPTER SUMMARY 


In this chapter we examined how marketing communication builds 
brands, and how advertising in particular helps define a brand for 
consumers. We looked at how to best position a brand versus its 
competition, utilizing benefits that are important to the consumer and that 
the brand can be seen as believably delivering, and ideally better than 
other brands. Based upon that positioning, a communication strategy is 
built around the correct focus upon the benefit, consistent with the 
motivation driving behaviour in the category. 

We saw how brand awareness and brand attitude strategies are 
critical to effective message execution for all marketing communication, 
and how it follows from the positioning. Brand awareness was seen as 
either recognition or recall based, depending upon whether in most 
purchase situations the consumer sees the brand and is reminded of a 
need, or whether the brand must be recalled when a need occurs. 
Brand attitude strategy was seen as depending upon the level of 
involvement people have in the purchase decision, defined in terms of 
risk, and the underlying motivation that drives purchase behaviour in a 
category. 

Finally, we looked at the role of digital media in delivering a brand 
message. We also took a brief look at content marketing, along with 
product placement and the growing concern with its use, as well as 
packaging, often overlooked as options available to the manager for 
delivering a brand’s message. 


DISCUSSION QUESTIONS 
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How does a brand name communicate information about that 
brand? 


Identify two or three centrally positioned brands, and discuss what 
makes them so. 


Discuss how to differentiate a brand in its positioning, with particular 
emphasis on benefit selection. 


How is benefit selection related to brand attitude? 

Why is it So important to get the benefit focus correct in advertising? 
Discuss the importance of understanding the motivation driving 
category behaviour to positioning and communication strategy. 
Identify two or three brands you feel involve recognition brand 
awareness, and two or three brands recall, and discuss why. 
What are the roles of involvement and motivation in brand attitude 
strategy? 

Identify two or three brands for each of the four quadrants of the 
Rossiter—Percy grid, and discuss why they belong there. 

How does the role of digital media differ from that of traditional 
media? 

What problems might social media pose for brands? 

How can content marketing be used effectively in delivering a 
brand’s message? 

Discuss ways in which non-traditional media, such as product 
placement and packaging, may be used as part of a brand’s 
marketing communication programme, providing examples. 

What ethical considerations might there be in using product 
placement? 


CASE STUDY 


Andrex: sold on a pup 


If a league table of great British brands were to be compiled, Andrex 
would be there in the premier division, richly deserving its status as a 
‘superbrand’. However, it must be said that intuitively it is strange that a 
brand of toilet paper should be in a position to achieve this accolade. 
The esteem in which this brand is held by consumers does not seem to 
fit with the esteem of the product and its function! Our assertion in this 
case history is that this effect is due in major part to a Labrador puppy, 
who has appeared consistently in Andrex’s TV advertising since 1972. 


Andrex’s success 


Andrex is by far the biggest and fastest selling brand in its market, and 
has been since the early 1960s when soft toilet tissue became the 
norm. No other brand has since then ever held a share in this market of 
over 12%. In the period since the puppy advertising began in 1972, 
Andrex has increased its Nielsen volume share from under 5% to over 
30%. 


Currently Andrex, even though it is the most expensive product 
available, is the UK’s second biggest brand by value, as it sells 1.5 
million rolls every day. It also has very loyal buyers, as one-third of 
Andrex buyers never buy any other brand. In addition, Andrex is 
significantly preferred by consumers in blind product tests, a fact that 
shows the product’s ‘added value’, that is, the value attributed to a 
brand over and above its functional attributes. Bearing in mind the 
nature of the product, the size of this ‘added value’ is exceptional. 


Puppy advertising 


Toilet paper is inherently a low-interest, low-anxiety product. For this 
reason it was felt at the outset that if advertising were to work 
effectively for Andrex it needed to create its own interest. A primary 
requirement for advertising this brand would be that it should generate 
high awareness, and get noticed. It was also felt that it was an equally 
important requirement in this case that the advertising be liked. And the 
puppy, which first appeared in 1972, has been central to both these 
requirements. However, the exceptional value of the puppy is really in 
the way that he has developed over the years and, as a result, 
achieved valuable consistency, while remaining relevant to successive 
generations of toilet tissue buyers. In addition to his role in 
demonstrating the product’s softness, strength, and length, he has 
become inextricably linked with the brand, and a metaphor for 


everything people love about Andrex. 


Hence, Andrex advertising is not only exceptionally noticed, it is also 
exceptionally popular. Millward Brown has found Andrex advertising to 
be one of the most exceptionally liked campaigns it has ever tracked, 
with over 85% of respondents saying that they enjoy the advertising 
(the second highest endorsement of all time on this dimension). The 
combination of this exceptionally high likeability and the exceptionally 
high Awareness Index is unmatched by any other brand. 


Growing loyalty 


The profile of Andrex users is very similar to that of the general 
population (as would be expected with nearly half the country’s 
households buying the product), but the profile of its most loyal users 
tends to be older, probably because of its premium price. Therefore, it 
is important that non-users of Andrex hold the brand in high esteem, 
since they must continually be recruited to usership. 


Possible threats 


As in most grocery markets, Andrex faced the considerable threat of 
the rise in retailers’ own brands. But their growth has been contained by 
Andrex’s market share and policy of continuous advertising. Also the 
spectacularly fast growth of ‘green’ issues affected the whole market 
and, for the first time in its brand history, Andrex was facing an 
emotional threat. But, in spite of the fact that recycling has consistently 
been the biggest issue for consumers in this market, Andrex is always 
seen as a more environmentally friendly brand than even its competitor 
Kleenex, which offers a recycled variant. And by running 
advertisements to explain that the parent company is a major planter of 
trees, Andrex started to take volume away from recycled products. 
Lastly, as a premium-priced product, a recession might be expected to 
affect Andrex adversely: when money is tight, buying cheaper toilet 
tissue would seem an easy sacrifice to make. However, the indications 
are that Andrex suffers far less than one might expect. 


Econometric modelling 


In 1974, Scott appointed O’Herlihy Associates (OHAL) to devise 
modelling for the Andrex brand. The objective was to find out more 
about what was influencing the brand’s performance, and thus to help 
management make future decisions on budget allocation. OHAL, 


through a greater understanding of the relationship between advertising 
and sales by the model, supported the view that the puppy campaign is 
the key to the success of the brand. Currently it is estimated that in any 
One period, advertising accounts directly for between four and five 
share points of Andrex’s 30% volume share: that is, Andrex’s share 
would drop by this amount if advertising stopped for a 12-month period. 
Eliminating other factors 


In order to further support our assertion that the puppy advertising has 
contributed so significantly to the exceptional performance of the 
Andrex brand, it is necessary to briefly isolate and eliminate other 
factors which, it could be argued, could have made an equally 
significant or greater contribution. 


e Distribution: all the major brands in this market (Andrex, Kleenex, 
own-label) enjoy near-universal distribution and Andrex is far and 
away the fastest selling brand in the market on this basis. 


e Promotions: promotions on Andrex can be divided into those which 
give extra value to the consumer (extra sheets, money off, etc.) and 
those designed to reward loyalty (collecting tokens for toy puppies, 
etc.). It is clearly unlikely that the strong performance of the brand in 
this period was fuelled by value-giving promotions. 


e Product quality: has undoubtedly been fundamental to Andrex’s 
success. In order, however, to isolate the effect of advertising, it is 
necessary to demonstrate that while actual quality is important, 
consumers’ perceptions of Andrex quality exceed the reality. 


e Packaging: preference alone could not account for the outstanding 
performance of the brand since 1972. Moreover, in a recent test, 
when asked what in particular people liked about Andrex, under 1% 
mentioned Andrex’s packaging as a particular ‘like’. 

e Product innovation: Andrex has rarely been the first brand to 
innovate. 


Conclusion 
The Andrex puppy campaign began in 1972 and is a classic example of 


the best of British advertising. It is exceptionally well known and 
probably the best-loved campaign aimed at a housewife target. The 
real benefits of the advertising to Scott are the following: 


e Toilet paper has not become a commodity market and Scott was able 
to sustain a premium price for a premium product. 


e Andrex is the ‘gold standard’ toilet paper, as it is seen by housewives 
to dominate its competitors on all quality dimensions. 


e While Andrex is not environmentally ‘unfriendly’, its ‘green’ 
credentials are more complex and harder to grasp than for recycled 
products. However, the great respect for Andrex, built through 
advertising, has given it the benefit of the doubt among most 
housewives and it has been able to retain share against the growth 
of recycled brands. 


e Throughout over four decades of puppy advertising more and more 
Andrex users have switched to buying just this one brand. The move 
is two-fold. Some people have become more loyal and new users 
have joined them. 


e Econometric modelling has shown that advertising has a strong 
positive influence on Andrex’s sales. 


Andrex is an exceptional brand. Andrex puppy advertising is, 
according to all available measures, equally exceptional in its 
performance, and this case history, we hope, demonstrates what 
effective advertising can achieve for a product as dull as loo paper. For 
Scott Worldwide, the parent company of Scott Ltd, proof of their belief 
in the power of the puppy is shown in the fact that he has been 
‘exported’ to Italy and Spain to advertise their premium product in these 
markets (Scottex). 


Source: WARC, IPA, Advertising Effectiveness Awards 1992, Andrex: Sold on a Pup. 
Edited by Natalia Yannopoulou. 


CASE STUDY QUESTIONS 


1 By using the expectancy-value model, comment on the benefits 


selected by Scott in order to position Andrex. 

2 How do you think routinized response behaviour applies in Andrex’s 
case? 

3 Do you think that Andrex has developed an effective positioning 
statement? Will it help Andrex face the challenges of the future? 

4 Imagine being Andrex’s main competitor. What steps will you take in 
order to position yourself as the most preferred brand within the 
market? 
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Measuring brand performance 
and the effectiveness of a 
brand’s marketing 
communication is critical to 
effective brand management. 
There is an important difference 
between the strength and the 
nature of brand equity. 

A brand equity audit helps to 
uncover the elements of a brand 
and its market that are likely to 
affect its equity. 

Both qualitative and quantitative 
methods for measuring brand 
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Introduction 


equity are necessary. 
Measuring brand value and its 
contribution to the financial well- 
being of a company is highly 
subjective. 

Pre-testing marketing 
communication is important to 
ensure that the brand’s 
communication objectives are 
being met. 


Continuous tracking is the 
optimum method for measuring 
brand performance and 

communication effectiveness. 


Brands must conduct a wide range of research beyond measures of performance and 
brand equity. Issues such as brand image, target audience, new product introductions, 


brand or line extensions, 


product portfolio mix, positioning, and much, much more 


must be addressed. All of this is well beyond the scope of this book. But we will be 


addressing specific ways to measure brand equity, pre-testing a brand’s marketing 
communication, and brand tracking because of their critical importance in monitoring 
brand performance and the effectiveness of a brand’s marketing communication. 


KEY CONCEPT 


Measuring brand performance and the effectiveness of a brand’s 
marketing communication is critical to effective brand 
management 


The effective management of a brand requires an understanding of 
many issues, but perhaps the most important are measures of 
performance and brand equity, along with the effectiveness of its 
marketing communications. 


_—————— 


Measuring brand equity 


While ‘brand equity’ as such is a relatively recent addition to the marketing 
vocabulary, the idea of brand equity as discussed in Chapter 5 dates back to much 
earlier times. In fact, over a century ago Karl Marx is quoted as saying that ‘the 
mystical value of commodities does not originate in their value’. This sounds very 
much like the idea of brand equity. 


Given this long history, it is surprising that it was only about 30 years ago that 
people began in earnest to develop methods for measuring brand equity. The 
Marketing Science Institute (MSI) in the USA began to seriously address the issue of 
measuring brand equity around 1990. They remarked at the time that the response to 
their call for proposals had exceeded anything they could remember. They awarded 
six grants in two categories: two for studies in the financial area and four in what they 
called the ‘behavioural and psychological area’. Interestingly, three of the four 
‘behavioural and psychological’ studies looked at brand equity only in terms of brand 
extension. The fourth utilized supermarket scanner data in an attempt to model the 
residual utility of a brand after objective characteristics are accounted for, such as 
specific product attributes and store environment (things like price and promotion). 

In this first section of the chapter we are concerned with measuring the 
‘behavioural and psychological’ nature of brand equity, not the financial dimension, 


and this will be discussed in terms of the strength of a brand’s equity and its nature. 
We will address the financial dimension of brand equity, looking at measures of brand 
value, later in the chapter. In the management of a brand, the building, strengthening, 
and nurturing of its equity will lead to a more positive contribution to market value 
for the company. But from a strategic brand management standpoint, one is concerned 
with measures that will help better manage that equity. If successful, the financial 
value of a brand name will take care of itself. But, as we shall see, measuring that 
value is rather subjective. 


In order to successfully manage a brand’s equity, one must understand how it is 
built, and where it is likely to lead. It is necessary to assess the strength of the brand 
and to understand its nature. And because brand equity is dynamic, and subject to 
change, its impact over time (along with that of competitive brands) must be tracked. 
Too often managers are content with only assessing the strength of their brand in the 
market. While it is important to know where you stand, without also understanding a 
brand’s nature and its equity it is impossible to develop an effective long-term 
strategy for the brand. 


KEY CONCEPT 


There is an important difference between the strength and the 
nature of brand equity 


Assessing the strength of a brand in its market is important, but 
without also understanding its nature it is impossible to develop an 
effective long-term strategy. 


pt 


Assessing the strength of a brand’s equity and understanding its nature are clearly 
complementary processes, and require that a number of important questions are 
addressed, for example: 


e Which brands are seen by consumers as the most competitive? 


e How prominent or salient is a brand in the consumer’s mind relative to other 
competing brands? 


e What are the key dimensions of a brand’s identity and how do consumers single 
it out from competitors? 


e How high a value do consumers place on a brand, and on the basis of what 


benefits (product attributes, subjective considerations, emotions) do they 
discriminate in the brand’s favour? 


e What is the level of commitment to a brand? 


e To what extent is loyalty to a brand dependent upon the situation in which the 
product is used? 


e What is the relative price sensitivity of a brand versus competitors? 
e How extendable is a brand, and in what areas? 


A variety of research techniques will be discussed that are available to help answer 
these questions. But the very first step for a manager in addressing these issues is to 
review everything currently known about a brand, something called a brand equity 
audit. 


Brand equity audit 


The first step in conducting a brand equity audit, before any new research is 
contemplated, is to carefully examine all the information currently available. What is 
known about the brand? One of the problems with brand research is that it is all too 
frequently conducted to address a particular issue, and never really looked at in 
relation to other research that is being, or has been, conducted for the brand. On at 
least an annual basis, it is important to look at reports that have previously been done 
for the brand, or even done for other brands in the company’s product portfolio. When 
reviewing different research findings, from different sources, together for the first 
time, the result may offer significant new insights (Robinson, 1992). 


In this review of available information about a brand, the primary objective is to 
generate hypotheses concerning the key ‘assets’ of the brand that are likely to mediate 
its equity. These hypotheses will help guide and frame the measures of brand equity 
that should be used in any research that is conducted. Depending upon the brand’s 
marketing strategy, a manager may also want to consider the information under 
review in light of other potentially related issues, for example possible line or brand 
extensions. 


The real benefit of conducting a brand equity review on a regular basis is that it 
helps provide a look at the current state of knowledge about a brand’s equity as well 
as providing a fresh understanding of the brand. It will also provide the manager with 
a better understanding of what role advertising and other marketing communication 
has played and can play in maintaining the brand. 


KEY CONCEPT 


A brand equity audit helps to uncover the elements of a brand 
and its market that are likely to affect its equity 


Conducting a brand equity audit on a regular basis provides 
information on the current state of a brand’s equity as well as an 
updated understanding of the brand’s performance and the 
effectiveness of its marketing communication. 
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What should be reviewed? In a word, everything. At least, everything that is 
reasonably available and likely to be relevant to the brand. Obviously, this will 
include any recent research that has been conducted for the brand, but also studies of 
general market trends and other information about the category, distribution channels, 
competitive activity, etc. How far back a manager should go in looking at this 
information must be determined specifically for each brand. But, for whatever period 
is appropriate, everything available should be reviewed. 


It is critical that this ‘everything’ includes all the marketing communication that 
surrounds the brand. A brand really only exists in and through the marketing 
communication about it and its competitors. It is essential, therefore, in a brand equity 
audit to review the marketing communication for a brand and its key competitors. An 
advertising content analysis should be completed for the entire category, in terms of 
both underlying communication strategy and the claims each brand makes; and this 
analysis should reach back in time. 


Even though most (if not all) of the information included in a brand equity audit 
will have been available and studied by the manager before, the benefit comes from 
looking at everything together, at one time. In this way themes can be detected that 
may not have been obvious when each report was being considered in the light of a 
specific issue. The brand equity review is an opportunity for a complete and 
comprehensive look at a number of elements likely to affect a brand’s equity. 
Generally speaking, it should be summarized in a written report that presents what is 
currently known about a brand in three areas: the overall market, competitive 
strategies, and insights into brand equity. 


e The overall market. Given that a brand’s equity is relative, that it only makes 
sense within a particular marketing and competitive context, it is important to 
understand what is known about the existing state of things in the market where 
the brand competes. What the manager should be particularly interested in are 
any external factors likely to affect a brand’s equity. This will provide the 


context necessary for understanding brand equity in the category. 


e Competitive strategies. The second area should provide a clear summary of 
current marketing and communication strategies and tactics for the brand and 
its key competitors. It will be in this section that an analysis of the current 
advertising and other marketing communications will be summarized in relation 
to brand equity. 


e Insights into brand equity. Here is where the report summarizes what has been 
learned about the brand that helps to evaluate its strengths or weaknesses. This 
is where the manager should speculate on the current strength and nature of the 
brand’s equity, and what must be done to sustain, nurture, and protect it. 


With this report in hand, the manager is in a position to look into what new measures 
of brand equity should be considered. This decision will be guided by gaps in the 
current understanding of the brand (or of key competitors, especially if they have 
changed), as well as key ongoing measures and measures necessary for new Strategic 
considerations. 


The brand equity audit makes use of existing research and other already available 
information. Building upon that base of understanding, research to measure current 
brand equity is needed. This type of research is known as primary research, and is 
conducted among members of the brand’s target market (as opposed to secondary 
research, which is published research that is generally available from various other 
sources). 


Qualitative brand equity research 


There are two fundamental ways of conducting primary research: using qualitative 
methods and using quantitative methods. Qualitative research is done either with 
focus groups, where 8-10 members of a target population are led by a group 
moderator in a discussion of a topic, or with one-to-one, individual in-depth 
interviews. Quantitative research is conducted among a larger sample of the target 
population (usually 100 to 1,000, depending upon the complexity of the target market 
and the degree of reliability desired), utilizing a structured questionnaire. In this 
section we will be looking at qualitative research, and in the next quantitative. 


Both qualitative and quantitative methods for measuring brand 


equity are necessary 


Qualitative research helps bring an understanding of the motivation 
driving brand behavior and the benefits seen as informing its image, 
while quantitative research provides measures of the strength and 
nature of the brand’s equity. 
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The number of focus groups or in-depth interviews conducted will be a function of 
any number of market considerations. How many important market segments are 
involved? Are brand attitudes or behaviours expected to differ among particular 
demographic or geographic populations? If so, it is important to ensure adequate 
representation in the research design. 


While occasionally it may only be necessary to conduct in-depth interviews, rarely 
will it be sufficient to only conduct focus groups. More often both in-depth interviews 
and focus groups will be needed. When each are conducted, both the social and 
individual considerations involved in decision making will be accounted for. Many 
aspects of people’s responses to brands are mediated by their interaction with others, 
and focus groups permit this interaction to be explored. But a great deal of what 
motivates how people think and react is deeply personal, and this requires in-depth 
interviews, conducted on a one-to-one basis, to explore these issues. 


Too often when thinking about qualitative research, especially focus groups, 
managers do not see it as part of a systematic or purposeful plan. Focus groups are 
looked upon as a (relatively) inexpensive and easily interpreted means of gathering 
information about an issue, one where answers are readily and quickly forthcoming. 
But in point of fact, there are no ‘findings’ from focus groups, only learning. Focus 
groups do not provide answers. What they do is help focus our thinking by treating 
reality as it is understood by people, and relating it to the everyday experiences of 
people. This is not easy, and requires a moderator well versed in the psychology of 
consumer behaviour, and a moderator’s guide that reflects this same understanding. 


One of the important inputs from using qualitative methods as a first step towards 
measuring brand equity (remember there are no results as such) is the identification of 
the key aspects of the equity: what many people think of as emotional versus 
functional aspects. In reality, these terms can be misleading, because they are not 
necessarily independent. Brands and their equity are better understood in terms of 
perceived benefits, and these benefits may be either specific attributes, subjective 
characteristics, or emotions associated with the brand or its use as we have discussed. 
This will be dealt with in more detail. 


There are many, many techniques that skilled moderators and interviewers may 
use in qualitative research; more than can be dealt with here. But in terms of laying 
the foundation for measuring brand equity, there are two key areas that must be 
covered: motivation and benefit structure (Table 7.1). Some of the techniques used to 
address these two areas are discussed next. 


TABLE 7.1 Key qualitative measures for brand equity 


Motivation Gaining an understanding of the underlying motivation that drives 
behaviour in a brand’s category. 


Benefit Determining the benefits that help inform a brand’s image. 
structure 


Motivation 


Understanding the underlying motivation that drives behaviour in a product class is 
critical. Without that knowledge, it is impossible to set strategy because brand attitude 
is related to that motivation. In fact, back in the early days of qualitative research, it 
was known as ‘motivation research’, pioneered by the psychologist Ernest Dichter 
(1964). Motivation can be explored with either focus groups or in-depth interviews. 
But because consumers are really not introspective about their behaviour, skilled 
probing is necessary to ensure that you get ‘under the surface’ and to the real nature of 
the motives involved. Some useful probes for getting at motivation include questions 
like: 


e How does thinking about the brand make you feel? 
e What is the significance of the product in your life? 


How do you use the brand? 

e How do you feel when you use the brand? 

e What else makes you feel that way? 

e What is your first memory of the product? 

e What would your life be like without products like this? 


Careful analysis of a series of probes such as this will provide insight into motivation. 
Do not simply ask: ‘Why do you buy this brand?’ 

Another popular way is to use what are known as projective techniques. These can 
be especially useful in situations where someone may be reluctant to talk about 
personal feelings, or where the actual motives involved are ambiguous. In such cases 


one might ask a question like: ‘Why do your friends buy these products?’ There are a 
wide variety of projective techniques available (Semeonoff, 1976). Some popular 
projective techniques include using cartoon characters in various brand purchase or 
usage situations and asking people to fill in what they are saying in the ‘balloons’ over 
their heads, or asking people to ‘become the brand’ and talk about themselves. 
Projective techniques can provide important insight into people’s motives (Levy, 
1985). 

What one is looking for is a sense of whether the underlying motivation is either 
positive or negative. Does the brand make you happy? Does it solve or avoid a 
problem for you? One thing to look for is to see if the responses people give are 
brand-focused or people-focused. Brand-focused responses tend to reflect negatively 
oriented motivations (the more ‘functional’ aspect of brand equity); people-focused 
responses tend to reflect positively oriented motivations (the more ‘emotional’ aspect 
of brand equity). This is not an absolute, but does generally hold. 


Benefit structure 


The benefit structure of a brand will help inform its image. Think about brands you 
know. Sometimes that image is well formed, while in other cases it may be less well 
defined. For example, what one word comes to mind when you think about Volvo? 
Most people would say ‘safety’. What comes to mind when you think about Ford? 
Different people are likely to come up with different thoughts here because Ford does 
not have a well-defined and focused image like Volvo. Does this mean that Ford’s 
brand equity is not as strong as Volvo’s? Not necessarily, only that Ford’s equity is not 
so easily defined. They could both be equally positive. 


Volvo has become synonymous with ‘safety’ 
Source: © Shutterstock/Andrei Bortnikau 


To fully understand a brand’s equity it is necessary to understand the benefit 
structure that supports it. This is a critical point, and will be discussed in more detail 
later in this chapter. One of the most important functions of qualitative research is to 
uncover what constitutes this benefit structure (Bong et al., 1999). Note that it is 
important to understand the benefit structure of a brand as well as the benefit structure 
of its competitors. This means that in the qualitative phase of research the benefits 
associated with the product category are explored as well as individual brands. With 
quantitative research the benefit structure of specific brands will be assessed, as 
discussed later. 


There are a number of qualitative techniques that help in identifying the 
components of a brand’s image or personality, and its benefit structure. One way is to 
use projective techniques such as those already discussed in the section on motivation. 
Another way is to ask for cognitive associations (Krishnan, 1996), that is, the first 
thing that comes to mind when a person thinks of the category or brand (as illustrated 
in the example earlier with Volvo and Ford). This technique can then be enhanced by 
‘laddering’ the responses, asking what that word brings to mind, and then what that 
response brings to mind (something called means-end analysis) (Rossiter and Percy, 
2001). 


Laddering is a good way of getting at benefit structure and its associated neural 
network in memory. Consider this example for a building society. When asked for the 
first thing that comes to mind when someone thinks about saving (cognitive 
responses), they might respond with comments like ‘security’, ‘children’, 
‘retirement’, or ‘money’. In itself, this is important information. But with laddering, it 
is possible to learn even more. If someone initially said ‘security’ when asked for the 
first thing that came to mind when thinking about saving, they would then be asked: 
‘And what does security make you think of?’ They might respond, ‘family’. Then they 
would be asked: ‘And what does family make you think of?’ The answer might be 
‘the future’. This laddering exercise has uncovered a series of associations in the 
person’s mind related to the product category. Figure 7.1 shows the results of an 
actual laddering exercise for ‘saving’. 


security ae family a future 
future — security — preparation 
or 

future — retirement — fear 
children —> future -p preparation 
retirement -> no children —> freedom 
money — security —> retirement 


FIGURE 7.1 Means-end laddering analysis of ‘savings’ 


What is really important in looking at these responses is that they are all strongly 
interrelated in memory. This suggests a tightly associated benefit for the category. 
Each of the key benefits initially associated with the category is likely to stimulate 
one of the other benefits. A careful analysis of this laddering exercise suggests that at 
the heart of saving in people’s minds is the benefit of security. How a building society 
rates in terms of perceived security will go a long way towards determining the 
strength of its brand equity; and this will depend upon associations in the target 
market’s perception of the brand in terms of the other key benefits. These 
interrelationships are illustrated in Figure 7.2, and reflect the likely neural network 
associated in memory with savings. 


When strong interrelationships among key benefits are found, it generally means 
that the brand equity for all brands in the category will be constructed in basically the 
same manner, since the perception of one key benefit is strongly related to the other 
important benefits. But this is the exception rather than the rule. More often, when 
laddering, all the associations are not interrelated. When this occurs, it means that 
individual brand equities may be equally strong, but constructed in different ways, 
built upon different key benefits. 
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FIGURE 7.2 Neural network for ‘savings’ 
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Figure 7.3 Neural network for beer 


Consider a second example, this time for beer. When beer drinkers were asked in a 
study for the first word or phrase that came to mind when they think of beer, while 
there certainly are some interrelationships here, they are not nearly as clear-cut as 
those in the previous example. Some beer drinkers generally associate beer in 
memory with Fun and Partying, while others associate it with Refreshing and Thirst 
Quenching as we see in Figure 7.3. This suggests two fundamentally different benefit 
structures, leading to two potential positionings for a beer brand. Exactly what benefit 
structure defines a brand’s equity must be measured in the quantitative research, as 
discussed in the later section on brand attitude. But the manager will have learned 
quite a bit about how brand equity in the category is constructed from the qualitative 
research. 


We can also learn from laddering whether or not brands play a prominent role in 
how people think about a category. If it does, brand names would be frequently 
mentioned in the means-end laddering. In our beer examples, brands were not playing 
a role in category perceptions in memory. In this study, fewer than 5% mentioned any 
brand. This suggests that no particular brand, or even brands in general, play a part in 
how beer is thought about, regardless of how strong any individual beer brand equity 
might be. 


Before leaving this subject, there is something else to be learned from these 
examples. The nature of the benefit structure can also aid a better understanding of 
motivation. Looking back at the benefit structure for savings, it is clear that it is very 
functional, suggesting the likelihood of negatively originating motives for saving. The 
beer category is less well defined. Benefits such as ‘fun’ or ‘partying’ suggest a more 
emotional association, and hence positively originating motives. Exactly what benefit 
structure defines a brand’s equity must be measured in the quantitative research, as 


discussed in the section below on brand attitude. But the manager will have learned 
quite a bit about how brand equity in the category is constructed from the qualitative 
research. But remember, this is qualitative research, and we are not looking for 
answers, but direction. The answers, the actual measures of brand equity, will follow 
from the quantitative research. 


Ethnography 

While not normally thought about when thinking of measuring brand equity, the use 
of ethnographic research can be useful because of its ability to help gain insights into 
consumer behaviour. Beyond the generally understood use of ethnographic research in 
observing behaviour, good ethnographic research will also include extensive personal 
interviews. While similar to traditional in-depth interviewing, it is characterized by 
questioning that is much less focused. As Hammersley and Atkinson (1983) have put 
it, ethnographic interviews should be used as triggers to help stimulate the respondent 
into telling the researcher about a particularly broad area. 


At the heart of ethnographic interviewing is a very informal approach where the 
interviewer does not use a structured set of questions, but a series of question-asking 
Strategies. A strategy is picked according to the direction the discussion takes. Also, 
the interview itself may take place anywhere: while the subject is cooking a meal, on 
a shopping trip, or sharing a drink. In other words, the aim is for casual conversation 
where the person being interviewed is in control (Geertz, 1973). For a review of the 
role of ethnographic research in consumer behaviour, see Elliott and Jankel-Elliott 
(2003). 


Quantitative brand equity research 


The job of quantitative research is to assess the strength as well as understand the 
nature of a brand’s equity relative to competitive brands. Up to this point the 
discussion has centred on those things it is necessary to understand before trying to 
quantify brand equity. Everything currently known about a brand has been reviewed 
and the manager has conducted qualitative research to help understand the 
motivations driving category and brand behaviour, and to identify the benefit structure 
involved. Now we will consider a number of techniques that may be used to assess the 
strength of brand equity, and then other techniques that should be used to gain an 
understanding of its nature. For a more detailed look at various quantitative research 
techniques, see any good marketing research text (such as Brown, Suter, and 
Churchill 2014). 


Assessing brand equity strength 


The most common measures of brand equity involve measuring its strength. While 
this is important, such measures are really only addressing the results or consequences 
of brand equity. Managers do need to know about awareness and preference, who is 
buying the brand, and the effects of price. These are the practical measures that 
‘describe’ a brand and its users, and where it stands in the market relative to 
competitors. But we must remember that this does not tell the manager why, or what 
can be done to positively affect brand equity. That will require more than descriptive 
measures. Nevertheless, the measures described in this section are essential because 
they provide managers with an assessment of their brand’s performance in the market 
(Table 7.2). 


Brand salience 


The idea of brand salience goes beyond brand awareness. Brand salience depends 
upon awareness, but it also reflects the relative strength of that awareness in relation 
to the target market’s awareness of other brands in the category. This relationship will 
be reflected in the relative relationship between what is known as ‘top-of-mind’ 
awareness and all the other brands in the category of which someone is aware. 


TABLE 7.2 Assessing brand equity strength 


Brand The strength of a brand’s awareness in relation to the awareness of 
salience other brands in the category. 

Brand The level of consumer preference for a brand versus others in the 
preference category. 

Price Indication of the extent to which consumers are willing to pay a 
elasticity higher price without switching brands. 


To measure brand salience one asks a representative sample of a brand’s target 
market for ‘all the brands that come to mind’ in the category, and record the order in 
which they are mentioned. Then, one takes these responses and plots the number of 
first mentions for each brand versus the total number of mentions. Once this has been 
plotted, fit an exponential curve to the data, as seen in Figure 7.4. These are 
awareness figures for brands of mineral water in France, and the plot is typical of 
what one usually finds. Most brands fall along the curve, indicating that the 
relationship between total mentions and top-of-mind is proportional. 


Evian is clearly the strongest brand, most likely to come to mind first and being 
recalled by almost everyone. But what is of more interest are the results for Contrex, 
Volvic, and Badoit. Volvic and Badoit have proportionately greater top-of-mind 
awareness compared with total awareness, suggesting they are ‘niche’ brands with 
high brand salience. If one is aware of Volvic or Badoit, they are likely to be 
mentioned first, ahead of any other brand; otherwise they are much less likely to be 
mentioned. This suggests that only a small segment of the market is aware of them, 
but that those who are aware are likely to buy them. Contrex, on the other hand, is 
likely to be mentioned by most people, but relatively unlikely to be on the top of their 
mind. This suggests a low brand salience even though it has high overall brand 
awareness. Brand salience is important because brands that come to mind first are 
usually the brands we buy most often. 


Top-of-mind awareness 
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FIGURE 7.4 Relationship between top-of-mind and total brand awareness 


TABLE 7.3 Contingency table of brand awareness 


Brands aware Brand mentioned top-of-mind 


Evian Volvic Contrex 


Evian 


Volvic 


Contrex 


Another aspect of brand salience that provides insight into brand equity is the 
relationship between first brands mentioned and other brands mentioned by the same 


people. Since the first brand mentioned is a good indicator of current usage (and in 
fact correlates highly with brand share), and other brands mentioned by the same 
person are potentially in their considered set for switching, comparing this 
relationship between brands provides a useful insight into brand equity. This can be 
done with a simple cross-tabulation of the awareness data gathered, as shown in the 
contingency table in Table 7.3. 

Looking at this example, there is an asymmetrical relationship between Volvic and 
Evian. It suggests that it is not unusual to find that those who mention Volvic first are 
aware of Evian, the brand with the greatest awareness (or with Contrex, given its 
overall high awareness), and that those who mention Evian first are unlikely to 
mention Volvic because it appears to be a niche brand. On the other hand, Contrex is 
clearly symmetrical in structure to both Volvic and Evian. What is surprising here is 
that those likely to be buying Contrex are well aware of Volvic, a brand not otherwise 
well known. Such a finding should alert the manager to look into what is going on 
here. Perhaps Contrex users actually prefer Volvic, but have trouble finding it. 
Whatever the case, the brand manager for either Volvic or Contrex will want to get to 
the bottom of this. 


Brand preference 


Brand preference, like brand salience, can be an indicator of the strength of brand 
equity. Obviously, brands that are preferred are likely to enjoy greater equity than 
those that are not. But this is not always a straightforward relationship. It has already 
been shown that looking only at the level of overall brand awareness will not provide 
a good understanding of the strength of niche brands (which will have strong 
awareness only within their own segment of the market). This will also hold when 
looking at overall brand performance in a category. Preference for a niche brand may 
be high in its market segment, but relatively low in the market as a whole. 


In addition, there is another aspect of overall brand preference that can be 
misleading, and that is the issue of perceived substitutability. Brands that are seen as 
having few likely substitutes are brands that are likely to have strong brand equity 
regardless of their share (assuming, of course, brand attitude is positive). Table 7.4 
illustrates an asymmetric table of potential brand switching for washing powders. 
What it shows are perceived alternatives to their preferred brand, mentioned by 
people who use Ariel, Persil, and Skip. In this example, it is clear that people who say 
they prefer Skip see both Ariel and Persil as good alternatives if their regular brand is 
not available. Those who prefer Ariel, on the other hand, do not see either Persil or 
Skip as an alternative. If a Skip user cannot find their brand on the shelf, they would 
be happy to buy either Ariel or Persil; if an Ariel user cannot find their brand, it would 


not be an easy decision for them to find a substitute. From these data it would be fair 
to assume that Ariel enjoys strong brand equity while Skip’s is rather weak. 


TABLE 7.4 Asymmetric table of potential brand switching 


Alternative brands considered Brand preferred 


Persil 


Ariel 


Persil 60 


Skip 


The result for Ariel and Persil is less dramatic, but it shows basically the same 
situation. Persil users are more open to alternatives than are Ariel users. But suppose 
market shares for Ariel and Persil are roughly the same. What does this say about the 
relationship between brand preference and brand equity? Clearly, brand share would 
not be a good measure of likely equity. Ariel would surely enjoy a stronger brand 
equity because users of Ariel (in this example) are much less likely to feel that 
another brand would be a good alternative. 


Looking at brand preference is useful, but it is important to go beyond overall 
preference and examine likely switching behaviour. Questions of preference and 
switching are bound up with issues of brand loyalty, which will be discussed in the 
next section. 


Price elasticity 


Another important indicator of the strength of a brand’s equity is price elasticity. To 
what extent is a consumer willing to accept a price increase without switching? 
Clearly one would expect a brand’s core loyalty segment to be less price sensitive 
than switchers. But by their very nature, a brand’s switchers use other brands, and 
price will be a key determinant of a switcher’s choice. Usually this will be the result 
of a price promotion. But looking at price elasticity, the concern is with regular 
pricing policy. If a brand’s price is raised relative to a switcher’s brand set, how long 
will that brand remain in their set? This will be a function of the strength of the 
brand’s equity. 

One of the better ways of looking at price elasticity in terms of brand equity was 
offered some time ago by Moran (1978). He talked about a dual concept of upside and 


downside price elasticity. Upside elasticity is measured by looking at how much sales 
go up when the price is lowered, and downside elasticity by looking at how much 
sales go down when prices are increased. It is important to understand that upside and 
downside elasticity are independent. Just because sales do not drop significantly with 
a price increase does not guarantee (or even suggest) that sales will not rise with a 
price cut. The extent to which sales do or do not go up or down with a corresponding 
decrease or increase in price is entirely independent, they are not related. 


TABLE 7.5 Measures for understanding brand users 


Core Going beyond purchase behaviour to get at the attitudes underlying 
loyalty purchase behaviour in the category. 


User Comparing user images with actual user profiles and gaining an 
profiles understanding of how the brand is used. 


The relationship between upside and downside elasticity, however, does provide a 
measure of brand equity strength. What one wants is a greater upside elasticity 
relative to downside elasticity; and the greater that difference, or the smaller the 
downside elasticity, the stronger the brand equity. This is because a strong upside 
elasticity, a significant increase in sales when prices go down, suggests increased 
perceived value for the brand; and weak downside elasticity, where sales do not fall 
off much when prices are increased, suggests a strong positive brand equity and 
reluctance to switch. 


Understanding brand users 


One of the primary functions of quantitative research is to gain an understanding of 
category users, and specifically users of a brand versus users of competitive brands. 
How similar are category users to the general population? In what ways are users of a 
brand similar to or different from users of competitive brands? How committed are 
users of each brand in the category? Who are the brand’s loyal users, and how do they 
differ from loyal users of other brands? There are two basic types of measures that are 
used in answering these questions. First is a measure of ‘core loyalty’, which is a 
combination of brand purchase behaviour and brand attitude. Then, based upon this, 
one is able to ‘profile’ various user segments (Table 7.5). 


Core loyalty 


Traditionally, researchers look at purchase behaviour and infer loyalty. They measure 
how often people buy a brand, repeat purchase behaviour, or share of usage occasions. 


But these measures do not go far enough. Brand loyalty is a function of people’s 
attitude towards both brands and the category, and measures must take this into 
account. This means using more attitudinally based questions such as having people 
choose one of the following to indicate their brand behaviour: 


‘I prefer this brand over others in the category.’ 
‘I buy a number of brands in the category and don’t feel strongly about any of them.’ 


‘Although this is my favourite brand, I will buy others that I like if they are on sale.’ 


Questions like this get at the attitudes that underlie category purchase behaviour, and 
help identify people who are willing to switch among brands in the category. 


In the last section it was pointed out how the extent to which users of a brand see 
other brands as an acceptable alternative can provide an indication of the strength of a 
brand’s equity. What one is trying to do in measuring brand loyalty is identify the 
extent of a brand’s core commitment. All brands have users with various degrees of 
commitment. The stronger the commitment, generally speaking, the stronger the 
brand equity. The stronger the perceived brand equity, the less willing a user is to 
switch. Because the brand is seen as providing ‘more’ of what they want, purchase is 
more likely to continue, even in the face of things like competitive price-off 
promotions. 


While it is important to identify and understand these loyal users, in reality there 
will be more ‘switchers’, those users who buy the brand but also buy competitor 
brands as well. From the manager’s perspective, strategically these brand switchers 
are more important because that is where the brand’s growth is most likely to come 
from, always remembering that brand loyals will usually provide the foundation of a 
brand franchise, and must never be taken for granted. As a result, marketing 
communication will be aimed at attracting increased usage from switchers while 
reinforcing positive attitudes among brand loyals. The key here is brand attitude. In 
order to successfully target switchers and retain brand loyals, it is critical to 
understand what drives brand attitude, the foundation of a brand’s equity for its users. 


This issue will be addressed later in the chapter, in the section on measuring the 
nature of brand equity. But in addition to the attitudes of a brand’s users, it is also 
useful to have profiles of just who they are, and how they compare with the users of 
competitor brands. 


User profiles 


Determining the profile of brand users is perhaps the most common use of 
quantitative research. Profile measures are useful to managers because they provide 
an idea of who it is that uses their brand, which can be especially useful when 


developing marketing communication. The most common measures for profiling 
brand users reflect what Gerrit Antonides and W. Fred van Raaij (1998) have 
described in their book on consumer behaviour as general level characteristics of a 
market: demographics (e.g. age, income, geographic area), lifestyle (e.g. active in 
sports, like to travel), and psychographics (e.g. outgoing, conservative). Like all the 
assessments of brand equity strength discussed so far, profile measures reflect the 
results of brand equity. Some brands are seen as ‘young’, some as ‘old’, and the 
demographic profile of their users is likely to reflect this. Some brands are thought of 
as ‘cutting edge’ while others in a category are more ‘traditional’, and this is likely to 
be reflected in the psychographic profile of their users. 


In effect, these profiles are user images. In the main, the image of a brand’s user 
will reflect the profile of actual users, because the image embodies the characteristics 
associated with the brand. If actual user profiles do not reflect the image of the user, 
one of two things may be happening. Either there is a misperception of who uses the 
brand (unlikely) or there are strong aspirational considerations involved. In either 
case, such differences will reflect brand equity. A brand may be seen as used only by 
upscale consumers, or perhaps by those engaged in a vigorous outdoor lifestyle, when 
in fact the brand is actually used by a broad spectrum of people. There may be a 
segment of the middle class who use a brand precisely because it is known to be the 
brand of choice among the rich; or football fans may use a brand because it is known 
to be used by athletes. In each case this will be a function of the image of the brand. 
Understanding the user image profile is as instructive as knowing the actual profile of 
brand users (and often more instructive). 


Another important aspect of profiling brand users is an understanding of how the 
brand is used. What are the actual usage occasions? Are some brands in a category 
seen by users as more or less appropriate for specific occasions? Think of chocolate. 
While Cadbury would make a good snack, Perugino is more likely to be considered 
only for special occasions. Some cleaners are seen as generally for everyday use, 
others for really tough jobs; some brands of whisky you order at a pub, others at a fine 
restaurant. Why a brand is purchased and how it is used reflects brand users’ image of 
usage occasion, part of its brand equity. 


TABLE 7.6 Measures for understanding the nature of brand equity 


Brand Determines those benefits that drive positive brand attitude, which 
attitude are the components for building brand equity. 


Image Identifies those benefit claims uniquely associated with a brand 
ownership versus competitors. 


The nature of brand equity 


Up until this point the discussion has been about measures of brand equity strength. In 
this section measures of brand equity that provide insight into understanding its nature 
are considered. Specifically, the questions of brand image and brand attitude (Table 
7.6). 


Structure of brand attitude 


Most marketers would agree that brand equity is that ‘something’ attached to a brand 
that adds value over and above the objective characteristics of the product or service, 
as discussed in Chapter 5. Whatever that ‘something’ is, it is embodied in people’s 
attitudes towards that brand. It is dynamic, and subject to change over time. It attaches 
itself to the brand name, providing a current summary of people’s feelings, 
knowledge, and experience with that product or service. Brand equity is a result of 
brand attitude, and this is what provides the key to its understanding. In many ways, 
building and ensuring a continuing positive brand attitude is what strategic brand 
management is all about, because it leads to strong brand equity. 


What is needed to really understand the nature of brand equity is a measure of the 
components that lead to it, and this means measures of how the market forms current 
attitudes towards the brand. To really understand a brand’s equity, it is necessary to 
understand how it is constructed. It is this understanding that ensures an effective 
positioning, and the ability to adjust that positioning over time as needed to continue 
building and sustaining positive brand equity. 


The expectancy-value model is considered by most researchers in consumer 
behaviour to be the best model of attitude, and it provides one of the best ways to 
measure it. This model states that an attitude towards an object, a brand or product in 
our case, is the sum of everything we know about it weighted by how important those 
beliefs are to us (Fishbein and Ajzen, 1975). Obviously, it is impossible to study 
‘everything’ about a brand or product, but one can and should consider everything 
critical to the benefit positioning of the brand. This will be known from the benefit 
structure uncovered in the qualitative research that leads to the brand’s positioning. 
The expectancy-value model may be used to measure how a brand’s equity is 
structured; what it is about a brand that contributes most to the overall attitude toward 
the brand and hence its equity. 


Consumers hold what might be thought of as an overall summary judgement about 
a brand, reflecting their attitude toward it and its brand equity. ‘Clarks makes great 
shoes’ is an attitude about Clarks that connects the brand in the consumer’s mind with 
what is the likely purchase motive, sensory gratification (i.e. they buy Clarks shoes to 


enjoy them). This brand attitude, however, does not just spring from nowhere, but is 
the result of one or more beliefs about the specific benefits the brand offers in support 
of that overall attitude. The expectancy-value model can be used to identify those 
benefits with the greatest potential leverage in brand choice and what it is about a 
brand that drives overall brand attitude. 


What we are looking to include in measuring brand attitude are those benefits 
associated with the category, and the benefit claims for the brands in it, that define the 
positioning of those brands; and especially those related to the underlying motives 
driving behaviour in the category. Table 7.7 lists a number of benefits and benefit 
claims that have been associated with hard candy. While in reality there may be as 
many as 15 or 20 benefits associated with a category and its brands, these (which 
came from an actual study) will serve to illustrate how an expectancy-value model is 
used to measure brand attitude and help understand brand equity. 


In a quantitative survey of the target market, people are first asked how important 
each of the benefits and benefit claims are to them when considering buying hard 
candy. Importance is measured using a three-point scale where if the benefit is 
essential to the target market it is weighted a ‘3’, if the benefit is desirable but not 
essential it is weighted a ‘1’, and if it is not all that important it is weighted ‘0’. Then, 
for the brand under study and each of its major competitors, people are asked how 
well that brand delivers the benefit. Here again, a three-point scale is used where if 
the brand is thought to definitely deliver the benefit it is weighted a ‘3’, if it is thought 
to only do an acceptable job in delivering the benefit it is weighted a ‘1’, and if it is 
not perceived to deliver the benefit it is weighted a ‘0’. 


Comparative expectancy-value model of attitude for hard candy 


Lasts a long time 3 iL 3 
Real fruit flavour 3 3 1 
Burst of fruity il 3 1 
flavour 


So good to share 1 1 1 


Wakes up taste 0 1 0 
buds 


All familiar flavours 1 1 3 


After conducting a study among hard candy consumers, suppose the results shown 
in Table 7.7 are found. What understanding does this provide about the equity of 
Taverner’s Drops and Cavendish and Harvey? Overall, people’s attitudes towards the 
two brands are the same (the expectancy-value weighted sum of importance times 
benefit delivery is the same for each). But the real insight is that the equity for each 
brand is different, even though they are both seen as equally good. Taverner’s equity 
is built upon a perception in the market that it has a good fruit taste while Cavendish 
and Harvey’s equity is a function of the fact that it is perceived to last a long time and 
offers many flavours. 


Because people’s attitude towards these two brands is positive and equally strong, 
measures of their brand equity strength are also likely to be positive and roughly the 
same. If the only measures available are of brand equity strength there would be no 
understanding that while both are strong brands, their positive brand equity is a result 
of quite different perceptions of each brand. 


This is a mistake made too often by managers. Each of the measures discussed in 
the previous section in this chapter addresses various aspects of brand equity, and all 
are useful tools in the manager’s kit, but they are only measuring various 
consequences of brand equity. Even more comprehensive brand building and brand 
equity models such as Young and Rubicam’s BrandAsset Valuator or Millward 
Brown’s BrandDynamics model, while identifying relative brand strengths and 
weaknesses, do not address the fundamental underpinnings of brand equity. This 
requires gaining an understanding of the way in which attitude towards a brand is 
built. 


This understanding is critical for the managing of a brand. What could the 
marketing manager for Taverner’s Drops do to increase its brand equity and create an 
advantage over Cavendish and Harvey? At least three strategies are available, based 
upon an understanding of the market as revealed by the research. They could attack 
Cavendish and Harvey’s strength along the ‘lasts a long time’ benefit, or introduce 
more ‘favourite’ flavours. Creating the perception that the brand really delivers on the 
‘lasts a long time’ benefit, not just does an okay job, makes the most sense because it 
is more important to people, and they would not need to change their flavour line. If 
the brand could convince the market that Taverner’s Drops do indeed last a long time, 


overall attitude towards the brand would increase significantly (applying the 
expectancy-value model, going from the current level of 17 to 23). 


Another option open to them would be to try and raise the importance of a ‘burst 
of fruity refreshment’ in people’s consideration of hard candy from desirable to 
essential because the brand already enjoys an advantage over Cavendish and Harvey 
on that benefit. If successful, it would again significantly increase favourable brand 
attitude, and hence brand equity. 


You can see how this analysis is closely tied to benefit selection for positioning, 
and it should underscore how important it is to get the correct positioning for a brand. 
An effective positioning, through marketing communication, leads to positive brand 
attitude, which in its turn helps build strong brand equity. Measuring brand equity 
with the expectancy-value model provides managers with the opportunity to evaluate 
what it is that is at the heart of their brand’s equity, and what it will take to further the 
old positive brand attitude to increase that brand equity. 


Image ownership 


Brand images are created by benefit claims that are made about a brand, usually 
through marketing communication. As we saw in the last chapter, benefits are either 
attributes (e.g. low in fat), subjective considerations (e.g. healthy), or emotions (e.g. 
look great), that are associated with a brand. Benefit claims are how these benefits are 
presented to the consumer. 


In positioning a brand, benefits are selected that are important to the brand’s target 
market and that they feel the brand can deliver (and, ideally, are uniquely associated 
with the brand as we saw in the previous chapter). They are then presented in 
marketing communication as a visual or verbal benefit claim (Percy and Rosenbaum- 
Elliott, 2016). For example, through research it may be learned that a brand is 
perceived to taste better than most of its competitors. This benefit of ‘great taste’ 
might be turned into a benefit claim along the lines of ‘so good you will want to share 
it’. The type of benefit selected will suggest the orientation of the benefit claim, which 
may be looked at in terms of rational, emotional, relational, or value considerations. 
As Rossiter and Percy (1997) have pointed out, benefit claims should be designed to 
elicit an emotional response that will help motivate the consumer to consider the 
brand, and create or reinforce positive beliefs about the brand. 


An important key to understanding brand equity is to identify those claims that 
‘signal’ a brand’s image. These ‘signals’ are those aspects of the brand that are most 
likely to come to mind or be associated with the brand. As already mentioned, benefit 
claims may be either visual or verbal, so brand signals too may be either visual or 
verbal. A good example of a visual brand signal is the one associated with Andrex 


toilet tissue in the UK. If you are familiar with the brand, what are you now thinking 
about? If you are like most people, you will be thinking about the Labrador retriever 
that was introduced into their advertising way back in 1972 and has been a continuing 
part of their advertising ever since. The retriever puppy ‘signals’ Andrex, and helps 
drive the brand’s image. 

In measuring a brand image, and more particularly its image relative to 
competitors, one is looking for something that might be thought of as ‘image 
ownership’. This is measured by asking questions about what brands are linked to 
what claims, and what benefits are related to those claims. A general idea about what 
benefits and claims are associated with the category will come from qualitative 
research. What is measured quantitatively is specifically what brand or brands people 
associate with each benefit and claim. 


Based upon what is learned from the quantitative measures of the importance of 
the benefits and claims, and their association with a brand, it is possible to paint a 
good picture of how the market ‘sees’ or understands the image of specific brands in a 
category; and with that, an understanding of brand equity. A particularly good way of 
looking at this is to plot the strength of claim associations in a category with the 
number of brands associated with each claim, as shown in Figure 7.5. This 
relationship helps to clarify image ownership, and underscores the desirability of 
coming up with a believable claim, appropriate to the category, but unique to the 
brand. 


This helps the manager understand brand equity in the following way. Assuming 
only claims that are based upon benefits important to the target market are considered, 
if it is found that only one brand in the category is strongly associated in people’s 
minds with a claim, in effect that brand ‘owns’ the image suggested by that claim. If 
people in the target market are asked which brand or brands of tea are ‘a lovely cup of 
tea’, and almost everyone says Yorkshire Tea, this suggests a strong and unique brand 
image for it built upon the benefit claim of ‘a lovely cup of tea’. Suppose people in 
the market are asked for the name of an automobile which is ‘for life’, and while a 
few people mention Volvo, most people do not associate the claim with any 
automotive name plate. Since only one brand is associated with the claim, and only 
among a small segment of the market, this benefit helps define an important market 
niche. This would suggest that for that particular segment of the market, the claim ‘for 
life’ helps to define the brand equity of Volvo. 


Strength of association with category 
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FIGURE 7.5 Relative brand image ownership 


On the other hand, if the target market for private banking is asked what bank or 
banks ‘challenge us, we’ll find the solution’ and a high association with the claim is 
found for Lloyds TSB, UBS Private Banking, Investec, and others, it would suggest 
that the claim is not ‘owned’ by any one bank, but is seen more as a category benefit, 
describing a number of private bankers. This would mean that UBS Private Banking 
(which used the claim) was getting no differential advantage from the benefit claim in 
building its own brand image and equity. If this same target market was asked which 
bank or banks are ‘Out of the Ordinary’, we might find that almost no one associates 
the claim with any bank. This would mean that the benefit implied by the claim ‘Out 
of the Ordinary’, while important to the target market (only benefit claims found to be 
important to the market are being measured), is not perceived as being a part of the 
image for any bank in the category. This means that while Invertec (which used the 
claim) had correctly positioned itself on an important benefit, it did not link that 
benefit to the brand, and as a result it is not contributing to the brand’s image and 
equity. 

There are many other ways of measuring brand image. Perhaps the most common 
is to simply develop a ‘profile’ of the brand by measuring how many people feel each 
of a number of attributes or benefits associated with the category describes a brand. In 
a sense, that is what is going on here, but the important difference is that one is also 
looking at what benefit claims ‘signal’ a brand’s image, not just the attributes and 
benefits that are related to the brand. This enables a fuller understanding of image 
ownership, which in its turn leads to a better understanding of brand equity. 


Measuring brand value 


Back in Chapter 5 we looked at financially-based notions of brand equity and saw 


how strong brands tend to generate greater profitability, and discussed a number of 
ways this contributes to financial strength. We argued that any financial values 
attributed to a brand is the result of its brand equity. It is this that enables a brand to 
provide asset value to the company. Nevertheless, companies do attempt to come up 
with a ‘hard’ measure of brand value. Unfortunately, there are any number of 
difficulties with this, as we shall see. 


This is not the place to delve deeply into accounting and those principles involved 
in the valuation of a brand. Still, accounting in some way is usually at the heart of any 
measure of a brand’s financial value. Basically, one is looking at cost relative to future 
value. But with brands, there will not be a single ‘value’ because measures of 
financial value for a brand will depend upon the goals of the valuation, and the idea of 
value will be dependent upon your position. As Kapferer (1998) has put it, the notion 
of value for brands is ambiguous, and a source of misunderstanding. Because of the 
vagary of value, he suggests the principles of accounting and financial information are 
largely inappropriate. Perhaps, but that is what drives most financial considerations. 


If we look at cost-based methods for valuing brands, one looks at either historical 
cost or replacement cost. But in either case, which costs, and over what period? If we 
look at market price for valuing a brand, what exactly is the market price? Is it what a 
comparable brand has recently sold for? How likely is it there has been such a sale, 
and how comparable are the brands? A key consideration here, even if there has been 
a recent comparable ‘sale’, is what is the future profit potential for the brand. Also, 
where does that brand fit within the portfolio strategy for the acquiring company? As 
you can see, all of this is very subjective. 


In 2017, Unilever made the decision to divest themselves of their margarine 
business, which included such brands as Country Crock and I Can’t Believe It’s Not 
Butter. But Unilever was the largest margarine seller in the world. Where would they 
find a ‘comparable’ brand for value? And in their case, things were complicated by a 
US$143 billion takeover bid by Kraft-Heinz. It was rejected by Unilever, but raised 
investor expectations (Roland and Gasparro, 2017). 


Still, if one can reasonably evaluate the potential earnings of a brand, this can 
provide a reasonable estimate of value. Kapferer (1998), despite his misgivings about 
financial information, suggests three independent stages that should be used in 
evaluating the expected profit for a brand. First, isolate the net increase associated 
with the brand. Next, analyse the brand’s market performance to estimate future cash 
flow. Finally, determine an appropriate discount rate and associated time period. But 
again, none of this is straightforward, and involves a great deal of subjectivity. 


Interbrand, a global brand consultancy, offers a brand valuation methodology that 
looks at a brand’s future earnings based upon current earnings, following a five-step 


approach. The first step determines how the market is segmented, values each 
segment, and aggregates these values to a total brand value. At the second step, 
‘intangibles’ associated with the brand in each segment are identified and used to 
forecast earnings resulting from these intangibles. Next, determine the role the brand 
plays in driving category demand in its markets. Then in step four, determine the 
brand’s competitive strengths and weaknesses and use them to derive a brand discount 
rate that will reflect any risk potential to future earnings. Finally, in step five you look 
at the present net value of projected earnings, discounted by the brand’s discount rate. 
But as with everything we have been discussing about brand value, nothing is 
straightforward. The Interbrand approach is complex (Perrier, 1997). 


Measuring brand value and its contribution to the financial well- 
being of a company is highly subjective 


There cannot be a single ‘value’ associated with a brand because the 
goals of valuation vary, and the idea of value will depend upon a 
brand’s position. 
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In addition to the subjectivity involved in brand valuation, there are other 
complications. A brand’s ‘intangible’ assets are not always synonymous with brand 
equity. Most financial measures tend to ignore or minimize things like advertising and 
R&D that reflect current investment in future equity. There is also the potential for 
confounding a brand’s strategies with the company’s strength when measuring brand 
value. 


Ambler (2003) also points out a number of problems in trying to measure brand 
value. In addition to being subjective, he argues that brand value methodologies are 
too crude to handle the slowly evolving nature of brand equity and they are based 
upon assumptions that continuously change. Also, most methods used have not been 
empirically or even thoughtfully justified. And, he argues that the most serious 
problem is that these valuation methods anticipate the future, specifically marketing 
efforts that are unknowable. 


Nevertheless, he finds that even though there are many flaws in brand valuation it 
does offer an opportunity for bringing important marketing considerations to the 


attention of senior management in a financial language that they understand. They 
also bring marketing and financial analysis of brands together, enabling a comparison 
with other corporate assets. 


Shareholder value 


In the early twenty-first century shareholder value analysis continues to be one of the 
leading principles of business. It follows from the mantra that the primary objective of 
any company is to maximize shareholder return on investment. But as with brand 
value, there are problems in how it is computed. While measures of shareholder value 
tend to acknowledge that income is generated by the brand’s customers, they are 
limited in what they are able to measure in financial terms. 


While shareholder value may be used to identify a company’s assets and costs, 
including marketing costs, it is likely only useful as an internal discipline. From a 
marketing standpoint, shareholder value tells you basically nothing about a brand’s 
market. Again, Ambler (2003: 83) pulls no punches. Where shareholder value is the 
dominant philosophy of a company, it ‘damages innovation, customer and employee 
relationships, crimps imagination, and leads to downward spirals of cost cutting’. 


Pre-testing marketing communication 


In the last chapter, we pointed out that the two universal communication objectives 
for a brand’s marketing communication are brand awareness and brand attitude. All 
marketing communication for a brand should be pre-tested to ensure that these 
objectives and others are being met, along with the likelihood the message will be 
processed. While we will not be addressing these other areas here (the interested 
reader is referred to Rossiter and Percy, 1997, for a detailed discussion), it is 
important to look at pre-testing marketing communication for brand awareness and 
brand attitude given their critical importance to brand success. 


Pre-testing marketing communication is important to ensure that 
the brand’s communication objectives are being met 


Pre-testing a brand’s marketing communication is essential to ensure 
that the message is being correctly processed and that the 


| communication objectives are being met. 


Before dealing with how to measure brand awareness and attitude in a pre-test, we 
need to address how not to ‘measure’ it. All too often focus groups are used to ‘test’ 
the effectiveness of marketing communication, but they are wholly inappropriate. 
They are of course useful in the development of messages, but not evaluating their 
effectiveness. There are two fundamental reasons why focus groups should never be 
used in pre-testing marketing communication. One, focus groups vastly overexpose 
the execution. In the real world, advertising and other marketing communications are 
only seen briefly, if at all. In a focus group attention is directed to the execution, and it 
is thoroughly discussed. The second problem concerns validity. By their very nature 
focus groups encourage interaction among group participants that militate against the 
individual reaction to the message and execution that occurs in the market. 


Another frequently used, but also inappropriate, way of pre-testing (and post- 
testing) marketing communication, especially advertising, is recall testing. While 
advertising recall measures may provide some very rough indication of attention to 
the message, that is also part of the problem. Recall tests are advertising-based and 
not brand based. What is needed are brand-associated measures of awareness, not 
awareness of the advertising or attitude toward the advert. 


Measuring brand attitude 


In measuring brand attitude in a pre-test we want to know how favourably our brand 
is evaluated relative to competitor brands, regardless of purchase intent. Recall from 
our discussion earlier in the chapter how the expectancy-value model of attitude is 
used to gain an understanding of the beliefs associated with a brand, and their 
importance, and how managers can use the model to evaluate the relative strength of 
their brand versus competitive brands. Additionally, the model enables the manager to 
access the attitude structure, those beliefs that help build positive attitude for the 
brand. 


While this helps provide an understanding of the nature of brand attitude and brand 
equity, when pre-testing marketing communication we are only looking for an overall 
or global measure of brand attitude. The best way of measuring this is with a simple 
bipolar scale. As Rossiter (2011) has pointed out, too often researchers use multiple 
item scales in measuring brand attitude, which more often than not are addressing 
different types of evaluations. Because brand attitude is a quantitatively conditioned 
response, it should be measured with a single item numerical scale. A simple Good— 


Bad bipolar scale will usually suffice. The extent of the scale will vary with the 
complexity of the category. With ‘simple’ products such as most fmcgs the scale 
should not exceed 5-points (—2, —1, 0, + 1, + 2 running bad to good). But for products 
with complex choice decisions, where more consideration is given to the purchase, a 
9-point or 11-point bipolar scale should be used. 


Measuring brand awareness 


You may be wondering why we are discussing brand awareness after brand attitude 
and not before. This is because in a pre-test brand awareness should be the very last 
thing to be measured. The reason for this reflects the role brand awareness plays in the 
purchase decision process. Recall from our discussion of brand awareness strategy in 
the last chapter that there are two types of awareness, recognition and recall, and that 
‘awareness’ of a brand is not required until the actual purchase decision is being 
made. With recognition brand awareness, this means at the point-of-purchase, and 
with recall, when the need occurs prior-to-purchase. Awareness of the brand is not 
needed until then, well after exposure to marketing communication. 


This presents a problem in trying to measure the effectiveness of creating strong 
brand awareness in a pre-test. You can create an artificial delay before asking about 
awareness by asking a series of ‘filler’ questions after gathering the brand attitude and 
other measures taken in the pre-test, such as collecting the demographic information. 
The point would be to encourage other neural activity that is not associated with the 
brand. But a better, if inconvenient and more expensive, way is to conduct a separate 
follow-up interview a day or even a week or more later. Yet even with a delay like 
this, the measure is likely to overestimate actual brand awareness because the pre-test 
itself drew specific attention to the brand, significantly more attention than the 
marketing communication is likely to achieve on its own in the market. 


Earlier we discussed how to measure brand salience, and while brand salience 
reflects brand awareness, what we are measuring here in connection with a brand’s 
marketing communication is different. Here, measures of brand awareness reflect the 
role of recognition versus recall awareness in the decision process. With recognition 
brand awareness, one way to measure it is to provide people with a display of several 
competing brand packages and ask which brands would satisfy a particular category 
need. To measure recall brand awareness, you must present the need first and then ask 
for all of the brands that come to mind that would satisfy that need. For example, if 
you ran a chain of Thai restaurants, you would ask what restaurants came to mind 
when someone wanted to eat out at a Thai restaurant. For both recognition and recall, 
the order of brand mention should be recorded. 


We have now looked at a number of ways of measuring brand equity, and how to 


pre-test marketing communication to measure its effectiveness in building brand 
awareness and attitude. But it is important for managers to have an ongoing 
understanding of brand performance and the impact of the brand’s marketing 
communication. This requires tracking studies, which we address in the next section. 


Tracking brand performance 


There are three basic tracking study methodologies: panel, wave, and continuous. 
There are advantages and disadvantages to each, but overall continuous tracking is the 
best (Rossiter and Percy, 1997). 


Panel tracking involves interviewing the same people each time, from the 
benchmark prior to a campaign and in each successive ‘wave’ of interviews during the 
campaign. This permits causality to be established at the individual consumer or 
customer level. The disadvantage, however, is that panels are very expensive and 
difficult to maintain, and if the interviews are conducted too frequently there is the 
potential to sensitize the participants to be more likely to make purchases in the 
studied category. 


With wave tracking, separate samples are interviewed each time. This enables the 
manager to relate steps in the chain of effects, but only at the aggregate level. It does 
not permit processing to be causally linked to communication effects over time. 


Continuous tracking uses small random samples of consumers or customers drawn 
from the target audience, and interviews are conducted daily or weekly. Instead of 
interviewing, say, 600 people every quarter or so, as happens with panel and wave 
tracking, 50 people would be interviewed every week for 12 weeks. The total number 
of interviews over the quarter is the same, but the interviewing is continuous. The 
potentially large variance due to the small sample error is overcome by tabulating 
results with a moving average. Continuous tracking provides a good compromise 
between panel and wave tracking methodologies. It is sufficiently casual and reliable, 
and it enables the manager to take quick action because the results are available 
continuously and all but instantly. 


Continuous tracking is the optimum method for measuring brand 
performance and communication effectiveness 


While there are different methodologies for tracking brand 


performance and the effectiveness of its marketing communication 
over time, overall, continuous tracking has been found to provide the 
best result. 


To give you some idea of what can be learned about brand performance in 
response to marketing communication from continuous tracking, we will briefly look 
at some insights gained from actual studies. (These and many others are discussed in 
Advertising and the Mind of the Consumer, by M. Sutherland, 2008.) 


Brand awareness versus trial 


Brand awareness is critical for all brands, but especially so for new products. If people 
are not aware of the new brand, there is almost no chance they will try it. When 
introducing a new brand into the market, it is critical that not only sales are tracked, 
but also awareness of the brand. New products, especially low-involvement products, 
must generate trial quickly for a number of reasons. It is important to reach payout 
quickly in order to sustain marketing budgets. But it is also important to capitalize on 
the ‘newness’ of the brand. With fmcgs, there are new product introductions all the 
time, and without an early foothold, the brand is not likely to succeed. 


Suppose a new brand is introduced, but after two months sales remain 
disappointingly low. Is it time to give up? It depends. If most of the target audience 
are aware of the brand, but have not tried, the answer is ‘yes’. But what if only a few 
people are aware of the brand? That is the case we see illustrated in Figure 7.6. After 
two months, awareness for this new brand was only 26%. This suggests that 
something is wrong with either the advertising itself or its media schedule. Brand 
awareness is the easiest thing to communicate about a brand, and the tracking results 
indicate it is not happening. If sales remain low after new advertising (or an 
adjustment in the media schedule) increases awareness, then it is time to pull the 
brand. But this decision cannot be made without a good understanding of how your 
advertising is working. 


Building the brand—benefit link over time 


In the discussion of the Rossiter—Percy grid it was pointed out that strategies for 
building brand attitude when dealing with positively motivated behaviour— 
transformational strategies—the benefit is often implied by the execution, and takes 
time to build. This makes it very difficult to use standard advertising ‘testing’ to 
determine if your message is working. In the 1990s a new snack brand was introduced 


using a musical jingle that talked about a couple of general benefits that were not very 
differentiating (such as ‘best’). The execution itself, especially the visual components 


and the pacing, however, was meant to imply that this was a ‘modern’ brand, the 
brand’s primary positioning. 
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FIGURE 7.6 Tracking brand awareness over time 
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FIGURE 7.7 Building brand-benefit link over time 
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Not surprisingly, when asked what the message said, people responded with the 
benefits offered in the jingle. Very few talked about it being ‘modern’. But 
transformational brand attitude strategies take time to build, and this is just what 
happened. In a continuous tracking study, when people were asked ‘which brand or 
brands do you most associate with the description “a modern, up-to-date brand?”’ the 
new snack brand was mentioned even though people did not mention this as a part of 


the message. And as seen in Figure 7.7, this benefit association with the brand built 
over time. 


This is a good example of how effective transformational advertising builds 


positive brand attitude, and how continuous tracking can measure its effect. If the 
brand manager relied only upon a traditional advertising ‘effectiveness’ study that 
only looked at what people felt the message ‘said’, it is likely the advertising would 
have been seen as a failure. It required indirect measurement, over time, with 
something like a continuous tracking study, to learn if the emotional authenticity of 
the execution was effective in associating the brand in people’s minds with the desired 
benefit. 


Building brand attitude over time 


In contrast, we know that for informational brand attitude strategies we must provide 
information, and that for high-involvement decisions the potential buyer must be 
convinced by the advertising (and other marketing communication) before making an 
actual commitment to purchase. And this brand purchase intention takes time to arrive 
at because someone is unlikely to be convinced the first time they see an advert. If 
managers for high-involvement products are not sensitive to this need for advertising 
to take time in order to fully convince the target audience to take action, they may 
give up on the brand because sales are slow to develop. 


After launching a new high-involvement durable product, a company wanted to 
cut out advertising after only 7 weeks because of disappointing sales results. But the 
company was conducting a continuous tracking study of the launch, and was 
convinced by the researchers that even though sales were below expectation, it was 
too early to give up. As can be seen in Figure 7.8, this was a smart decision. Each 
time the brand was advertised, a positive increase in brand attitude and intention to 
buy occurred, and eventually sales did respond. 
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FIGURE 7.8 Building brand attitude over time 


Uncovering unexpected advertising effects 


There is a fascinating aspect to how our minds work that psychologists call the mere 
exposure effect (Zajonc, 1968). If someone is simply exposed to something, they are 
more likely to prefer it to something to which they have not been exposed. 
Psychologists know this from conducting studies where they show people a set of 
random shapes or some other stimuli. Then, at a later time, they show them a series of 
paired examples, one from the set they had seen earlier and one similar, but not seen, 
and ask which is preferred. Consistently people ‘prefer’ the one they have been 
exposed to earlier. 


This same effect can occur with advertising. Figure 7.9 illustrates how the 
popularity of a brand increased over time with advertising. The advertising execution 
reflected its ‘taste and occasion suitability’ positioning, but over time the number of 
people who felt that ‘everyone seems to be drinking it’ increased steadily. This 
increase in popularity for the brand was a function of mere exposure. Simply because 
it was seen advertised, the target audience felt the brand was more popular, even 
though this was not part of the creative strategy. 
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FIGURE 7.9 Brand popularity increasing over time 


As just these four examples show, tracking studies (especially continuous tracking) 
can help managers better understand the effect their advertising and other marketing 
communication is having on the market, and this in turn enables the manager to make 
better strategic decisions for the brand. It is not enough to position the brand well and 
develop effective communication strategies. Managers must also monitor and evaluate 
how well the advertising itself, as well as another marketing communication, is 
contributing to a brand’s success. 


CHAPTER SUMMARY 


The importance of not just measuring brand equity but understanding its 
nature should now be clear. While it is important to measure brand equity 
in order to know where a brand stands relative to others in the market, to 
successfully manage a brand, understanding brand equity is critical. In 
the final analysis, there is no one measure of brand equity. Rather, as we 
have seen, it is important to use measures of both strength and 
understanding. With brand value there seems to be no really satisfying 
way to measure it. Most, if not all, measures are highly subjective in 
many of their assumptions, especially in attempting to project future 
performance. These and other problems plague attempts to measure 
shareholder value. The importance of pre-testing marketing 
communication to ensure the objectives for the brand are being met was 
discussed, along with the role of continuous tracking, shown to be 
critically important in measuring brand performance and_ the 
effectiveness of a brand’s marketing communication. 


DISCUSSION QUESTIONS 


1 What is a benefit structure, and why is it so important to the 
measurement of brand equity? 

2 Conducta laddering exercise for two competing brands, and 
discuss what the results tell you about the image and positioning of 
the two brands. 

3 What are the essential measures of a brand’s equity strength and 
how does each contribute to a better understanding of the brand 
equity? 

4 What is the benefit of profiling a brand’s users? 

5 Discuss how price elasticity can indicate the strength of a brand’s 
equity. 

6 What does it mean to ‘own’ an image, and how does that help build 
strong brand equity? 

7 Discuss how the expectancy-value model is used to uncover the 
components of brand attitude, and what that means for 


understanding the nature of brand equity. 
8 What do you see as the primary problems with measures of brand 
value? 
9 Among the brand value measures discussed, which do you feel 
offers the best approach, and why? 
10 Discuss the problems associated with trying to measure 
shareholder value, and do you see any way around them? 
11 Why should focus groups not be used in pre-testing marketing 
communications? 
12 How does measuring the nature of brand equity differ from 
measuring brand attitude resulting from marketing communication? 
13 Why is continuous tracking the best way to measure the 
effectiveness of a brand’s marketing communication? 


CASE STUDY 


Nike women’s dance campaign 2006: ‘Tell me I’m not an athlete’ 


Nike is a popular and leading brand name in the world of sportswear. 
Today, nearly four decades have passed since its foundation and Nike 
has never ceased being a chief resonating brand name in the world’s 
major global markets. The globally recognized ‘Just do it’ slogan and 
swoosh logo stand as marketing evidence to Nike’s universal brand 
recognition. 

Nike has long established its grounds as the popular choice for 
major, serious athletes. Using high profile athletes in major sports 
categories in its marketing communications, Nike gained a foothold 
among fans of such athletes and became the preferred brand choice 
among such groups. Not so surprisingly, Nike’s campaigns with their 
focus on predominantly male sports have largely attracted the young 
male consumer to its brand, as opposed to the female. 

In an attempt to expand its target market, Nike sought to attract 
athletes of the opposite sex. This, however, is not a mere replication 
and adaptation of existing campaigns to incorporate a feminine 
perspective. Rather, much work is needed. To attract young women, 
Nike recognized that it needed to understand the nature of those sports 


activities that sparked a passion in the young active female. 


The globally recognized Nike 
logo 
Source: © Shutterstock/TY Lim 


Being a successful brand at targeting young men, Nike aspired to 
achieve similar success with targeting young women. Specifically, their 
major objective was to become the number one choice of sportswear 
for women by the summer of 2006. Aiming to target women between 17 
and 24 years old, Nike sought to understand what made these women 
unique athlete-wise. Through market research, it was determined that 
Nike’s target woman believes (and prefers) dancing to be her ultimate 
athlete training method. Specifically, Nike’s target group was comprised 
of ‘Dance Crazy Girls’, as their campaign focus entailed. 


The ‘Dance Crazy Girl’ is young, extrovert, and confident with 
herself. She believes dancing to be the greatest sport because of its 
ability to merge athleticism with sexiness, or in other words, sweat with 
beauty. Learning new dance moves and seeing how great her dance 
moves are inspire the ‘Dance Crazy Girl’ to dance even more. She 
pushes herself further each day, developing her dance moves, to aim 
for an imagined moment of fame under her illusionary spotlight. 
Basically, dance and music are the key definitions of the personality of 
Nike’s ‘Dance Crazy Girls’. 


In order to expand Nike’s insight into its new female target segment, 


Nike sought to further understand the ‘Dance Crazy Girls’ outlook, 
attitude, and perception of sports, which, at first glance proved to 
provide a sharp contrast to the perceptions of many others outside the 
arena of dance. Nike found that although those young women feel a 
strong passion for dance, they were equally disappointed with the fact 
that dance has not received widespread recognition as a form of sport. 
This lack of recognition inspired Nike to bring this issue forward, not 
just to create an appreciation of dance, but also to create a need for the 
recognition of all women. 

The core of Nike’s creative women’s dance campaign strategy was 
focused on a specific message. Playing on the fact that the world does 
not recognize dancing as a form of sport, Nike (with its serious, athlete 
brand reputation) enjoyed an advantageous position to change that 
conception. In their campaign, Nike’s dancers dance with an obvious 
athletic ability which removes any doubts about dancing’s athletic ‘Just 
do it’ attitude. This creative attempt on the part of Nike, sought to bring 
forward the salient aspect of the ‘Just do it’ attitude through the 
promotion of athletic dancers. As a result, Nike was telling the world to 
see dance as a ‘real sport’. 


The concept developed for Nike’s campaign centred on a 
challenging statement: ‘Tell me I’m not an athlete’. This concept was 
promoted through the athletes themselves, and sought to set out Nike’s 
point of view of dancing through the athletes. In other words, the 
communication flowed from one athlete to another, with Nike’s athletes 
debunking the conventional view of sports and athleticism. As such, the 
concept was predicted to be successfully inspirational to the target of 
female dancers. Furthermore, the message was also designed to 
attract the attention of all women by echoing their struggles of fighting 
to be heard and taken seriously in today’s prejudicial and egotistical 
world. 


The women’s dance campaign was aimed at the major European 
markets of Germany, Portugal, Spain, and The Netherlands. Roughly, 
the total commercial communications expenditure of the campaign was 
between €10 and €20 million, running for the three consecutive months 
of February, March, and April during 2006. 

Nike set out clear communication objectives for their campaign. 
These objectives naturally lend themselves to each other, as opposed 
to being distinct from one another. First of all, in an attempt to target as 


many women as possible, Nike set an objective of reaching at least 40 
million women across Europe. Secondly, since exposure increases 
awareness, Nike sought to increase their brand awareness by 10%—a 
measure that would help the company verify the results of its exposure 
goals. Thirdly, above mere brand awareness, Nike wants to increase its 
perception as the coolest brand in its category by another 10%. 
Fourthly, being perceived as the coolest brand is not beneficial to the 
company if it does not lead to sales. Therefore, Nike’s last objective 
was to increase sales by 5% and hence, be ‘the most recent brand 
purchased’. 

Nike’s women’s dance campaign made use of various media 
strategies across Europe, including: broadcast, print, outdoor, 
interactive, online, events, and public relations. TV was utilized as a 
primary medium for exposure, building awareness, excitement, and 
engagement with the brand message. Print and outdoor media were 
also used as a secondary medium to support the brand message and 
highlight Nike’s new target market. 


Furthermore, Nike made use of over 500 gyms to hold special 
events to communicate its campaign in its perceived natural 
environment. These events played a key part in the campaign and 
encouraged the participation of over 60,000 women. The events were 
held by and connected with ‘Dance Crazy Girls’ to further prove Nike’s 
commitment to its new target market. Nike also made use of internet 
media, developing Nikewomen.com and allowing women to directly 
participate in the campaign. Retail stores were utilized to take the brand 
message in-store and provide a connection between the ‘Dance Crazy 
Girls’ and Nike’s women’s sportswear collection. 


Most importantly, the public relations aspect of the campaign played 
a fundamental part in leveraging the concept of ‘Tell me I’m not an 
athlete’. This concept in particular, increased the success of the 
women’s dance campaign, helping Nike to gain an extra target market 
reach of 15 million through non-paid-for media placements on national 
TV stations. Furthermore, the concept also got a foothold in over 800 
free press placements. 


Due to the success of the women’s dance campaign, Nike attained a 
huge triumph in attracting the female segment. As evidence of their 
success, Nike has exceeded the objectives set prior to the campaign. 
As opposed to their goal of reaching 40 million women, they managed 


to gain the attention of 60 million women across Europe with 25% less 
budget. Furthermore, unaided brand awareness amongst women 
increased beyond the aimed-for 10%. Due to that, key competitors in 
the athlete segment suffered drastically. 


Furthermore, Nike’s awareness grew more than mere unaided recall 
into being perceived as the ‘coolest brand’ in major markets. As 
mentioned earlier, being cool is only beneficial if it leads to actual sales. 
Nike managed to increase its sales in excess of 10% (recall they were 
aiming for only 5%!) and hence became the ‘most recent brand 
purchased’. Overall, the success of Nike’s women’s dance campaign 
led to a huge increase in sales (21%) of Nike’s women’s collections 
during the campaign. 


In summary, Nike started with an ultimate goal and new objective to 
fulfil: to be the number one choice of sportswear for women by the 
summer of 2006. In an attempt to achieve their objective, Nike aimed to 
create an inspiration for all women to feel like athletes through the 
feminine sport of dancing. This inspirational message was 
communicated through major forms of commercial media, to ensure 
widespread target market coverage. Through the creation of such a 
powerful brand campaign, Nike successfully became number one in the 
female athlete segment. 


Source: WARC, Euro-Effies, Grand Prix/Gold winner 2007, Nike—Women’s Dance 
Campaign 2006: Tell me I’m not an athlete. Edited by Fajer Saleh Al-Mutawa. 


CASE STUDY QUESTIONS 


1 How has Nike utilized its strong reputation in the male athlete 
segment to enter the female market? 

2 What is the risk to Nike’s existing brand equity in the professional 
athlete segment when they claim that dance is a ‘real sport’? 

3 What are the most suitable methods for measuring Nike’s brand 
equity pre and post the Women’s Dance Campaign? Suggest 
qualitative and quantitative methods. 

4 How can Nike further extend its brand in the market place to reach 
different segments? 
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Managing Brands 


This section uses a combination of 
consumer involvement and symbolic 
meaning to differentiate between two 
approaches to brand strategy, 
symbolic brands and functional 
brands. The unique contexts of high 
tech and corporate brands are also 
considered. 


CHAPTER 


Brand Strategies 
1—Symbolic Brands 


Key Concepts 

1 An integrative model of brand 
building in mindspace. 

2 Advertising builds strong and 
profitable brands. 

3 Brand strategies based on 
personal meanings. 

4 The importance of understanding 
brand ecology. 

5 Innovation and strategic 
cannibalization. 

6 Brand strategies based on social 
differentiation. 

7 Brand strategies based on social 


integration. 


Introduction 


In this and the following chapter we bring together the concepts and models discussed 
in earlier chapters and derive actionable insights into how managers might develop 
strategic plans for brands. In Chapter 1 we separated the functional realm from the 
emotional realm as requiring differing brand attributes and consumer benefits (see 
Figure 1.1). Additionally, we will now use the two dimensions of consumer 
involvement and cognition-emotion to identify two basic strategic alternatives, as 
illustrated in Figure. 8.1. 


Managing brand strategies in 
mindspace 


In constructing a model of how brands can be built in the market place we can turn to 
two large-scale commercial projects, the BrandAsset Valuator (Young and Rubicam 
Group, 2010) and BrandDynamics (Millward Brown, 2010) models which have used 
data from hundreds of brands across many markets over many years to derive some 
essential insights into how brands develop. The BrandAsset Valuator model has 
involved over 500,000 consumer interviews conducted in 46 countries measuring 
more than 55 different consumer perceptions with regard to over 35,000 brands. The 
model explores the mindspace of the market and how it develops over time as the 
brand builds a relationship with its customers. The BrandDynamics model is also 


derived empirically, from brand tracking data collected by Millward Brown covering 
17,000 brands in 35 countries. Common between these models is the term ‘relevance’ 
to the customer and while different constructs are otherwise used, there are a number 
of similarities; for example, with the BrandDynamics model indicated in parentheses, 
the need for knowledge (presence) and energized differentiation (advantage). We have 
melded these findings into a model of how a brand can be built within our minds, that 
is, mindspace (Figure 8.2). 
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FIGURE 8.1 Brand strategy alternatives 
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FIGURE 8.2 Building a brand in mindspace 


When interpreting this model think about yourself as a consumer. The starting 
point is to develop brand awareness. This is a necessary requirement and in many 
low-involvement markets it may be sufficient for you to make a purchase. Usually 
though you will need to develop perceptions about the quality of the brand’s 
performance next to expectations, so these perceptions are conditioned by the 
product’s category and the standards set by the competition. It is about a generic 
perception of the product acceptability (Dyson et al., 1996). Together these two 


perceptions reduce your perceived risk of purchase and we can say that a brand that 
achieves reasonable levels of both factors has reached Brand Stage 1. Millward 
Brown’s data suggest that for many brands, a substantial proportion of customers do 
not develop a relationship beyond this point. Think of the fuel for your car, the 
toothpaste you use, the flour you buy. 

In order for a brand to progress to Brand Stage 2, two vital elements are required, 
perceptions of differentiation and of personal relevance. As you begin to see a brand 
as truly different from the others, three beliefs must be developed; that the brand is 
different, and that this point of difference is unique, and distinctive enough that it is 
worth choosing over other brands, even paying more for. Young and Rubicam’s huge 
dataset points to differentiation being critical for brand success, not just in building 
the brand in the first place, but also it continues to be vital as a fall in perceptions of 
difference is often the first sign that a mature successful brand is starting to decline. 
So a key insight for managing a mature brand is to ensure that it maintains 
perceptions of differentiation. 


This difference, however, must be something that is personally relevant or 
appropriate to you. Data shows that relevance is the key to household penetration and 
is thus about the market segment or segments that the brand has connected with. 
Successful new brands on a growth trajectory show higher differentiation than 
relevance, indicating that consumers see the brand as standing out from the 
competition so the first objective is to be noticed. However, this then has to be turned 
into promising a benefit that is relevant to the consumer’s particular lifestyle. Young 
and Rubicam’s data show that relevance is not a natural outgrowth of differentiation: 
in the USA there is almost zero correlation between the two factors. Niche brands 
may often achieve high differentiation but low levels of relevance amongst the 
general population, but very high levels amongst a specific segment. Young and 
Rubicam’s data suggest that these niche brands tend to be amongst the most profitable 
in the market place. So, reaching Brand Stage 2 can mean a sustainable and profitable 
brand, and it is likely that most brands do not progress beyond this point. In order for 
a brand to reach Stage 3 two further perceptions have to be developed in your mind: 
social esteem and emotional bond. Social esteem involves perceptions of how you 
view the brand as a social integrator or social differentiator. Does it help us blend in or 
does it help us standout and is this a good thing given what we want to achieve? 
Finally, through prolonged and positive personal experience with the brand you are 
likely to feel an emotional bond with the brand. This consumer-brand relationship is 
based largely on personal experience with the brand and this has been discussed in 
detail as aspects of the personal meanings of a brand in Chapter 4. As a brand is built 
over time, consumers gradually develop familiarity, confidence, and trust in it. 


Overlaying these three stages is a growing trust that the brand can deliver its promise. 
Note that before trust can be developed, consumers need repeated experiences with 
the brand in order to build beliefs about its predictability and dependability. Thus 
consistency in all aspects of the brand is essential to any brand strategy. 


Brand building in mindspace 


How does one build a brand in a mindspace? What we mean by this is 
that we hold different associations in our minds (you could visualize 
this as different places in your mind) as we become more committed 
to a brand. The model in Figure 8.2 is presented as hierarchy, so a 
customer will go through each of the steps in a sequence. It is 
desirable that your customers are further up the chain because they 
are then likely to be more committed to you. The reality is that most 
brands have customer groups at each of these stages. It is the brand 
manager’s task to move them up but also to be aware that some 
customers will move down, for example, if a crisis event occurs with 
the product or a new entrant manages to gain share of that 
mindspace. So, although presented as a sequence, the process is 
often iterative and brand managers must closely monitor the market to 
counter the competition to maintain customer positions at the top as 
well as move others up. 


Symbolic brand strategies 


We will now concentrate on how a symbolic brand can offer to transform the 
consumer’s experience of the world and how the social language of the brand can help 
a consumer enhance their perceptions and communication of self, and manage their 
social positioning. In most cases, brand strategy will involve advertising as the 
primary conveyor of meaning, although in some instances, particularly in the areas of 
neo-tribes and sub-cultures, word-of-mouth may be the primary communication 
channel. Fifteen approaches to brand strategy are discussed here, organized into three 
categories. They build on the symbolic meaning of brands discussed in Chapter 3 and 
cultural meaning systems discussed in Chapter 4. 


Strategies based on personal meanings: 
— brand-as-a-person; 

— brand-as-a-friend; 

— brands and romance; 

— nostalgia; 


instant heritage; 
— experience brand; 
— brand as underdog. 


Strategies based on social differentiation: 
— fashionization; 

— cool and cultural capital; 

— strategic cannibalization; 

— gender identity. 


Strategies based on social integration: 
— brand community; 

— neo-tribes; 

— sub-cultures; 


— brand mythologies. 


Advertising builds strong and profitable brands 


Despite the proliferation (and potential) of social media facilitated by 
the Internet, advertising remains a primary mechanism for 
communicating the meaning of a brand. As a promotional tool, 
advertising is a macro term and even though you may see it alongside 
other tools such as sponsorship, sales promotion, and direct selling, it 
is often through advertising that these strategies are implemented. In 
our frequently cluttered, mature markets few consumer brands can 
survive without substantial advertising spend. Even those who have 
an emotional bond with the brand need to be reassured. 


Personal meaning strategies 


Brand-as-a-person 


The core idea is to create a personality for the brand so that it takes on human 
characteristics in the perceptions of the consumer. The brand does not have 
personality because of its own behaviour and beliefs: rather this is generated through 
the contact the consumer has with the brand (Aaker, 1997: 348). The personality traits 
that appear to be most robust across developed cultures are those of sincerity, 
excitement, and sophistication, so these are the basic building blocks of a brand’s 
personality. The theory of animism has been used to describe attempts to humanize 
brands (Sweeney and Brandon, 2006). This is done to encourage a relationship that 
will then generate brand personality. These perceptions can be built into the brand 
through its communications strategy. For example, in 2010 VCCP won a Gold British 
Television Advertising Award for best 10-20 second commercial with 
comparethemarket.com. The ad depicts a wealthy Russian meerkat called Aleksandr, 
who wears a smoking jacket and lives in a mansion. Aleksandr complains that he is 
receiving a lot of unwanted traffic from comparethemarket.com to his site 
comparethemeerkat.com. Whilst the ad is humorous it also taps into the goodwill felt 
towards these animals generated by popular television shows such as Meerkat Manor. 
The clever execution, part of an ongoing series, serves to bring the insurance website 
to life. 


Researchers have recently focused on brand anthromorpism whereby human 
charateristics are attributed to the behaviour or object associated with the brand (Wen, 
Peng, and Jin 2017). These studies find that consumers respond positively to human- 
like features, for example, car grills turned slightly upward towards a smile (Aggarwal 
and McGill, 2007). Consumers who are less trusting of others also prefer persuasive 
messages from human like brands as opposed to real humans. Whatsmore we tend to 
apply connetional beliefs we hold fro proplse, for exmaple ‘beautiful is good’ to 
anhtromorphised brands (Wen, Peng and Jin, 2017). 


But consumers also draw inferences about the personality of the brand through its 
market place actions. For example, a brand that is highly visible and advertises 
frequently has the inferred personality trait of being friendly and popular, a brand that 
is repositioned and changes its marketing programme constantly is seen as flighty and 
schizophrenic, while a brand sold through selective outlets at a high price is seen as 
snobbish and sophisticated (Fournier, 1998). 


comparethemarket.com’s Aleksandr and his sidekick Sergei in one of their more memorable ads 
Source: With kind permission of comparethemarket.com. 


Social media has allowed some brands to engage with their customers in what 
appears to be a more organic process of personality development. The ‘Smell Like a 
Man’ campaign developed for Old Spice deodorant is a standout example of this. 
Launched by Wieden + Kennedy Portland in 2010, the agency quickly realized the 
potential in the character played by Isaiah Mustafa, a heavily muscled ‘perfect’ man 
labelled the ‘Old Spice Guy’ (D&AD, 2011). Viewers of the ad (you can see it at: 
http://oldspice.com/en/videos/videos) wanted more, so they developed a Response 
Campaign leveraging social media to amplify the buzz around the character and build 
the brand’s personality in real time. They did this by having the character post 
messages and video responses to consumer questions on Facebook, Twitter, and other 
social media platforms. The video responses were uploaded incredibly quickly— 
sometimes within half an hour—with over 180 videos produced in total. The effect 
was impressive, with in excess of 65 million views of the campaign (D&AD, 2011). 

A brand’s personality can also develop independent of the firm on the Internet. For 
example, trappedinspace.com uses the Yahoo search engine to capture the percentage 
of hits on websites where fashion brand names and a predetermined set of attributes 
are used together. With over 100 matched attributes, visitors to this site can check 
which brands will make them look exciting, confident, powerful, arrogant, even 
wicked. 


Brand-as-a-friend 


The core idea is to build an emotional attachment to a brand through implicating the 
brand in important areas of consumers’ lives and to offer a degree of comfort and 


security similar to that people find in their human relationships. An example of this 
strategy is that used by the largest beer brewer in Australia, Foster’s Group, to 
revitalize the main holding of their portfolio, Carlton & United Breweries. In an effort 
to distance the company from undesirable connections between alcohol and violence, 
during July 2011 Foster’s implemented a new brand logo and a corporate slogan that 
showcased beer as the centrepiece of responsible family and community celebrations. 
They repositioned their product as being ‘Raised in Friendship’ to emphasize the 
central belief held by their CEO that ‘... if a whole lot more people raised a beer in 
friendship, the world would be a better place’. Despite intensifying competition and 
an influx of foreign beers, Carlton & United Breweries continues to retain 
approximately half of the entire market share for Australian beer sales, which 
indicates that their positioning strategy has proved to be effective. 


An example from the beauty industry shows how valuable the communication of 
reassurance can be. The ‘Dove Campaign for Real Beauty’ is a worldwide marketing 
campaign launched by Unilever that has been running since 2004. The programme 
has made use of many themes and media channels, but in 2014 Dove partnered with 
digital greeting card company ‘Open Me’ to re-engage the audience in a discussion of 
what beauty is by placing the focus upon friendship. Through leveraging the influence 
of their 22 million Facebook fans, Dove sought to extend reach and amplify the effect 
of their message without acting invasively. The brand used promoted posts that 
encouraged their followers to send a complimentary e-card to friends—which 
included the saying ‘Beauty is Friendship’ on the cover—as a way to inspire people to 
feel confident and appreciated. Not only does this approach increase brand awareness, 
but it also allows the brand to establish an emotional link with the intended audience, 
which is very valuable, bearing in mind that each message is actually individually 
tailored to the recipients by a personal friend. 


Brand strategies based on personal meanings 


We connect with brands that signify personal meaning because they 
help us to determine or reinforce our purpose in life. This is important 
to us. Empirical evidence shows that people with a strong sense of 
personal meaning have improved immune capabilities, are less prone 
to depression, and generally have better mental and physical well- 
being (Harris and Standard, 2001). Personal meaning develops in 


what Janoff-Bulman and Berg (1998) call an ‘assumptive world’ in 
which taken-for-granted senses of security, predictability, trust, and 
optimism exist. Brands that can best signify those ‘taken-for-granteds’ 
will resonate with consumers. 


A key focus in developing strategies to connect with consumers is on 
understanding the brand ecology (Percy and Elliott, 2009), that is, to consider not just 
the attitudinal, emotional, and behavioural aspects of brand consumption, but to 
explore how this brand-related behaviour integrates with wider social and cultural 
experience in the life-world of the active consumer and in particular their media 
consumption. You might like to watch The X Factor with friends over a glass of wine; 
read Vogue magazine on your own on the porch, or the business news on your 
commute to work. We may switch from low-involvement consumption of US 
comedies, to high-involvement consumption of a documentary programme or football 
match, all on the same evening. We also have media imperatives, such as a ‘must- 
view’ appointment with an episode of a soap opera, or a ‘must-read’ appointment with 
a heavyweight Sunday newspaper. In short, we consume a range of media, often in a 
different mind-set at different times of the day or week. In order to match brand 
attitude strategy with media consumption we need to know how and why customers 
are consuming the media, not just that they are in the same room as the TV. The 
relationship with a medium may involve high levels of trust, respect, affection, 
personal, and family history. Alternatively it may involve distrust, lack of respect, an 
absence of any emotional connection, and little history. The close relationship 
between a consumer and his/her personal media architecture is at least as important as 
any brand—consumer relationship, because it is from our trusted media that we 
construct our view of the world, gain enjoyment, and entertainment, stimulation, and 
information. By understanding and leveraging the brand ecology, we can build into 
the brand communications the key attribute of intimacy, and support it by customer 
intimacy actions in the market place (Hansen, 2003). 


The importance of understanding brand ecology 


How much influence does a friend’s response to the brand have in 


comparison to the advertised positioning of the brand? Ecology is the 
study of how organisms interact with their environment. By thinking of 
the brand as the organism, we can consider how it interacts with other 
organisms like customers and their friends. By studying the ecology of 
the brand we gain insight to how they are encountered by customers 
and how they affect customer experiences. This means more than just 
considering the direct impact of the marketing communication for the 
brand. We cannot assume there will be direct impact anyway. What if 
the customer is distracted, or not interested? Or if their first encounter 
with the brand is through seeing a friend use it? It is useful for a brand 
manager to think about all of the ways that a brand is encountered as 
this enables a much deeper understanding of a customer’s response 
to it. 


pn ______ 


Brands and romance 


Romantic love is widely used in brand communications reflecting its universality and 
importance in consumers’ lives, as evidenced by the worldwide consumption of 
romantic novels and other forms of popular culture. Although it is often subsumed 
under sexual appeal, there is evidence that non-sexual forms of love may be very 
powerful motivators. In particular, spiritual companionate love has a separate 
influence on consumer attitudes than sexual passionate love, particularly for adult 
consumers as opposed to teenagers (Huang, 2004). This implies that brand 
communications emphasizing romantic love may be more effective if they depict love 
as part of a meaningful relationship rather than one based primarily on sexual 
attraction. The power of romance is demonstrated in the entrepreneurial exploitation 
of the Rolo brand strategy discussed above. Memorisethis.com suggests ‘Show your 
love with a hall-marked gold-plated Rolo in a beautiful branded gift box finished with 
a silky red ribbon’. 


Nostalgia 


The evidence suggests that for some people, particularly those who need to belong, 
nostalgia for early experience can determine consumer preferences later in life via a 
process of nostalgic bonding (Loveland et al., 2010). This seems to occur primarily 
for products for which a preference is formed at age 16—20, when it is accompanied 
by intense positive emotional experiences. The implications of this are that brands 


may utilize designs and styles for which consumers formed an emotional preference 
in their teenage years in order to motivate brand preferences later in life. Holbrook 
and Schindler (2003) identified ten nostalgia-related themes listed in Table 8.1. 


A reflection on your own nostalgic memories will no doubt trigger a number of 
brand associations under these themes. Hovis is a brand which has actively pursued a 
strategy based on nostalgia with its hugely successful ‘Go on Lad’ campaign which 
repositioned the brand in 2008 as a source of security during times of upheaval and 
change in Britain. Television advertising used to support the brand’s position show a 
young boy, with a Hovis loaf tucked under his arm, scampering home through 
different parallel worlds depicting events which led to momentous change in Britain 
like protests from the British Suffragette Movement, war-torn London, and the coal 
miners’ strike. 


TABLE 8.1 Nostalgia related themes 


Nostalgia theme Possessions. . . 


Sensory 
experiences 


. . . such as profound scents or fragrances. 


Homeland ... reminders of our distant homes. 

brands 

Rites of ... which signify an important moment or achievement. 

passage 

Friendships ... that remind us of special times with others. 

and loved 

ones 

Gifts of love .. . like those received from loved others like grandparents, 
partners. 

Feeling of ... which bring comfort during troubled or stressful times. 

security 


Breaking away ... which help us to remove ourselves from situations 


representing the norm. 


Art and 
entertainment 


... like the first inspiring novel you read or the concert ticket of 
the first live act you saw. 


Performance ... relating to our own perfected skills like a DJ’s favourite 
and brand of deck or writer’s notebook computer. 
competence 


Creativity ... relating particularly to artistic creativity. 


Source: Holbrook and Schindler (2003). 


In Germany, many former eastern bloc brands are experiencing a revival as 
consumers become nostalgic for the former communist homeland. Rotkaeppchen 
sparkling wine, once the drink of choice for party leaders in East Germany, sold 15 
million bottles a year at its height during the communist regime, but that fell to just 
2.9 million in 1991 (Hall, 2009). It now sells 149 million bottles a year, claiming a 
47% share of the German sparkling wine market. Whilst this is, in large part, due to a 
widening brand portfolio and effective marketing strategy, Hall considers the 
nostalgic power of the brand to be an important factor in its re-emergence. Other 
resurgent brands include the American cereal brand Monster Cereals and Polaroid. 
Monster Cereals were a an iconic American brand, but its popular products ‘Yummy 
Mummy’ and ‘Frute Brute’ were discontinued in the 1980s and 90s, many years after 
their first production. Nevertheless, the brand became a collector’s item, considered 
the most highly sought after collector’s cereal, and used by Quentin Tarantino in his 
films Reservoir Dogs and Pulp Fiction. Given the opportunity to capitalize upon the 
nostalgic value and popularity of Monster cereals, the two cereals were reintroduced 
to store shelves in 2013 under the marketing tagline of ‘The Return of Frute Brute’, 
and ‘The Return of Fruity Yummy Mummy’. By drawing attention to the nostalgia of 
the brand, the marketing campaign generated significant buzz and the brand was 
revitalized. 
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The Monster Cereals range 
Source: Courtesy of Monster Cereals and General Mills 


Instant heritage 


However, it is possible for brands to construct their own historical connections or 
‘bolt-on provenance’ with outstanding success in the market place. Red Bull provides 
an astonishing example of this. In 2009 they purchased the playing rights of German 
fifth division side SSV Markranstädt. Changing the club name to RasenBallsport 
Leipzig, shortened in branding to RB Leipzig, the team enjoyed meteoric success and 
was promoted to the top tier of German football, the Bundesliga, in the 2016/17 
season. The speed of success is consistent with the high octane physical excitement 
associated with Red Bull, however, it is the provenance the brand gains through links 
with one of the oldest and most famous football leagues in the world that makes this 
strategy stand out. The team is internationally recognised and has recently qualified 
for the Champions League the world’s most high profile annual football competition. 


Experience brand 


It has been argued that we are moving into a new economic era based on experience, 
where competition is less about product or service but about how well companies can 
stage experiences (Pine and Gilmore, 1998). This represents a move from tangible 
products through intangible services to memorable experiences, and a brand plays a 
key role in promising an experience. The creation and staging of a compelling 
personal memorable experience that can be a major part of the brand strategy can be 
guided by five experience design principles. Theme the experience, to make it 
cohesive and easily remembered. Imbue the experience with impressions, which are 
‘takeways’ that affirm the nature of the experience. Eliminate all negative cues, even 
minor negatives can spoil the experience. Mix in memorabilia; as discussed in 
Chapters 3 and 4, special possessions play a major role in helping people construct 
their identity through the memories they symbolize. Engage all five senses; the more 
senses an experience engages the more memorable it will be. 


Footballer Georg Teigl playing a match for FC RB Leipzig 


Source: Wikimedia Commons: Creative Commons Attribution-Share Alike 3.0 Unported license 


You may have experienced the slick lighting, design, and product placement of a 
Nike concept store, or been buzzed by low-flying balloons, planes, and helicopters at 
Hamley’s toy store in London or perhaps gazed in wonder at the Galeries Lafayette 
shopping centre in Paris, all are excellent examples of experience brands. However, 
perhaps the oldest of experience brands are the seemingly mundane, direct selling 
companies like Avon and Tupperware who for many years have relied on 
‘entertaining’ community gatherings in the form of parties or barbecues, legitimized 
by a sales force who are typically part of the social group invited. Ironically these 
companies are again at the forefront of building experience into their brand, this time 
via social media. Both use Twitter and Facebook to announce brand events, establish 
dialogue with customers, and allow them to communicate with one another and in 
doing so are helping to re-stimulate one of the oldest sales models in the business 
(Canning, 2010). 


Brand as underdog 


When faced with a very large and powerful competitor, there is an opportunity to 
position a brand as a valiant underdog, using their very strength to harness support 
from consumers, a version of the Aikido brands discussed in Chapter 4. This strategy 
has been used very successfully by Richard Branson, first by positioning Virgin 


Atlantic against the monolithic British Airways, and then by positioning Virgin 
Money against the huge, grey financial services establishment. In both cases, ‘against 
the big institutions’ carries the very valuable connotation of ‘being on the side of the 
small guy’, and takes advantage of the common feeling that somehow we are being 
exploited by big business. 


Social differentiation strategies 


Fashionization 


Nokia took the mobile phone market by storm when it repositioned its phones as 
fashion items with a huge range of alternative covers, rather than as functional 
products. Similarly, no matter how much the company keeps denying it, Nike’s key 
promise is one of fashion leadership rather than function (Goldman and Papson, 
1998). Even teeth braces are now fashion items: 

Braces are becoming a girl’s best friend. What was once a teenage turnoff has turned into a high fashion 


accessory. Rather than hide the tramlines designed to straighten their teeth, Scots youngsters are 
demanding multi-colours on their molars. 


(Glasgow Evening Times) 


Car manufacturers are also replacing a traditional focus on function with an emphasis 
on fashion and style. For example, the launch of the Ford Ka was a deliberate decision 
to by-pass investment in new engineering and instead design a fashionable body. It 
has been a great success in many parts of the world: ‘Ka owners rate aesthetics above 
mechanics... it’s not a car, it’s a consumer durable, it’s much more like a Walkman 
than it is a Ferrari’ (BBC News online). A key part of the Ford Ka marketing strategy 
was to target opinion leaders whose aesthetic tastes might be followed by others and 
this has been found to be viable in many fashion markets, following the trickle-down 
theory. There is evidence that opinion leaders can be identified and targeted through 
the subtle use of media with whom they have a special relationship (Vernette, 2004), 
and that this can then lead to word-of-mouth spreading to fashion followers. But in 
considering fashionization as a brand strategy, it is vital to remember Oscar Wilde’s 
warning: ‘Nothing is so dangerous as being too modern; one is apt to grow old- 
fashioned quite suddenly.’ 


Cool and cultural capital 


Closely linked to fashionization is the concept of cool, the leading edge of fashion 
usually appealing to the youth market; it includes terms like ‘street’, ‘hip’, ‘authentic’, 


and ‘real’. Research by the Coolbrands identified Apple as the UK’s coolest brand, 
followed by Aston Martin, Nike, and Chanel (theguardian 2014). What they seem to 
have in common is a mix of aesthetics and attitude that capture the spirit of the 
moment ahead of the mass of brands. In a Superbrands (2002) study, 40% of the 18- 
30-year-olds interviewed said that they were prepared to pay more for a cool brand. 
The findings established that 72% of respondents believe the personality of the brand 
is the most vital factor when determining whether that brand is cool. Just below half, 
44%, of respondents believe that their friends’ opinion or use of a brand has an 
influence on their decision on whether that brand is cool, while only 11% take into 
account a celebrity’s use or opinion of a brand. Nearly a third, 31%, deemed press 
coverage to be an influencing factor: ‘The nature of cool is always a fickle thing but it 
fascinates us all. It is difficult to manage people’s perception of cool but it can make 
the difference between success or failure for many brands, people, and places.’ 


An important concept in using cool as a strategy is that of the Sacrifice Group. In 
order to be perceived as authentically cool by one group, a brand has to be rejected or 
at least not be liked by the majority. In deciding who the brand wants, it also needs to 
decide who it does not want, who are the group it will sacrifice in order to maintain 
the interest of its targets. British vodka brand Smirnoff ran a campaign in which the 
consumers of its spirits are positioned against another group, the rich elite. In the 
example their desired consumer is positioned, like the product, as authentic, relaxed 
and inclusive, as opposed to the uptight, elite. 


Rather than manage perceptions of cool, many marketers seek out leading-edge 
consumers by using specialist research agencies as ‘cool hunters’ in order to identify 
style leaders who are 12—18 months ahead of the mainstream. Nancarrow et al. (2002) 
demonstrate that it is possible to identify and interview ‘cultural intermediaries’ 
whose occupations involve symbolic goods and services and who interpret what they 
see and hear at work and what they read in the ‘hip’ media, both adopting and 
adapting the innovations of others. They devote considerable time and effort to 
acquiring cultural capital, seeking out the new and then moving on, ever fearful of 
being caught up by the mainstream. This study led to a realization of the importance 
of black culture to cool and resulted in a very successful campaign for Morgan’s 
Spiced Rum, featuring black artists, writers, actors, and musicians, groups who were 
identified as particularly cool and crucially relevant to the Caribbean roots of the 
product. ‘The connection was a natural one, not forced, and therefore the advertising 
itself was considered “Authentic;” it was cool.’ 


Luxury 


Luxury products are used to help distinguish ourselves from others. They are 


emotionally significant and can evoke both positive (I want or wish I had) and 
negative (I want nothing to do with this brand or people who buy it) reactions 
(Pozharliev et. al., 2015). Positive emotion toward luxury brands is often tied to 
aspirations for a better life while negative emotions are expressed in relation to others 
luxury (Dubois and Laurent, 1996). The purchase and display of luxury brands evokes 
feelings of pride, which the Oxford English Dictionary defines pride as ‘a high or 
overweening opinion of one’s own qualities, attainments, or estate, which gives rise to 
a feeling and attitude of superiority over and contempt for others’ (McFerran, Aquino, 
and Tracy, 2014). Luxury brands of course need to be aware of whom their deserving 
customers are but equally they need to know who they are not targeting. Somewhat 
counterintuitively, they still need to market to those they are not targeting because it is 
the mass awareness of how exclusive they are that is attractive to those who can 
afford to purchase. This sense of exclusivity enhances the brands position. 


Strategic cannibalization 


As more and more markets become driven by fashion, style, and aesthetics, the 
demand for innovation becomes ever more intense. But rather than view this trend as 
a problem, it can be turned into a successful strategy of deliberately limiting supply 
and replacing products well before their sales decline. Zara, the Spanish clothing 
retailer, has developed a supply chain revolution that enables it to design, produce, 
and deliver a garment in 15 days. Zara produces 11,000 distinct designs annually 
compared to competitors who produce 2,000—4,000 (SCM Globe, 2016), but each one 
in only a limited supply gone in two-three weeks; this drives the consumer perception 
‘If I don’t buy it now, Pll lose my chance’. This strategy of strategic cannibalization 
with limited supplies of new designs available for only a short space of time has led to 
brand-specific buyer behaviour, as in central London, consumers visit the average 
clothing store four times per annum but they visit Zara 17 times a year. This creates 
word-of-mouth communications that allow Zara to spend 0.3% of sales on advertising 
versus the 4% spent by its competitors (Ferdows et al., 2004). This approach to 
clothing retail has become known as fast fashion and has been adopted successfully 
by other prominent brands such as H&M and TopShop. 


The importance of stimulating a sense of excitement in a market defined by low 
degrees of consumer loyalty is recognized by The Sanctuary brand of mass-market 
body care products in the UK. Management has recognized that constant new product 
launches are the key to keeping the brand ‘talked about’ and to keeping consumer 
promiscuity ‘within the brand’ (Edwards, 2004). 


Innovation and strategic cannibalization 


The term strategic cannibalization refers to scenarios where 
consumers are offered new products despite this being within a time 
frame in which the sales potential for old or current products or 
services is yet to be exhausted. This may seem counterproductive, but 
what it achieves is a sense of renewal and vitality that is appealing to 
shoppers. It can also be a necessity, particularly in highly competitive 
and dynamic markets. Think about the demise of major book chains 
around the world who delayed selling online while sites like Amazon 
went from strength to strength. Strategic cannibalization is a legitimate 
growth strategy. Major brands like Zara, Top Shop, Coke, and Flight 
Centre all release products and services that may in part cannibalize 
their current offerings but long term make them more competitively 
robust. 


Gender identity 


Children as young as four develop behaviour consistent with gender roles (Bakir and 
Palin, 2010). Women make or influence the purchase of as much as 80% of all 
consumer goods and there are a number of factors that must be borne in mind if they 
are to be targeted as a brand strategy. Women’s roles in society have changed 
dramatically over the last 50 years as more and more women go out to work 
regardless of whether they are married or have children, and women for whom work 
is a career versus those for whom it is ‘just a job’ exhibit attitudes, buying 
motivations, and buying behaviour which differ markedly. Along with the move into 
work has come the progressive breakdown of the traditional family with rising 
divorce rates and children born outside marriage, so women are not only juggling 
home and work responsibilities but also increasingly having to raise children alone 
(White, 2002). Compared with men, women are more sensitive to details of relevant 
information and tend to favour objective over subjective claims, but are better able to 
integrate emotional and rational factors; women take a broader view of life, bringing 
more factors into play when making decisions (Evans et al., 2000). Learned (2004) 
offers some valuable insights into how brands can connect with women through 
developing an accessible human face. Emotional connections are built through 


elements like stories and testimonials from customers; visual images of employees 
and customers add a human face to the brand; social cause partnerships can also help 
humanize the brand. 


Nike have recently run ads featuring female atheletes from aorund the Arab world 
challenging gender sterotypes of women in Arab cultures. Japan has been at the 
forefront of gender-based brand building. In a report for the brand architect group, 
Seireeni and Chen (2010) explain how the DoCoMo group was first to develop small 
and stylish mobile phones which fit more easily in a woman’s hand and purse, in 
recognition that women used these devices far more often than men. They also 
highlight the development of a brand called WiLL which has been created around 
gender rather than a product. WiLL has partnered with a number of prominent brands 
to produce products specifically for women including a car with Toyota, a computer 
with Panasonic, and a beer with Asahi. Even Japanese insurance companies are 
getting involved with packages including child care and husband care, the latter in 
light of the fact that women typically live longer. 


Contrary to many men’s self-perceptions, men are more likely to make emotional 
buying decisions based on partially digested evidence than women, and are less well 
disposed to pictures as opposed to words. There is also some suggestion that they are 
likely to be more brand loyal than women (Evans et al., 2000). As women’s roles in 
society have become broader, men have begun to experience role turmoil and to 
resent that women are in control of many areas of men’s lives (Langer and Carroll, 
1998). Men remain characterized by competitiveness, aggression and the desire to be, 
and to be seen to be, in control. Young men are highly susceptible to anything that can 
be seen to offer an adrenaline rush. This is perceived partly as an attempt to escape the 
pressures of modern life. Men at all life stages tend to see life as linear; the drive to be 
moving forward, progressing, building is a strong one. Status anxiety is prevalent and 
‘offers fertile ground for brands to provide men with reassurance’ (Conway, 2004). 


Tag Heuer’s recent ‘Knights of Time’ campaign appeals directly to young men’s 
desire to achieve by depicting their product with high achievers like Lewis Hamilton, 
Leonardo Di Caprio, and Tiger Woods. Tag positions its brand by association with 
each of the stars discussing how they share Tag Heuer’s values. Advertising for the 
campaign features the tag line ‘What are you made of?’ 


An interesting example of a brand which repositioned itself from children to adult 
men is the Nintendo Game Boy. The problem was how to make a toy acceptable to 
adults, and research indicated that there was a group of men whose lives were very 
different, but who shared a need for entertainment that absorbed and stimulated them. 
The key to making Game Boy relevant was to provide permission to buy a toy 
because it was mental stimulation or a way to exercise the mind: ‘If your mind is 


being challenged you are not wasting your time’ (Bioletti, 1995). The play element 
was Vital, but as a support, not the main platform; the position that ‘Game Boy taxes 
your brain’ managed to banish childish associations. Nintendo have had great success 
with this and have gone on to develop appeals for women and the elderly with brain 
training, recipes, and of course Wii Sport. 

Some brands which have attempted to use both genders in a brand positioning 
strategy have used an approach of ‘gender rancour’, which appears to signal 
contemporary relationships in which ‘women give as good as they get’, for example, 
Smirnoff Ice. Research indicates that where the relationship between genders is 
depicted as playful and interactive then the response is positive; if it involves deceit, 
especially where a woman is showing the worst (masculine) behaviour, responses are 
negative for all but the youngest female respondents (Fuller and Sommerville, 2002). 
What seems to be most successful is a tone of celebration, males and females 
enjoying themselves together, which conveys a relaxed, positive brand. 


Social integration strategies 


Brand community 


The major issue here is the extent to which marketers can construct and manage brand 
community and thereby enhance brand loyalty. The DaimlerChrysler Jeep brand is an 
exciting example of how through marketer-organized ‘brandfests’, including Jeep 
Jamborees, Camp Jeep, and Jeep 101, the characteristics of a consumer-led brand 
community were consciously fostered by sponsorship of 23-day events 
(McAlexander et al., 2002). Participation in brandfests led to a more positive 
relationship with the Jeep brand and with other Jeep owners and these relationships 
proved to be long-lasting and to prolong brand loyalty by erecting social exit barriers. 
Community-integrated customers serve as brand missionaries, carrying the marketing 
message into other communities. A key point is the importance of designing events 
with a focus on socializing new and intending brand owners while offering special 
recognition to those who are already most integrated into the brand community. 


Neo-tribes 


The essence of tribal marketing is not to follow tribes but to inspire them and earn 
their respect by understanding their values and standing back and letting them make 
most of the running (McDonald, 2001). Sony PlayStation used the time-honoured 
premise that to children in the target audience anything forbidden becomes 


immediately attractive. TV commercials run throughout Europe featured a spoof 
society, SAPS (Society Against PlayStation), and later moved on to more enigmatic 
communications derived from studies of skateboarders about competition, self- 
actualization, and mastery. Using the concept of the sacrifice group, Sony PlayStation 
positioning is all about only the tribe really understanding what the brand 
communications actually mean. 

Red Bull energy drink also uses elements of tribal marketing. Its communications 
are also enigmatic, but it puts much more effort into creating and supporting ‘brand 
evangelists’, students who are recruited to be ‘student brand managers’ and then 
provided with free drinks to distribute on campus and to educate users about the 
product and its benefits. This grass-roots effect is enhanced by the organization of free 
extreme sports events and ‘consumer educators’ who drive Red Bull jeeps and 
distribute free cans. 


An unusual product category to target neo-tribes is that of pain relievers. Tylenol is 
attempting to form ‘pain partner’ relationships by funding events such as 
skateboarding, breakdancing, and snowboarding; items in an event goodie bag carry 
the word ‘Ouch!’. ‘In this target market pain is cool, they wear it as a badge’ 
(Grapentine, 2004). 


Brand strategies based on social differentiation and social 
integration 


Some brands enable us to be told apart from a group (social 
differentiation) while others help us to assign ourselves to a group 
(social integration). In truth, few brands differentiate us from everyone. 
Indeed if you want to be seen as different then you are likely to be in 
the ‘group’ of those who want to be seen as different. The same can 
be said for integration, if you want to be like a certain group then you 
need another group to ‘not be like’. As such there is a continuum 
along which some brands are positioned as differentiators and others 
integrators. 


Sub-cultures 


An opportunity for co-creation of brand meanings using gender as a sub-cultural 
brand strategy lies with the gay market. Recently described as an untapped goldmine 
(Burnett, 2000), a handful of brands have achieved legitimacy with this group through 
gay-friendly actions like supporting Lesbian and Gay Pride days and advertising in 
gay media (Kates, 2004). Since 2004, VW have actively targeted the gay market and 
are consistently rated as a favourite brand within the gay community. A travel agency 
in Nepal recently announced that it will be targeting the gay community for tours. The 
company, named Pink Mountain, has the support of the Nepal’s Tourism Ministry 
(Agence France-Presse, 2010). The brand Grindr offers an iPhone or iPod touch app 
which allows gay men to identify like others using GPS technology. Despite the 
promise in this market, a potential problem is that homosexual consumers dislike and 
distrust advertising, and thus direct marketing attempts to court them can be difficult 
(Burnett, 2000). 


Brand mythologies 


The concept of developing a brand mythology is based on a brand representing an 
idea or set of ideas that people can live by, and embody and legitimize a new way of 
living in a rapidly changing society (Grant, 1999). For example, Calvin Klein with 
CK One celebrated androgyny; Clarks shoes redefined adult shoes as things to romp 
around in: ‘Act your shoe size not your age.’ Opportunities to develop brand 
mythologies are legion, but many reside in social changes such as attitudes to gender, 
to old age and maturity, to friends versus family, to not having children, to class 
mobility, to the nature of relationships. Brooke Bond Red Label tea began losing 
market share in India to Tata Tea Premium, after the latter campaigned aggressively 
on price and taste. The packaged tea market in India is valued at over US$1.7 billion. 
Brook Bond Red Label Tea is known as the ‘teacup of the nation’ but in the face of 
this competition it repositioned its brand as the “Taste of Togetherness’ after 
identifying an opportunity to become a symbol of unity in a country of many cultures, 
religions, and languages. Three short films exemplified the campaign. The first 
focused on religious divide and depicts a Hindu man entering a Muslim woman’s 
home to share a cup of tea. The second, focused on difference in ideologies, showed a 
young woman enjoying a cup of tea with her boyfriend’s mother after the couple 
reveal they are living together. The third highlights those who are ostracised when 
living on the fringe of society and depicts a women having a cup of tea with another 
only to find out she is a sex worker. Initial awkwardness turns into a natural and warm 
conversation. The campaign elevated Brooke Bond Red Label tea back to the number 


one brand in pre-packaged tea in India. 


CHAPTER SUMMARY 


In this chapter we have proposed a basic model of how brands are built 
in mindspace over time. The evidence suggests that advertising plays a 
key role in the process. We have discussed brand strategies based on 
personal meanings, on social differentiation, and on social integration. 
We have emphasized that the social language of the brand (See Chapter 
1) can provide a wide range of benefits to the consumer and help 
transform their experience of the brand. 


DISCUSSION QUESTIONS 


1 What is the relationship between brand relevance differentiation and 
what implications does this have for brand building? 


2 Why is brand awareness the starting point for building a brand? 
3 What is the role of perceptions of differentiation and relevance? 


4 What is the relationship between relative advertising expenditure and 
share of the market? 


5 Think about your personal media architecture, choose a favourite 
brand, and describe how it might best communicate with you. 


6 When might word-of-mouth be the primary communication channel? 


7 Provide an example of a brand pursuing a nostalgic brand strategy 
and analyse it in terms of Holbrook and Schindler’s (2004) nostalgia 
themes. 


8 Would the positioning tactic of ‘brand as underdog’ work in your 
country? Explain. 


9 What are the five design principles for building an experience brand? 


CASE STUDY 


Crumpler bags 


Chumpy, Industry Disgrace, The Sherpa, Albert Stash, Barney Rustle 
Blanket, Toshi Squirts, Dreadful Embarassment, 8 Million Dollar Home. 
To most, these phrases may seem like random gibberish, but believe it 
or not, they have one thing in common: They are all names of 
Crumpler merchandise. Crumpler, a world-renowned bag company, is 
known not only for its quirky merchandise names but also for its 
practical designs, unique patterns, high quality fabric, durable 
workmanship, bright colours, and, of course, its QuickFlick buckle. 
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A Crumpler shop window displays some of their 


merchandise 
Source: © Shutterstock/Tooykrub 


The origins of Crumpler can be traced back to the world of bicycle 
couriers and messenger bags. The year is 1992. The place: Ballarat, 
Australia. Hunched over his grandmother’s sewing machine, Stuart 
Crumpler, a sculptor-come-furniture maker was sewing a bag. But not 
just any bag. A bag that was strong enough to carry a slab of beer 
home on his bike. It just so happened that Crumpler was also a bike 
messenger for Will Millers and David Roper’s Melbourne based 
courier company, MinuteMan. Drawing on Crumplers’ creative talents, 
Miller and Roper commissioned Crumpler to design and sew 
messenger bags for their MinuteMan couriers. The brief: bags that 


were roomy, strong and durable enough to carry documents and 
packages in; bags that were practical, had easy access, and were 
comfortable such that it distributed weight evenly and would not move 
during the ride; and bags that were fashionable and distinctive so that 
MinuteMan couriers, already decked out in pink lycra, stood out even 
more from the crowd. The prototype bags were so successful that 
riders from competing courier services started to put orders in for 
Crumpler’s bags. Over time, the messenger bags were spotted all over 
town. Demand had soared, and in 1995, Crumpler, Miller, and Roper 
decided to go into business together to commercially manufacture 
these bags. The Crumpler brand was born. 

Given their limited resources for marketing and building the brand, 
Crumpler, Miller, and Roper relied on word-of-mouth and had to devise 
rather creative and unique ways of building brand awareness. For 
example, in the early days, the three Aussie blokes would drive around 
in a Campervan and spray-paint the memorable Crumpler logo on 
bicycle paths around the Melbourne CBD. Over time, people started to 
notice the Crumpler logo. Having no idea what the logos meant, given 
that the graffiti consisted of just a simple doodle of a stick man with 
crazy hair (as did the signage on the first Crumpler retail shop in 
Fitzroy, an inner-city suburb of Melbourne), people were encouraged 
to explore the brand. The boys would also sponsor nude foot races, 
where the Crumpler logo was stencilled on participants’ naked bodies, 
and pay local apple farmers to put the Crumpler logo on their stickers. 
Drawing on and fostering creative local talent, they also collaborated 
with young local filmmakers to create edgy home-made 
advertisements for the brand. They would also support the local 
community, in particular the Big Issue initiative, by supplying bags to 
homeless Big Issue vendors. 

It didn’t take long for the bag designs and quirky approach to 
marketing and branding to resonate strongly and gain huge traction 
within the cycling and the broader creative community. Yet, they 
continued to rely on their creative resourcefulness to spread the word. 
In 2002, Crumpler developed the now infamous ‘Beers for Bags’ 
promotion. The idea behind the promotion was simple: Consumers 
use beer as currency to purchase Crumpler bags. They are exposed 
to Crumpler’s high quality merchandize. Hopefully, in future, these 
customers will consider the Crumpler brand and purchase Crumpler 


merchandize with real currency. The promotional campaign was a hit 
and is now an annual event, attracting boozy bag-lovers and plenty of 
PR attention. Given that each year, Crumpler would donate a majority 
of the beer from the promotional campaign to student art events and 
Opening nights, the Beers for Bags campaign also resonated with a 
key target market, university students. 

Today, Crumplers’ classic messenger bags no longer appeal only to 
bike couriers. They have become a ‘must have’ fashion accessory for 
the urban cool. With the rise of casual workforce dressing, Crumpler’s 
messenger bags can be seen hanging off the shoulders of advertising 
types, architects, and lawyers in place of the formal briefcase. 
Crumplers’ bag collection has also greatly expanded. The brand now 
offers a wide variety of merchandize, ranging from small accessories, 
camera straps and bags, laptop bags, travel, and luggage. As the 
brand expanded, so too did its range of target market. Maintaining its 
urban cool positioning, Crumpler has won the hearts and minds of 
many young city dwellers including photographers, travel lovers, and 
the fashion elite—worldwide. 


To connect with its growing international fan base, Crumpler 
maintains an active presence across a variety of social media 
platforms, including Twitter, Youtube, and Facebook. Recently, the 
company launched ‘Crumpler Films’ on Vimeo, a series of short films 
showcasing Crumpler products across a range of contexts, and the 
people that use the brand. 


In less than 20 years, the Crumpler brand has undergone a 
transformation—from niche bicycle brand to a major player in the 
lucrative streetware market. Despite their success, Crumpler, Miller 
and Roper continued to stay away from mass media, preferring 
instead to advertise on public radio stations and sponsor local 
community initiatives, such as bike events and photography 
competitions. They continue to devise fun, unique, and ingenious ways 
to promote the Crumpler brand. Their latest: the TP project, in which 
100,000 rolls of Crumpler branded toilet paper were distributed and 
placed in bathrooms, internationally. In Las Vegas, 3000 Crumpler rolls 
were placed in the bathrooms at the Sands Expo and Convention 
Centre during the Interbike International Bicycle Expo. This student- 
level humour approach to brand building very much reflects the 
personalities and spirits of the Aussie founders—laid back, always 


having fun and a good laugh. 

Where to from here? In 2011, Crumpler hired former Apple creative 
director, Sam Davy to help the brand move to the next level. Only time 
will tell what novel brand building campaigns and strategies the boys 
will come up with next. 


Case written by Jo En Yap, Department of Management and Marketing, Swinburne 
University of Technology, Australia. 


CASE STUDY QUESTIONS 


1 Based on your understanding of three stages of brand building in 
mindspace, discuss the effectiveness of Crumplers’ brand building 
efforts. 

2 Brand building in mindspace entails maintaining consistency across 
all aspects of the brand. What is the consistent message coming 
across Crumpler’s brand touch points? Draw on examples from the 
case study to support your response. 

3 What symbolic brand strategy(ies) have Crumpler employed? Draw 
on examples from the case study to support your response. 

4 Will Crumpler’s move from niche bicycle brand to mainstream 
street ware alienate its initial supporters? How can they maintain 
appeal to this group? 
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Brand Strategies 2—Low- 
Involvement Brands 


Key Concepts 


Top-of-mind brand salience is critical to a brand’s 
SUCCESS. 


Unconscious processes may lead to positive 
emotional associates with brands. 


The implications of consumers buying within brand 
repertoires. 


Deciding between an emphasis on increasing 
penetration or purchase frequency. 


Managing consumer perceptions over time. 


Introduction 


If symbolic brands are metaphorically the world heritage cities of Bath and Florence 
then functional brands are the industrial cities of Newcastle and Ruhr. To readers not 
familiar with these destinations, Bath and Florence are world heritage listed cities 
with astounding architectural beauty, while Newcastle and Ruhr, both fine cities in 
their own right, are traditional industrial powerhouses for England and Germany 
respectively. To continue the metaphor, they are as important to the economy (market 
place) as each other and, despite lacking the glitz, managing the latter is equally 
complex and rewarding. 


As discussed in Chapter 1, the cognitive choice processes for functional low- 
involvement brands varies from very low levels of pre-conscious processing and 
habit, to a combination of minimal cognitive processes using a range of short cuts or 
heuristics. Brand salience is a key objective of strategy as it drives much purchase 
behaviour and we will examine a number of approaches to building awareness and 
salience. It is also important to understand the buying behaviour tendencies of 
different market segments and we will consider pre-conscious, cognitive, and 
behavioural processes and how market segmentation by customer buying behaviour 
can be the focus of brand strategy. We will then review approaches to managing 
consumer perceptions and influencing consumer purchasing behaviour including 
choice, usage quantity, and loyalty. 


Brand salience 


Brand salience, often called top-of-mind awareness (i.e. the first brand mentioned in 
response to a spontaneous awareness question), is probably the most important 
characteristic any low-involvement brand can possess. Ehrenberg et al. (2002) argue 
that salience also includes how many people have it in their active brand repertoire or 
in their consideration set, and maintain that it represents the ‘size’ of the brand in 
consumers’ mindspace. From work on the double jeopardy effect in static fmcg 
markets, where brands with small market shares attract fewer customers but also 


experience less customer loyalty than more popular brands, Ehrenberg et al. (1997) 
claim that empirically there is very little difference between what brand users feel 
about their brands. However, the number of people for whom a brand is salient does 
differ greatly from brand to brand. It is salience that divides big brands from little 
brands and this effect is related to market dominance, as we have seen when we 
discussed brand equity in Chapter 5. Big brands have much greater levels of salience 
than do small brands because salience increases exponentially in relation to total 
spontaneous awareness, that is, if a brand is twice as big as the next two brands, its 
salience will be four times as great (Morgan, 1999). 


Building and maintaining brand salience 


Salience is a consequence as well as a cause of many aspects of brand strategy. A 
salient brand is likely to have wider distribution, more shelf-space and display, more 
promotions, more advertising, more word-of-mouth, and more media mentions 
(Ehrenberg et al., 1997). This is why one of the critical steps in positioning a brand is 
to establish the link between a category need and the brand. We want the brand to be 
immediately associated with the need for the product when that need occurs. 


For brands purchased largely out of habit, what John Howard (1977), one of the 
fathers of consumer behaviour theory, has called routinized response behaviour, 
Ehrenberg and his colleagues (1997) have suggested that brand salience can be built 
effectively by ‘Here I am’ advertising that focuses largely on the brand name and 
package and which leaves long-term memory traces for the brand, but does not try to 
communicate a persuasive message to change attitudes. This assumes that, for 
whatever reason, a positive brand attitude already exists, and needs only to be 
nurtured by reminding the user of the brand. The benefits associated with the brand 
are already in memory, even if these ‘feelings’ are consciously a result of the notion 
that ‘I use it therefore I like it’ (Ehrenberg et al., 1997). 


How brand salience is built is critical. It must take into account the way in which 
the link between the category need and the brand is triggered at the time a purchase 
decision is made. That is when the brand must be ‘salient’, and this may be triggered 
either by recognizing the package at the point-of-purchase, or recalling the brand 
name when the need to make a choice occurs. In the first case, marketing 
communication must feature the package as it will be seen at the point-of-purchase. 
The user sees the package, it triggers a need, and is purchased. On the other hand, 
when a choice is made prior to purchase (e.g. where to go for lunch) or at the point- 
of-purchase, but where packages are not visible (e.g. when a waiter asks you what 
beer you would like), the brand must be recalled. Marketing communication here 
must actively seek to connect the need with the brand. 


Brand salience is critical to a brand’s success, but it is not enough. Without the 
formation of a positive brand attitude, as discussed in Chapter 5, the development of 
strong brand equity is unlikely. Romaniuk (2003) suggests that since many brands 
seem to compete on the same basic attribute, the key seems to be to go for quantity 
rather than quality of associations, concentrating on linking the brand to a wide range 
of attributes and thus to ‘obtain a wide mental distribution’ for the brand. But the 
mind does not work like that. It makes much more sense to position a brand on one or 
two benefits the target market believes (or can be persuaded to believe) the brand can 
deliver; and ideally, can deliver better than competitors (Percy and Elliott, 2009). 


We now turn our attention to some important buying behaviour tendencies towards 
functional brands including pre-conscious, cognitive, and behavioural processes. 


Top-of-mind brand awareness and brand salience are critical toa 
brand’s success 


There may be oil in your back yard or you may have walked past an 
enormous nugget of gold on your last hiking trip. Unless you know 
about it the value is unrealized. The same goes for brands. You may 
have produced a brand with features perfect for a target audience that 
is finely tuned and superior on every key attribute your research has 
identified. If the target market does not know the brand name it will not 
succeed. As a brand manager, achieving brand awareness is critical, 
a hurdle requirement. It’s also important for you to Know whether your 
brand needs to be just recognized or recalled by consumers. 


Brands and the unconscious 


Most of the brain’s operations are carried out unconsciously. There are vast amounts 
of unconscious information in our neural connections that control our behaviour and 
movements, and much, much more. We are unconscious of most of what we do. In 
fact, it could be said that unconscious processes drive who we are and how we act. 
However, with very few exceptions, brand behaviour requires conscious processing. 


Some of these ways where the unconscious may be involved with brand decisions are 
dealt with below. 


The pre-conscious 


The pre-conscious is one of these neural functions that occur out-of-consciousness, 
but is critical to conscious processing. It refers to information that is accessible but 
has not been raised to consciousness, and is a term Freud (1989) used in his The 
Outline of Psycho-Analysis as meaning ‘capable of entering consciousness’. 


Those who study consciousness generally think about it in terms of three concepts: 
vigilance, or wakefulness; attention, where we focus upon a specific piece of 
information and conscious access, or the fact that only some of attended to 
information will actually make it into our conscious awareness (Dehaene, 2014). This 
is the pre-conscious. 


At any given time we are inundated with a barrage of sensory information, but our 
conscious mind only gains access to a very small amount of it. Most of it is simply 
ignored. But what is not, lies in the pre-conscious waiting to be accessed by our 
conscious mind and brought to consciousness. The pre-conscious has a very limited 
capacity, and the wait is risky. At any moment a distracting thought or other incoming 
stimuli can erase waiting items. 


Compounding this problem is that we can never actually consciously process more 
than one thing at a time, so access to waiting information is limited, and the likelihood 
of losing it increases the longer the wait. It was Descartes (1985) who first noted that 
‘We cannot be very attentive to several thoughts at once.’ We never actually 
consciously process two unrelated items at the same time. 


What all this means for brands, and especially low-involvement brands, is that 
exposure to them and information about them, say from marketing communication, if 
attended to at all will first enter the pre-conscious and await an opening to be 
processed consciously, unless it is dislodged by new information. And if it does make 
it to consciousness, there is of course no guarantee it will be remembered. That is an 
entirely different issue. But, all of this does underscore the difficulty brands confront 
in becoming and remaining salient. 


Mere exposure 


Can the pre-conscious be bypassed? We do know that some sensory inputs and other 
information are encoded outside of any conscious awareness in our nondeclarative, or 
implicit, memory. But because implicit learning and memory are stored and operated 
on in different neural systems than those of our conscious or declarative memory, it is 


difficult if not impossible for them to influence higher cognitive functions. This 
means it would be all but impossible for it to have any effect upon brand attitude or 
behaviour (Percy, 2006). The one exception to this ‘rule’ is nondeclarative emotional 
memory, as we saw back in Chapter 2. 


This helps to explain how subliminal priming can induce short-term preference 
without conscious awareness. Perhaps the most prominent examples of this come 
from a number of studies conducted by Zajonce and his colleagues (1982), and what 
they called ‘mere exposure’. When exposed to a stimulus (say a brand) so rapidly that 
it does not reach consciousness, but is processed implicitly, it was found that the 
primed stimuli will be preferred. Such preferences are simple emotional reactions, and 
are formed without any conscious registration of the stimuli (Eichenbaum and Cohen, 
2001). 


There are two important considerations to bear in mind when thinking about the 
possible effects of mere exposure on brands. First of all, while Zajonce and others 
have conducted studies where priming was not subliminal, mere exposure effects 
occur mainly under subliminal priming when the exposure is less than one second. 
The effect is very small to non-existent for exposures lasting 10 to 60 seconds 
(Bornstein, 1989). The second and even more important consideration is that 
recognition of the stimuli (which would be brands in our case) actually inhibits the 
mere exposure effect (Zajonce, 1968). These studies used stimuli that were 
unmemorable or unfamiliar, suggesting that while fleeting exposure to unfamiliar 
brands might have the effect of stimulating a brief positive emotional association for 
new brands in a market, it is unlikely to occur with known brands (Baker, 1999). 


Classical auditing 


Another way of encouraging the establishment of a positive emotional link to a brand 
is to pair it with a positive emotionally arousing stimulus. Following the principles of 
classical conditioning, exposure of the brand paired with a positive emotional 
stimulus over time will establish a link between them in nondeclarative emotional 
memory. This will lead to the brand alone automatically eliciting the positive 
emotional response. 


Examples include Andrex’s recurrent use of puppies, or insurance company Direct 
Line’s practice of pairing their red telephone with frequent repetition of a musical car 
horn; over time the two become fixed in memory. In 2008 Sennheiser launched a 
sound logo competition in which consumers were invited to submit a new sound 
motif. The winner received 5,000 euros, with an additional 30,000 euros (over 43,000 
US dollars!) if Sennheiser acquired unlimited rights to the winning logo (Sweetwater, 
2008). 
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Andrex’s iconic puppy imagery 
Source: © Shutterstock/chrisdorney 


KEY CONCEPT 


Unconscious processes may lead to positive emotional 
associations with brands 


Unconscious processes such as mere exposure and classical 
conditioning can sometimes lead to links in memory between a 
positive emotional response and a brand. This positive emotional 
association with the brand has the potential for helping build positive 
brand attitude. 


The key here is to build associations through repetition of all elements of 
communications, not just advertising, and over time to build up connections between 
a brand and positive feelings, which can be triggered by a choice situation and give us 
simple guides to action without much, or indeed any, thought being necessary for 
purchase to ensue. Let us now take a look at some brand tactics in relation to these. 


Building brand associations and meanings 


Colours 


Red means passionate and exciting, blue means dependable and reliable, green means 
security (Hynes, 2009), and all can be learned without any conscious effort being 
required. But a manager must be certain the colour associated with the brand in 
memory is consistent with the desired long-term positioning of the brand. For 
example, colours towards the red end of the spectrum (as well as more intense 
colours) tend to increase arousal (Osgood et al., 1957). This makes sense for Coke, 
but it would not make sense for a brand that wanted to be associated with a sense of 
calm and serenity. 


Consumers tend to exhibit more favourable evaluations and higher willingness to 
pay for products with high (low) saturation when usage goals call for large (small) 
size (Hagtvedt and Brasel, 2017). Saturation represent how intense the colour is. We 
also choose more of a product with high colour saturation. Hagtvedt and Brasel 
(2017) present an interesting evolutionary argument in support of these findings 
suggesting that greater attention and arousal toward saturated colour can be linked to 
reward or danger. Specifically, that our ancestors would enhance chances of survival 
if both ripe fruit and venomous animals aroused them and attracted their attention. 


In 2014, budget US airline Spirit rebadged its aircraft in bright yellow livery. As 
one aviation branding commentator reflected ‘I can’t help but be reminded of the 
plain yellow packages of the No Name generic brand found in Loblaws grocery 
stores. Much of Spirit’s recent advertising has been aimed at setting consumer 
expectations: you won’t get much on Spirit, but you won’t pay much, either. The 
yellow planes aren’t elegant, and they aren’t beautiful, but they are very well-suited to 
communicating the kind of airline Spirit wants to be’ (Fly the Branded Skies, 2014). 


Even colour names carry importance. Miller and Kahn (2005) showed that 
consumers respond to unusual colour names (e.g., blue haze or Alpine snow) because 
they expect marketing messages to convey useful information. Thus, when the 
message in the name is not immediately clear or conforming to expectations, they 
seek a reason for the deviation. Assuming positive benefits are effectively 
communicated this extra processing result in additional positive attributions about the 
product. The research concludes that consumers prefer ambiguous names like Coke 
Red and Florida Orange to more typical and specific names about colour. 


Sound 

We can add additional associations to the brand by adding sound to visual elements so 
doubling the modalities of association, for example McDonalds and their 
characteristic ‘ba da ba ba ba’, 20th Century Fox’s fanfare, and Intel’s reassuring four 


notes. This is known as sound or audio branding. 


Acoustic pitch can also influence consumer’s perceptions of product size. Through 
six studies, Lowe and Haws (2017) show that, when associated with a product, lower 
pitch in voice or music leads consumers to infer a larger product size. This is what is 
known as a crossmodal effect because the sound is linked to visualisation of a shape. 
This is further evidenced by findings that consumers prefer brand names with front 
vowels, (where the tongue is toward the front of the mouth; e.g., tee) for physically 
small, quicker, lighters even sharper products and with back vowels (where the tongue 
is toward the back of the mouth; e.g., toot) for larger, slower, or heavier products 
(Lowrey and Shrum, 2007). However, the brand’s sound must link to a logically 
positive benefit of the product to be effective. For instance, a knife should have a front 
vowel brand name because of positive associations with being light and sharp while a 
hammer might use a back vowel brand name to indicate heaviness. Front vowel 
sounds are also typically higher pitched and have been associated with perceptions of 
bitterness for beer, while back vowel sounds are lower pitched and associated with 
thickness for ketchup (Klink, 2000). In another study, consumers considered ice 
cream called ‘Frosch’ to taste creamier, smoother, and richer than the same ice cream 
called ‘Frisch’ leading to the conclusion that the o sound triggers these associations 
(Yorkston and Menon, 2004). Sound symbolism is a potentially rich vein of largely 
unrealised practical research. 


Sound is also used effectively in a retail setting. There are three main variables that 
mediate the effect of music on brand purchase behaviour: tempo, type, and how it is 
presented (Rossiter and Percy, 1997). Tempo seems to operate emotionally. Slow 
music has been found to have a positive effect upon sales. In Milliman’s (1982) 
primary study of tempo, he found that when slower instrumental music was played in 
a retail store, customers spent 17% more time shopping and 35% more money 
compared with when faster music was played (60 beats per minute versus 108 beats 
per minute). 


The type of music heard appears to operate more upon cognitive processes. In a 
study of musical types Areni and Kim (1993) found that when classical background 
music was played in a wine store versus Top 40 pop music, the amount of money 
customers spent was three times greater (US$7.43 versus US$2.18). In another study 
conducted in the wine section of a UK supermarket, it was found that when French 
music was played, French wine was four times more likely to be purchased than 
German wine. But when German music was played, German wines outsold French 
wines two-to-one (North et al., 1999). 


What is also likely to be operating upon cognitive interpretation is how the music 
is presented. In an experiment where music was played on a clearly visible tape player 


in a shopping setting, younger customers were likely to spend significantly more than 
if the music was played in the background as part of the store’s audio system. With 
older adults, it was just the opposite. With background music, significantly more was 
spent than with music played in the foreground. These results were not related to 
either a person’s mood at the time or whether they liked the music being played or not 
(Yalch and Spangenburg, 1993). 

Music has a long residency in advertising and in retail settings and is a proven 
mood enhancer with many studies linking it to improved brand attitudes and purchase 
intention (Bruner II, 1990). The range of brands that have made it a focus of their 
communication strategy evidences the capacity for music to elicit positive emotions. 
For example, Cadbury Milk Chocolate’s use of Phil Collins, ‘In the Air Tonight’ in its 
now famous Gorilla Ad and Vodafone’s use of ‘Bohemian Like You’ by the Dandy 
Warhols. Using established artists brings with it the advantages of already developed 
celebrity and emotional association but so too risk. For example, Wrigley chewing 
gum quickly ended its association with Chris Brown who had penned ‘Forever’ for 
the brand when he was accused of domestic violence in 2009. Brands can avoid this 
by recording their own songs and some have done so to great effect like Amazon 
Kindle’s ‘Fly Me Away’. 


Shape 

The shape of a product or its packaging can influence consumer judgements. A 
number of studies have shown this and again the effect is crossmodal where the shape 
triggers a second sense. Examples include angular shaped fizzy drinks perceived as 
higher in carbonation while rounded shapes are preferred for still water (Spence and 
Gallace, 2011). Angularity is also associated with more bitterness and cocoa content 
in chocolates (Ngo et al., 2011). A logical extension of this is that the sharp edges of a 
cheese correspond to its sharp taste (Spence, 2012). Further, Jiang et al. (2015) 
explain that product imagery generated in visual working memory is likely to interact 
with the product information processed in the phonological loop of working memory 
(i.e., how the product is positioned in the headline and ad copy). They link roundness 
with comfort and angularity with durability and showed that the effect of a rounded 
(angular) logo shape was enhanced when the ad headline focused on providing 
information on comfortableness (durability) of a footwear brand. 


Brand name suggestiveness 


Research has shown that a brand name that explicitly conveys a product benefit leads 
to higher recall of advertising than a non-suggestive name and thus builds positive 


associations more effectively (Keller et al., 1998). A brand name that explicitly 
conveys a product benefit (e.g. PicturePerfect televisions) leads to higher recall of an 
advertised benefit claim compared with non-suggestive brand names (e.g. Emporium 
televisions). 


Celebrities 


A short-cut to associating meaning with a brand is to use the ready-made meanings of 
a celebrity endorser, for example. Kendall Jenner and Pepsi, Roger Federer and 
Gillette. The influence of sports celebrities is particularly strong on teenagers of both 
genders, increasing both positive word-of-mouth and brand loyalty (Bush et al., 
2004). But the primary benefit of using a celebrity endorser is heightened awareness 
for a brand. As Holman and Hecken (1983) have shown, a celebrity presenter will 
almost always increase recall for a brand. Of course, the presenter must be seen as a 
celebrity in the eye of the brand’s target market. Also, brand recall, as opposed to 
brand recognition, should be the primary brand awareness objective. 


EXCELLENCE 


Shape as a somatic marker: Angularity enhances perception of 
cocoa content. 
Source: © Shutterstock/urbanbuzz 


But in using a celebrity endorser the manager must be careful. As Percy and Elliott 
(2009) have pointed out, while a celebrity presenter may raise a brand’s visibility, one 
must be equally concerned with the likely effect specific characteristics of the 
celebrity will have in relation to the underlying nature of the decision involved in 
choosing brands within a category. For example, with symbolic brands where the 
underlying purchase decision is positively motivated, for sensory gratification or 
social approval, the celebrity presented must be seen as likeable; and the more highly 
involving the decision, the more the presenter must be seen by the target market as 
similar to an ‘ideal user’. In other words, with symbolic brands, not only must 


purchasers like and identify with the celebrity, they must also feel their social circle 
too will identify with the celebrity as positively representing the brand. 

And of course, the use of a celebrity endorser for a brand must be carefully 
evaluated in relation to the generally high cost of securing the endorsement. Also, the 
risk of possible negative publicity associated with the celebrity must be weighed. 
Recent examples include Lance Armstrong’s drug cheat allegations and the conviction 
of Oscar Pistorius for culpable homicide. Just how much damage the celebrity will do 
to a brand may depend on their cultural meaning and their match up with the brand’s 
own meaning. For instance, Kate Moss’s publicized use of cocaine did little to affect 
her cachet or that of high street brand Topshop, arguably because the incident was not 
completely incongruent with the world of fashion. By contrast, Armstrong’s supposed 
drug use ended his endorsement of multiple high-profile brands including Nike and 
Anheuser-Busch (Pearson, 2012) because he was no longer perceived as the epitome 
of performance and success following the stripping of his Tour de France crowns. 


Choice heuristics 


Studies have shown that consumers often make choices between brands based on 
simple rules-of-thumb, or choice heuristics, which short-circuit the process into an 
almost instantaneous decision. Heuristics such as ‘buy the cheapest brand’ and ‘buy 
the brand I feel warm about’ are the most common for fmcgs (Hoyer, 1984), while for 
leisure activities ‘buy the brand my friends buy’ is most common (Elliott and 
Hamilton, 1991). In some product categories, pictographic thinking is very common, 
where consumers rely on package illustrations to infer attributes (Viswanathan et al., 
2005). Therefore, before focusing on any particular heuristic, it needs to be identified 
through research as being frequently used by consumers in the product category of 
interest. But once identified, communications can focus on providing the relevant 
information, preferably visually. 


Surrogate indicators 


Consumers often use surrogate indicators to simplify their choice processes, where 
hidden dimensions of a product are inferred from some visible attribute. A common 
surrogate in purchasing grocery products is small size = low price; however, the 
implications of this for strategy are complicated by the use by some consumers of a 
large size = low price inference (Viswanathan et al., 2005). Again, specific research 
must be carried out before making decisions about pack sizes. 


Market beliefs 


As well as using heuristics based on aspects of the product, consumers also use more 
generalized beliefs about companies, advertising, and shops to guide their decisions. 
Some widely-held market beliefs include ‘when in doubt, a well-known brand is a 
safe choice’, ‘bad brands just don’t survive’, ‘hard-sell advertising is associated with 
low-quality products’, ‘larger shops offer better prices than small shops’ (Duncan, 
1990). 


Meaningful differentiation from meaningless differences 


As discussed in the previous chapter, the BrandAsset Valuator studies identify 
differentiation and relevance as the core elements in building brand strength. 
However, for low-involvement brands in highly competitive markets, having a real 
source of differentiation in the product’s functional attributes is very difficult to 
achieve and sustain. However, an intriguing study has demonstrated that it may be 
possible to differentiate a brand on the basis of irrelevant attributes (Carpenter et al., 
1994). Esso famously told us to ‘put a tiger in our tank’ to promote its petrol stations. 
Alberto Natural Silk Shampoo is differentiated by including silk in the shampoo and 
advertised as ‘We put silk in a bottle’. This suggests that the consumer’s hair will be 
silky, but there is no known benefit of adding silk to a shampoo. Experimental studies 
have shown that consumers will use a meaningless difference to aid decision making, 
but most importantly it seems that a premium price increases the differentiating effect 
as consumers infer from the price that the (meaningless) differentiation is in fact 
valuable. 


Behavioural processes 


Brand repertoires 


Using data from large-scale consumer panel studies, Ehrenberg and his associates 
have shown that in many fmcg markets, rather than buying only one brand—solus 
brand loyalty—consumers regularly buy from within a small number of competing 
brands: their brand repertoire. Within this set of brands they seem to buy at random 
and the brands usually share some physical characteristics. Interestingly, when asked 
about their buying behaviour consumers frequently over-estimated their loyalty when 
compared with their recorded actual purchases (Table 9.1). 


TABLE 9.1 Brand repertoires: Average frequencies of purchase of cereals in a year 


Average purchases by buyers of stated brand 


Stated brand Other brands 


Nabisco Shredded Wheat (USA) 37 
Nabisco Shredded Wheat (UK) 33 
Kellogg’s Corn Flakes (USA) 29 


Kellogg's Corn Flakes (UK) 


Source: Ehrenberg and Goodhardt (1979) 


The implications of this are that the pursuit of solus brand loyalty may be fruitless 
in many fmcg markets, and the aim should be to build the number of consumers who 
have the brand in their repertoire. This is why brand salience is such an important 
objective. 


The implications of consumers buying within brand repertoires 


Many brand managers need not seek absolute brand loyalty from their 
customers. Evidence from the fmcg market suggests that it is more 
important to be in the group of brands that consumers would consider 
purchasing. This suggests that consumers like to seek variety within 
safe boundaries. Key to this is brand salience, the share of mindspace 
the brand has. Companies achieve this through consistent and well- 
targeted promotion often focusing more on having a presence in the 
market place while sacrificing more expensive and creative 
communication. Companies like Mars have been very successful at 
this and, as they have expanded, have developed multiple high-profile 
brands in a single category strategically cannibalizing one another but 
nevertheless dominating the mindspace of consumers e.g., M&M’s®, 
SNICKERS®, DOVE®/GALAXY®, MARS@®/MILKY WAY®, and 
TWIX® 


Penetration and purchase frequency 


A major issue in deciding on strategy in fmcg markets is whether to focus on 


increasing penetration (new users) or increasing frequency of purchase (by current 
users). The large-scale IRI study in the USA (1,251 brands, 14 fmcg categories, 
82,000 households, over a two-year period) demonstrated that for brands which grew 
in the period, brand growth came largely from increased penetration, accounting for 
75% or more of all growth (McQueen et al., 1998). However, purchase frequency 
increases were important too, playing some role in growth for 76% of brands and 
being the predominant source of growth for 25% of brands. A further study has found 
convergent results, penetration being the primary growth driver, especially for brands 
that showed dramatic growth (Baldinger et al., 2002). 


If we look at the differences between large and small brands, we find that the 
larger the brand, the more likely it is to grow through purchase frequency, although 
penetration still contributes most. However, small brands with low penetration make 
up a sizeable proportion of many fmcg categories, and these brands grew almost 
exclusively through penetration (Table 9.2). 


The IRI study also classified the consumer panel data according to patterns of 
purchasing, resulting in five types of purchasing behaviour (Figure 9.1). 


These buyer segments contribute to brand growth differentially, and brands have 
different profiles of the various buyer types. Brands dominated by ‘loyals’ gain most 
growth from increased frequency of purchasing; they also tend to be the biggest 
brands. At the other extreme, brands with a lot of ‘light users’ get most of their growth 
from penetration gains and are extremely vulnerable as the ‘light users’ are likely to 
buy a different brand every time they enter the market (Stockdale, 1999) (Table 9.3). 


TABLE 9.2 The effect of brand size on growth mechanics 


Brand Year 1 Penetration (%) Percentage contribution to growth 


Penetration Frequency Percentage of brands 


Source: Adapted from McQueen et al. (1998) 


=" 
f Five types of buying behaviour: 


* Long-term brand loyals 
* Deal selectives 
— Who buy brand leaders on offer 
* Rotators 
— Heavy users with large brand repertoire 
* Price driven 
— Buy cheap brands and anything on offer 


« Light users 


FIGURE 9.1 Brand trust and brand confidence 


TABLE 9.3 Deconstruction of brand growth 


Brands by buyer types Contribution to growth % of brands 


Penetration (%) Frequency (%) 


Loyals 


Deal selectives 17 


Rotators 20 


Price driven 29 


Light users 


Source: Adapted from Stockdale (1999) 


The implications for strategy are that all brands should attempt to increase 
penetration, but that large brands have less room to grow through this strategy and 
must also concentrate on increasing purchase frequency. It is also vital to understand 
the profile of consumer segments for any specific brand in order to target appropriate 
efforts towards major segments. 


Deciding between an emphasis on increasing penetration or 
purchase frequency 


Large brands are usually well established and in order to grow they 
typically need you to purchase more of their brand or purchase more 
often (purchase frequency) while brands looking to establish 


themselves want new consumers to begin purchasing their brand 
(purchase penetration). A company like Mars has a frequency strategy 
with many established brands in chocolate bar market. Their focus is 
maintain top of mind awareness for their products so that when you 
are in the supermarket you recognize, recall, and choose their brands. 
They offer many sub brands with slight differences so that they have 
you covered even when you are browsing on autopilot. They have 
also developed multi packs of smaller bars—for school lunches—and 
often engage in competitive discounting to get consumers to purchase 
more of their product. Lucozade, traditionally a health drink high in 
glucose and used to recover from illness, embarked on a penetration 
strategy when it repositioned as a sports drink. The move from health 
to sport was logical and enabled Lucozade to appeal to a new group 
of consumers who in turn would purchase with a much greater 
frequency than those seeking medicinal help—thus allowing both a 
penetration and a frequency strategy to be pursued. 


Managing consumer perceptions 


A consumer’s perceptions of a brand are based on their history with the brand, 
including advertising, packaging, actual usage experiences, etc., and these perceptions 
can be refreshed and reinforced by associating the brand with new goals and usage 
situations or by encouraging category substitution (Wansink and Huffman, 2001). 


Refreshing favourable perceptions 


New information is most easily learned when it is related to what is already known, 
and it can be quicker and less expensive to re-activate existing associations than to 
create new ones (Deighton, 1984). An excellent example of going back to what 
differentiated the brand originally and bringing it up to date is Nestlé’s Yorkie bar, 
which was originally launched in the UK in 1976 at a time when Cadbury had been 
reducing the thickness of their brand leader Dairy Milk bar in response to raw 
material cost rises, rather than increasing the retail price. Nestlé took advantage of this 
opportunity by launching a bar that was a much thicker shape and associating the 
brand with a large muscular truck driver biting down on the bar. The same truck 
driver image was used in TV advertising for many years. The brand was refreshed by 
a return to the male-oriented position with a more contemporary feel: ‘It’s not for 


girls’; ‘Not for handbags’; ‘Not available in pink’. This was carried through to the 
packaging and created much word-of-mouth through media attention. 


Extending favourable perceptions 


The creative use of product development can be instrumental in extending a brand’s 
current perceptions into a new space. Virgin Money’s expansion into retail banking 
reflects the positive perceptions the Virgin brand brings to its range of lifestyle 
products. Virgin loyalists have grown up with the brand for over 25 years and are now 
in a stage of the life cycle, with a family and mortgage, where money matters. Virgin 
has recently acquired a UK banking licence and looks likely to bid for a major retail 
bank in the near future (Kowsmann, 2010). 


New usage situations 


There is clear evidence that associating a brand with new usage situations can 
increase sales, sometimes dramatically. Corsodyl mouthwash made a successful move 
from the dentist’s surgery to the family home, capitalizing on its authenticity as a 
brand preferred by professionals. More recently, National Geographic released an 
updated edition of their entire collection of magazines (all issues from 1888 through 
2010) on DVD-ROM that enables it to be used as a research and education tool. 
Readers are able to reference and rediscover all pages ever printed. The package 
includes features that enable new uses of this archived content. For example, 
Geobrowse—a visual geographic search tool—makes it possible to easily find 
articles, maps, and photographs that are specific to the chosen location. 

Sometimes new usage situations are not entirely driven by the firm. An example of 
this is Microsoft’s belated move onto the Cloud in response to a growing trend for 
consumers wanting mobility in their access to applications. Google Docs had 
capitalized on the consumer trend for web-based applications, ushering in a new 
world of cloud-computing where ‘software roams free on the computer, phone, tablet 
and television’ (Chan, 2010). 


Encouraging category substitution 


A related strategy is to promote a brand as a substitute for products in other 
categories. For example, Danone yogurt was promoted as a substitute for high-fat 
eggs and oil in baking. Kellogg’s Special K breakfast cereal was promoted for use not 
just at breakfast but as an afternoon or evening snack. This was later followed by new 
product development to create Special K bars, which resulted in greatly increased 
sales without damage to the core cereal product. 


Managing consumer perceptions over time 


Consumers need to be reminded about the benefits of the brand, 
whether this is reinforcement of the current position or an 
announcement of something new. Wrigley’s gum is a brand that has 
had to continually reposition itself despite the product being essentially 
the same. Initially it was positioned as fun, tasty, and refreshing. As 
competition increased and the benefit was less differentiating, a 
Campaign was launched announcing it as an important social 
facilitator because it reduced bad breath. This was followed by a 
health positioning whereby chewing gum after meals facilitated the 
breakdown of food by encouraging the production of important 
enzymes in the body. The health-based positioning has been 
maintained although it has been tweaked a little. Chewing Wrigley’s 
gum is currently promoted as facilitating oral health and helping weight 
gain management. 


Real users 


A new approach to managing perceptions of fmcg brands has been the use of ‘real 
people’ in advertising. The established brand of soap Lever Fabergé’s Dove ‘received 
significant publicity’ when it asked real women to strip down to their underwear to 
advertise its Body Firming range of products. Using the strapline ‘As tested on real 
curves’ the poster version proclaimed ‘It wouldn’t be much of a challenge to firm up 
the thighs of size 8 supermodels, would it?’ (Mediaweek, 2003). Conspicuously, the 
women in the Dove campaign were not impossibly beautiful, unattainably perfect 
models, and as a consequence the communication was more believable. Lever 
Fabergé reported that sales doubled after the campaign. The same ethos is employed 
in Omo detergent’s inclusion of children in their advertisements. Introducing the 
‘dirty’ realities of laundry detergent use realizes the brand in a real-world context, 
enhancing authenticity and believability. 


Cause-related marketing 


A very powerful way to influence consumers’ perceptions of fmcgs is to associate a 


brand with a ‘good cause’. A study by Cone Inc. (2004) indicated that 86% of 
respondents would switch to an otherwise similar brand which supports a social 
cause. 


In 2011, Coca-Cola joined forces with the largest independent international 
conservation group, the World Wildlife Fund (WWE), to help protect the polar bear 
and its arctic habitat. The Arctic Home campaign, which is still running, was launched 
in Canada and the US but it expanded into 17 European countries during winter 2013. 
It prominently features visual imagery (thus transcending language barriers), and in 
particular, those of the polar bear, which has served an iconic role during Coca-Cola’s 
seasonal promotions for over 90 years. Despite causing consumer confusion by 
changing the colour of cans from red to white for the initial promotional launch, the 
campaign has proved to be highly successful. During its first year, $2 million in 
donations were raised, and in 2014 Coca-Cola offered to match all donations made 
across Europe up to €1 million. While this campaign raises awareness of the need to 
protect polar bear habitats, it also is a cause-related marketing campaign that 
improves consumer perception of the brand and ultimately drives up sales. The 
affective messages associated with the cause are featured across multiple mediums 
and they appeal to the senses, which strengthens existing relationships with the brand 
and thereby increases brand loyalty. 


Managing choice situations 


New distribution outlets 


Snapple and Lipton’s Iced Tea have extended their reach by accessing vending 
machines, as have video rental firms, and Taco Bell and Pizza Hut have been 
successful with their mini-stores inside supermarkets and convenience stores 
(Wansink and Huffman, 2001). The Internet has extended the reach of most brands 
and in some cases has transformed industries, like travel, music, and books. It has also 
shortened the distance between manufacturer and consumer allowing some brands to 
deliver customized products. In most cases, this involves variation from a base 
offering—be it designing your own pizza topping at Pizza Hut or personalizing your 
stationery at Zazzle, an online retailer which specializes in the design of unique 
products. 


New packaging 
Heinz introduced child-friendly containers and revolutionary colours (‘Blastin’ Green’ 
and ‘Awesome Orange’) in its EZ Squirt ketchup, which revitalized a dormant 


category. Individual-servings packages have increased demand for a variety of 
products such as crisps, fruit drinks, coffee, and cheeses. Small packets of crisps 
purchased in multi bags have proved particularly popular, with a large part of the 
appeal thought to be a reduced impact on the waistline. Ironically, a recent study has 
shown that, when concerns about weight were highlighted, consumers were twice as 
likely to start consuming crisps in small packets compared with those who were 
offered crisps in a larger packet but, when they did, they consumed them nearly twice 
as much (Coelho Do Vale, 2008). It appears that when the temptations seem small 
consumers are not as vigilant in maintaining self-control. 


The toothpaste market has seen an explosion in design and packaging innovation. 
Pump dispensers and aerosols have been available for some time and now cartons are 
being used to attract consumers with the use of bright colours and textures such as 
embossing and even holographic printing (Clarke, 2010). In addition, the detergent 
market has seen positive consumer response to ‘liquitab’ gel sachets, and ‘powerball’ 
tablets have been well received in the dishwashing market, both adding some new 
appeal to markets very low on consumer interest. 


Packaging can be extremely important to some consumers. The phenomenon of 
‘unboxing’ has recently emerged through sites like YouTube. Unboxing is an ‘opening 
event’ whereby the consumer records and shares the revealing of the contents of the 
package. This is conducted with great precision and care and described in detail, often 
with tremulous excitement. Research conducted by Google indicates that one in five 
consumers have watched at least one unboxing video on YouTube and, as of mid- 
November 2014, there were more than 20 million search results on YouTube for the 
keyword ‘unboxing’ (The National, 2014). Unboxers say it heightens the connection 
between the brand and the company and can occur with anything from Happy Meals 
to iPhones. 


Multiple shelf placements 


Consumers often settle into a ‘shopping script’ that only includes a limited number of 
aisles in the supermarket (Hoyer, 1984). By placing pasta, Bolognese sauces, and 
Parmesan cheese not only in their respective product categories but also together in a 
‘tonight’s meal’ section, supermarkets can make it easy for consumers to put a meal 
together. Similarly, consumers with allergy problems can find a whole range of 
products free from gluten, wheat, or dairy products in the ‘Free From’ section in 
Sainsbury’s supermarkets. 

For online retailers, research suggests that reducing the click count to buy or to 
find related items significantly enhances the user experience in term of customer 
goodwill and repeat visits (Chiang and Nunez, 2007). Amazon.com currently holds a 


US Patent Office-certification on one-click online shopping. 


Increasing purchase quantities 


Studies have shown that it is possible to increase the actual amount a customer buys 
of a product either through effects on the desired quantity or through reducing the 
perceived price (Wansink et al., 1998). 


Quantity limits 

Paradoxically, limiting the amount of a product that a customer can buy increases the 
number purchased; for example, specifying that customers can only buy 12 cans of 
soup per person leads to a larger quantity being purchased than without the quantity 
limit. 


Quantity cues 


Giving a cue as to how many to buy, such as ‘buy ten for the weekend’ or ‘buy five 
for the family’, can also result in increased purchase quantities. 


Price perceptions 


Larger packages can reduce consumers’ perceptions of unit price. This is often the 
operation of a market belief that ‘larger package means lower price per unit’. 


The shortened distribution channels on the Internet as well as the absence of time 
consuming face-to-face negotiations has allowed consumers to interact directly with 
manufacturers and as a result created the opportunity to implement variable pricing 
Strategies. This is of course not a phenomenon of the online world but is made easier 
in this environment. Traditional brick and mortar stores have all but removed the 
option for haggling because the process requires extensive training, is time 
consuming, and as such takes frontline staff away from other customers, and therefore 
often requires the hiring of additional staff (Terwiesch, Hann, and Savin, 2005). 
Variable pricing allows retailers to target consumers who otherwise may not buy, can 
help to manage demand and supply imbalance, and is empowering to the consumer. 


Implementation of this strategy is currently not widespread as those in the supply 
chain wish to secure their margins, however, there is evidence it is gaining traction. At 
the extreme end variable pricing represents a leap of faith in the consumer’s 
interpretation of value. For example, when international act Radiohead ended their 
deal with EMI they launched their next album independently allowing consumer to 
‘name their price’ based on what they felt the track or album was worth. What appears 


a more feasible strategy, however, is the setting of a base and a listed price between 
which there is room to move. In 2014, Amazon announced it will allow a variable 
pricing option for a number of its sellers whereby consumers can negotiate prices with 
sellers on individual items. Labelled ‘Make an Offer’ it is available on approximately 
150,000 items where value is difficult to set, for example Amazon’s Sports and 
Entertainment Collectibles, Collectible Coins, and Fine Art listings, however, plans 
are being made to expand this to ‘hundreds of thousands of items’ (Claburn, 2014). 


Increasing usage quantities 


Promotion effects 


Promotion can help increase purchase quantity with what is known as a loading 
device. Such promotions are aimed at changing the minimal purchasing pattern by 
encouraging the consumer to ‘load up’ on the brand by purchasing more than usual. 
This can be done with price-offs at the point-of-purchase, or with special ‘price packs’ 
where a reduced price is printed as part of the brand’s label. Additionally, special 
bonus packaging may be used where more of the product is offered at the regular 
price. 

Loading promotions are an effective strategy when it is known that a competitor is 
about to enter the market with a new product or new version of an existing product 
because it effectively removes people from the market, discouraging them from trying 
the new offering. 


Increasing the amount a customer buys can also result in increased usage of a 
product. 


Stockpiling 
Studies show that household stockpiling can increase usage frequency, particularly in 


the categories of snacks and beverages (Wansink and Deshpande, 1994). This effect is 
most pronounced if the products are visible in the house. 


Packaging effects 


Possibly as a result of reducing price perceptions, larger pack sizes can also increase 
usage rate. 

Increasing the size of the opening is one way to increase usage quantity. For 
example changing to ‘big-mouth’ bottles resulted in increased consumption of 
Mountain Dew. This has become a widely used strategy in many food and drink 


categories. 


Advertising effects 


Advertising can help increase usage quantity in two ways: it can encourage new use 
situations or it can make the brand and category salient through tactical media 
scheduling. 


Usage expansion advertising is most effective when it frames the new use as a 
complement to existing behaviour, for example many baby gates have been 
repositioned as safety gates, to include the safety of pets by excluding them from high 
risk areas. 


Scheduling can also have an impact on consumption by making the brand top-of- 
mind when the consumption decision is being made. For example, Campbell’s Soup 
runs its radio ads just before lunch and dinner times, and also has standing 
instructions for radio stations to run specially developed ‘Storm Spot’ ads during bad 
weather (Wansink and Huffman, 2001). 


Building brand loyalty 


With symbolic brands, loyalty is based on the meaning of the brand and the strength 
of its emotional connection with the consumer. By contrast, with functional brands 
with low consumer involvement, loyalty is usually seen as being a factor that can be 
increased through reward schemes. 


Loyalty programmes 


There has been a proliferation of loyalty programmes in which consumers are offered 
incentives in exchange for repeat business, and there is some evidence that they can 
be successful with low-involvement products and services, particularly if the 
incentives overlap with brand meanings (Roehm et al., 2002). It is likely that a 
programme that tries to restrict the operation of double-jeopardy behaviours like 
buying from within a brand repertoire will be inefficient (Dowling and Uncles, 1997). 
However, low and moderate reward programmes which target light users may 
generate cost-effective incremental sales (Wansink, 2003). 


Raising consumer involvement 


However, it may be possible to create some degree of loyalty in fmcg markets through 
raising consumer involvement. An example is the development by Lever Fabergé’s 


Ponds skin-care brand of a membership programme around the ‘Pond’s Institute’. 
Originally an ‘advertising fiction’, the Pond’s Institute aims to build bonds with 
customers by providing the reassurance required by consumers in this category. It has 
been developed into a vehicle for relationship marketing as customers have access to 
a range of services including email access to a qualified skin-care consultant (Miller, 
2001). 


Ferrero established a brand community for its chocolate cream spread Nutella 
named ‘my Nutella The Community’. Members log on to talk about the brand and 
engage with each other, including discussion about family, recipes, and even the 
arrangement of Nutella parties (Cova and Pace, 2006). This has proved hugely 
successful and there are also many independently run fan sites including the World 
Nutella Day site, launched in 2007, which can be found on Twitter and Facebook. 


CHAPTER SUMMARY 


In this chapter we have emphasized the vital importance of top-of-mind 
awareness and brand salience to a functional brand. We have discussed 
a range of ways in which brand associations can be built up through pre- 
conscious and minimal cognitive processes using all elements of 
communication. We went on to consider behavioural processes to 
increase penetration and/or frequency of purchase, and then discussed 
ways of managing consumer perceptions. We ended with a consideration 
of how the choice situation can be managed, and approaches to building 
brand loyalty. 


DISCUSSION QUESTIONS 


1 Why is brand salience so important for functional brands? 
Explain how classical conditioning can be used to manage a brand. 


3 What are somatic markers and how does their use by consumers 
inform brand management? 


4 Provide two examples of brand tactics which may help functional 


N 


brands to build a combination of associations and meanings to 
differentiate the product. 

5 What issues need to be considered when brand building around a 
celebrity? 

6 When should brand strategy favour increasing purchase frequency? 

How can existing favourable consumer perceptions be refreshed? 

8 How can advertising be used to increase usage quantities? 


CASE STUDY 


Clorox Bleach: Bleach it away 


Le | 


As Clorox entered its centennial year in 2013, it was clear that many 
of today’s younger consumers were not reaching for the bleach 
when the time came to clean up life’s messiest moments. With the 
baby-boomer generation ageing out, Clorox took the initiative to get 
a new and younger generation, dubbed ‘newly responsibles’, to grab 
for the iconic bottle to clean up their mess. Enter Bleachable 
Moments, a frank and funny campaign that sought to engage these 
newly responsibles with informative and authentic content worthy of 
sharing on social media websites. 

This programme was different from the typical Clorox campaign 
because the primary focus was not on cleaning. Instead, the 
spotlight was on legitimately humorous content that was paired with 
the influential endorsements of sources that had ‘street cred’. With 
bleach use dropping, Clorox wanted to increase sales by reaching 
new users. However, marketing insight revealed that this younger 
audience is wary of marketing in general—only 6% of millennials 
(those between the ages of 25-35) consider online advertising to be 
credible—and newly responsibles are not as familiar with or as 
accepting of bleach. Thus, the team sought to educate this segment 
of new users on when to reach for the bleach and how bleach could 
be relevant in their lives. In order to achieve this goal, it was 
determined that Clorox should not market to them, but rather with 
them. 


To show the target how easily bleach fits into their lives and helps 


with cleaning, the marketing approach was based upon leveraging 
partners and online platforms that the audience already trust. Of any 
generation, social networking penetration is highest amongst 
millennials, and because they grew up in a completely digital age, 
social media is embedded into the fabric of their lives. Thus, to 
create a consistent connection between Clorox bleach and messy 
moments, it was crucial for the team to leverage these platforms and 
engage with them using content that actually gets them talking. To 
break through and effectively reach the audience online, Clorox 
partnered with SomeEcards, the maker of humorous e-cards that 
appeal to youthful, tech-savvy, and social media consumers, to 
create bleach themed e-cards. The cards illustrated the ways in 
which bleach is helpful while highlighting the humour of those events 
that people wish they could literally make disappear. The partnership 
proved to be a success; on the SomeEcards Facebook page, one 
card garnered the second highest level of interaction for a sponsored 
card and another became the most popular in the ‘wine’ category. In 
conjunction, the team boosted visibility of the Bleachable Moments 
campaign on Twitter using promoted tweets from the @Clorox 
handle; the tweets resulted in over 1,534,000 impressions. 


Although the campaign lived online, the Clorox team also took it 
to the Las Vegas Strip to make a bigger splash and to give newly 
responsibles even more to talk about online. With Las Vegas being 
the spot to have fun, go a little crazy, and make some mess, it was 
the perfect place to bring the Bleachable Moments story to life. The 
team partnered with award-winning actress and active Twitter user 
Angela Kinsey to intercept consumers on the Vegas Strip to talk 
about their messy moments. Set within a backdrop of interactive, 
social-enabled Bleachable Moments advertising, including billboards 
and themed cab toppers, the unexpected placement of Clorox 
bleach created the ‘perfect storm’ for buzz. The edgy tone and 
setting resonated with consumers, most notably with the younger 
target, and it generated over 143,554,000 total media impressions. 


The team also conjoined forces with established online 
influencers, particularly those already popular with newly 
responsibles, to maintain the momentum online, engage consumers, 
and encourage social sharing throughout the entirety of the 
campaign. Lala Anthony, Danielle Jonas and Rosie Pope— 


celebrities and Twitter fanatics—drove conversation about 
Bleachable Moments with tweets to their followers. A Twitter party— 
an online event that usually last 1-2 hours which allows Twitter 
users to interact with the host via a specific hashtag—was run by an 
influential blogger to increase reach, and as a result, #BleachltAway 
momentarily became the top trending topic in the United States. On 
the platform known as reddit, where the median user is male (59%) 
and 25-34 years of age, Clorox’s ‘Dr Laundry’ addressed bleach-use 
questions. Clorox also had influencers promote unexpected uses for 
bleach on Pinterest, the first of which secured more than 700 entries 
while generating online chatter about atypical laundry and 
disinfecting uses. 

In terms of both social effects and business effects, the five-month 
Campaign surpassed all of its objectives. Across its entire duration 
improvements to all indicators were made. And by the conclusion of 
the campaign, online conversation volume about Bleachable 
Moments had tripled and online connections between Clorox and 
messes had doubled. In addition, the BleachltAway.com website 
received over 20,000 visits from the promoted tweets and nearly 
10,000 from the celebrity tweets. In accordance, by increasing the 
connection between Clorox and messes amongst newly 
responsibles, significant business effects were also observed. For 
example, a 10% increase in brand favourability was achieved, and in 
comparison to those who have not visited BleachltAway.com, 
purchase intention was 17% higher amongst visitors. 

Despite the difficulty in reaching a young audience and making 
bleach relevant to their lives, Clorox rose to the challenge by 
leveraging strategic insights and tactically planning how to move the 
needle on the ways that the target audience viewed the product. The 
combination of online and on-site activity didn’t merely get people 
talking, it created a surround-sound effect that maximized 
engagement, which consequentially created a deeper connection to 
the brand. Overall, this campaign revealed the following key lessons: 


e Partnering with key influencers enhances the authenticity of the 
messages. 


e There is more engagement when sharable content is provided and 


that content is authentic enough to resonate with the target 
audience. 

On-ground activation can help bring added attention and energy to 
an online programme. 

Focusing on reaching millennials online where they are already 
spending their time is more effective than reaching them through 
other channels. 


Source: WARC, WARC Prize for Social Strategy 2014, Clorox Bleach: Bleach It Away. 
Edited by Suni J. Mydock III. 


CASE STUDY QUESTIONS 

1 What brand associations and meanings did Clorox build through 
its ‘Bleachable Moments’ campaign? 

2 How can Clorox maintain top-of-mind brand awareness and 
brand salience with the younger generation? 

3 Did Clorox focus more upon increasing penetration or purchase 
frequency? 

4 How significant a role did classical conditioning strategies have to 


the ‘Bleachable Moments’ campaign? 
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Brand Innovation and 
Digital 
Media 


Key Concepts 
The evolution of digital, social media, and mobile 
marketing. 
The benefits of branding innovations. 
Crossing the chasm. 
Paradoxes of technology. 
Innovation and the active consumer. 
Sociocultural factors in the adoption of innovations. 


Customer relationship management in high-tech 
markets. 


Introduction 


Investment in branding may be more important than being at the leading edge of 
technology according to the National Bureau of Economic Research in the USA. A 
large-scale study of the PC market concluded that ‘Having a brand name conferred a 
large advantage in the sense of shifting out the demand function, whereas being early 
at the technological frontier did not’ (Bresnahan et al., 1996). In this chapter, we 
discuss the relationship between brands and innovation. First we explore how the use 
of digital, social media, and mobile marketing (DSMM) is influencing strategic brand 
management. We then highlight the importance of branding innovations before 
exploring how individual, personal, and sociocultural factors impact on the adoption 
of new offerings. Finally, we discuss the strategic brand management implications for 
a particularly dynamic innovation environment, the high-tech market. 


The evolution of digital, social media, 
and mobile marketing 


Our understanding of the use of DSMM has evolved quickly over the last 15 years 
(Lamberton and Stephen, 2016). Figure 10.1 presents a summary of research on 
DSMM conducted in top marketing journals between 2000-2014; sourced from a 
study by Lamberton and Stephen (2016). What we can note in particular is a move 
away from seeing the internet as simply a tool to be used or managed by brand 
managers, to ‘act upon’ consumers, towards an era where brands seek to find a way to 
fit into consumer dominant platforms. This change was necessary because through 
self-expression via user-generated content (UGC) in social media, the consumer is 
now often the more powerful party in marketing exchange. 


In Era 1, 2000-2004, the focus was on how consumers and marketers could use 
DSMM to support their decision making. Issues such as use of search engines, 
swapping of information between consumers, and the phenomenon of online WOM 
were at the fore. Concerns that more informed consumers would drive prices down 
were allayed by a comparable increase in information on brand quality. At this time, 
calls were beginning to be made to find ways to make sense of huge amounts of new 
data emerging from DSMM. 


In Era 2, 2005-2010, the power of consumers was beginning to be realized. Brand 
specific UGC was emerging as a significant brand facilitator and destroyer. Product 
review platforms became commonplace but consumers were also telling their own 
brand stories. A challenge for brand managers was how to, or whether they should try 
to, manage UGC. Adding complexity to this was the rapid spread of information 
through networks where consumers easily share information, and brands link to one 
another. This meant any actions could have a series of reactions cascading through a 
network at incredible speed. 


In Era 3, 2011-2014, social media was the dominant online platform. The sheer 
scale of sites like Facebook and twitter meant consumers had become very powerful 
and were agents of change spreading information at high speed to vast networks. The 
popularity of these sites saw the re-emergence of an Era 1 priority whereby DSMM 
could be utilized as a marketing tool, for example, crowd sourcing, brand managed 
social media sites, and viral campaigns. Consumers were also curating their own 
brand portfolios on sites like Pinterest where they connected brands and other content. 
Brand managers were also becoming more interested in the ROI into these platforms 
with findings suggesting improved sales and stock performance when positive UGC 
had increased. 
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Figure 10.1: The evolution of digital, social media, and mobile marketing 2000—2014 
Source: Lamberton and Stephen (2016) 


In what Lamberton and Stephen (2016) term the New Era, 2015-2016: The rise of 
DSMM culture and the post digital world, three themes have emerged. The first and 
second are a revisit of consumer expression and the internet as a tool, something that 
had also seen renewed interest in Era 3, in particular the importance and management 
of WOM and search. The third reflects emerging capabilities in market intelligence. 


Word of mouth 


Word of mouth (WOM) is an important driver of consumer behaviour in DSMM. A 


review of 96 studies covering 40 platforms and 26 product categories indicated that 
WOM was positively correlated with sales although this differed according to 
platform and product (Babić et al., 2016). The recommendations from the review 
include that brand managers of physical goods should display electronic WOM 
(eWOM) so that it is immediately visible on sites and presented in an unstructured 
way, therefore not organized into categories, provided with titles or summary sections. 
Further, that WOM for these goods are more effective earlier in the product life cycle 
where greater uncertainty prevails and it can be used to reduce risk. In addition, 
earlier in the product life cycle, consumers may seek similarity with the WOM sender, 
on the assumption they may better understand their needs. This is where social media 
becomes useful to brand mangers as these kinds of site enable consumers to better 
gauge similarity. Overall, the best platforms to generate WOM for new products are 
firm controlled e-commerce sites or review sites. For mature products, there is 
typically greater consumer confidence and perhaps increased scepticism given the 
volume of review content. The finding that less structured WOM displays are more 
effective may be partly explained by this as any summary of positive and negative 
may be interpreted as a form manipulation thus reducing the authenticity of the posted 
review. Consumers again seek reviewer similarity as a proxy for trust suggesting 
social media should form part of the overall strategy and that e-commerce site reviews 
should be clearly visible and the source identifiable. Interestingly, the authors found 
that eWOM volume had a greater impact on sales than eWOM valence (positive of 
negative) and that the biggest threat to sales was variability where consumers 
disagreed about quality. 


New information about what to expect from, and how to manage, eWOM in 
DSMM continues to emerge. A recent study on negative eWOM about car models 
showed a ‘perverse halo’ effect might occur (Borah and Tellis, 2016). Thus, when one 
car model receives negative eWOM there is increased negative eWOM about other 
car models. This effect was strongest among other models of the same car brand but it 
also extended to other brands in the segment. Further, the negative halo is more 
extensive when the initial negative eWOM occurs for a dominant brand in the sector. 
The study was conducted on 48 car models and four different brands also showing the 
halo effect had an adverse effect on sales and stock market performance. 


Viral campaigns 


Another way brand managers can generate eWOM is through viral campaigns. We 
have all seen the often shocking, funny or just plain unusual images, videos and 
advertisements that can spread like wild fire across the world. Companies seeking to 


benefit from these campaigns know that the ad must be ‘contagious’ and are aware 
that any hint of a hard sell may see it fail. We know that informative appeals, which 
focus on product features, are less likely to be shared than emotional appeals, which 
use drama, mood, music, and other emotion-eliciting strategies, however they are 
more effective in generating increased brand evaluation and purchase (Akpinar and 
Berger, 2017). Producing a successful firm-driven viral campaign is not a simple task 
and many brand-based viral campaigns have failed because the brand message is lost 
in the drama and emotion. Akinpar and Berger (2017) ran experiments that suggest 
that emotional appeals that make the brand integral to the narrative (the plot) are able 
to blend the benefits of both types of appeals and still enjoy viral sharing. Informative 
appeals about a brand are clearly part of the ad narrative but they are not shared as 
much. By making the brand central to the funny or dramatic content, consumers get 
both the emotion and the brand association. Further, they are less concerned with the 
persuasive intent of the video. Examples of ads used in the study include, for a brand 
of soap, an informative ad showing a mother and daughter washing, an emotional ad, 
‘Human Slingshot’, showing people in a raft hooked to a bungee cord and catapulted 
through the air, and an emotional ad in which the brand was integral, ‘Foam City’, 
showing a town turned into a giant bubble bath with whole streets filled with foam. 
The final ad was the most effective because the unusual scenes were clearly linked to 
the positive product benefit. Vodafone’s successful Ramadan ads, regularly shared 
over a million times, also show the brand is integral to the narrative. 


Search capabilities 


That DSMM improves consumer search capabilities is now well established. Recent 
work on search benefits also points to the importance of firm-generated content on 
social media sites (Kumar et al., 2016). The potential of content-based marketing has 
improved as social media has become the dominant platform for consumer 
engagement. For instance, Facebook’s reach is in the billions and through analytics, 
firms are able to make targeted appeals to large groups of customers. 


Consumers can also benefit from what is known as the ‘cue-of-the cloud’ effect 
(Bhargave, Mantonakis, and White, 2016). When faced with large amounts of 
information in an ‘offline’ setting, like a retail store, a cue-of-the-cloud, where 
consumers are given an address they can go to retrieve the information, can enhance 
purchase intentions and choice behaviours. This occurs because consumers feel less 
overwhelmed when they know they can later visit the site to review and consider the 
information. Bhargave et al. (2016) show this effect across four studies, including two 
experiments in real brick-and-mortar field settings. 


It is in the domain of search that the benefit most particular to mobile technology 
is evident. For example, location-based, mobile coupons have been shown to be 
effective as consumers walk around a mall (Danaher, 2015). Here ads or coupons pop 
up on consumer phones as they walk past shops that, through analytics, firms know 
they have visited before or purchased from regularly. Many retail outlets also provide 
QR codes on products allowing consumers to scan to find out more information about 
products. Some mobile applications like RedLaser and PriceGrabber will even tell the 
shopper what comparable prices there are for the same brand in nearby locations. 


Market intelligence 


The sheer volume of data DSMM produces has seen a scramble by data analysts to 
make sense of what has come known as ‘big data’. Predictive analytics whereby 
information on the internet is used to predict consumer preference and behaviour has 
become a particular focus. Services like Google Trends provide data on search terms, 
which can then be related to brand expenditure (Du et al., 2015). Others have matched 
social media posts with stock prices and brand tracking results (Schweidel and Moe, 
2014). The volume of data available to brand managers in the present day is 
overwhelming. While complex analytical techniques will go some way to make sense 
of it, fundamentally it is the interpretation and presentation of the information that 
will realize its value (Erevelles, Fukawa, and Swayne, 2016) 


Mobile marketing also offers unique opportunities in terms of geo-locating 
consumers and targeted advertising. Increasingly shopping malls are using technology 
like GPS and Wi-Fi services to track shopper movements to inform decisions on store 
location and layout, and advertising timing, type, and spend. 


The evolution of digital, social media and mobile marketing 


The most striking change in brand management in an age of DSMM is 
the empowerment of consumers. Brand-based user generated content 
can be created and delivered at lightning speed through vast networks 
on social media platforms in particular. Thus, consumers have 
unprecedented power to help to build or destroy brands. The 
challenge for brand managers is to deliver a brand strategy that will be 
interpreted in a positive light, in line with the brand’s position, and 
passed onto others. E-word of mouth is powerful because it can travel 


so quickly to so many but also because it is perceived as authentic, 
from consumers rather than the firm. 


The rise of Facebook 


Facebook facilitates self-disclosure 


Source: © JaysonPhotography/Shutterstock 


The unique advantage Facebook has over other social media sites is that it tends to 
draw people that met offline (friends and family in existing networks) into 
communicating within the online environment (Ross et al., 2009). Partially because of 
this offline-to-online trend, it has grown exponentially and across a range of 
demographics (Wilson et al., 2012). So why do we spend so much time on social 
media? Our need for self-expression has typically been satisfied face to face at home, 
in the workplace, in cafes and restaurants. Indeed, we devote 30-40% of speech to 
informing others of our own subjective experiences (Tamir and Mitchell, 2012). Ina 
study across five experiments, Tamir and Mitchell show that disclosing information is 
intrinsically rewarding and that people are even willing to forgo money to talk about 
themselves. An explanation for the proliferation of social content is provided by 
Hassan et al. (2016) who suggest that the importance of Facebook lies in its capacity 
for consumer self-disclosure. Social media allows and/or requires a high level of self- 


disclosure (Kaplan and Haenlein, 2010) and it generates much more self-disclosure 
and personal questions than face-to-face conversations (Tidwell and Walther, 2002). 
Hassan et al.’s (2016) study found that some contributions to firm-owned Facebook 
sites reflected brand-mediated intimacy whereby participants disclose factual and 
emotional information relating to themselves and the brand, seeking understanding 
responses. Consumers essentially hid behind the brand to talk about many different 
topics including the brand. 


Brand innovations 


The vital importance of branding an innovation is captured by the mantra ‘Innovation: 
Brand it or lose it’ in a seminal paper by Aaker (2007) who maintains that branding 
can enhance the potential of an innovation in four main ways. It aids differentiation 
and allows ownership of an innovation, adds credibility, improves visibility, and 
enhances communication. As we discuss in Chapter 12, branding also helps drive the 
organizational culture and builds corporate reputation (Figure 10.2). 


Own the Innovation Add Credibility/Legitimacy 
Batter withstand competition Brand signals worth 
Living the Brand Branding Corporate Reputation 
Driving the culture The Innovation Access to finance 
Improving Visibility Enhancing Communication 
Aids recall and recognition 
| 


Brands can represent 
es J 


complex narratives 
FIGURE 10.2 Benefits of branding innovations. 
Source: Adapted from Aaker (2007) 


Owning the innovation 


Although a competitor may soon be able to match the objective benefits of an 
innovation, if it is branded effectively then there will only be one authentic product, 
the one that carries the brand name. This protects the branded product/service from 
the competition by adding credibility/legitimacy, helping to build corporate 


reputation, enabling employees to live the brand, improving visibility, and enhancing 
communication. A strong brand may even be given the credit for innovations made by 
other organizations. 


The benefits of branding innovations 


Being the innovator rather than the follower allows companies to 
establish a brand as the authentic offering in the product category. 
While this is often not sustainable in the long-term, it does provide an 
initial advantage that firms can capitalize on. Major competitors will 
inevitably copy or develop comparable products. However, for a short 
period, the innovator has the opportunity to capture the minds and 
hearts of consumers. Swiss manufacturers famously developed the 
first digital watches, but did not develop the culture within their firms to 
capitalize, with many employees simply viewing it as a novelty. In 
contrast, Nissan’s development of electric car technology has seen it 
dominate the electric vehicle market with its Nissan Leaf. Nissan’s 
early push into this non-traditional market for automobiles has resulted 
in its position as market leader, with analysts and customers 
benchmarking the competition against their brand. 


Adding credibility/legitimacy 

The very fact of being branded may signal a worthwhile innovation. You may be 
thinking about purchasing a 4K television. Would you consider a Bravia X8500B? 
This is an unfamiliar brand and the chances are you would not. However, you may 
well change your mind when told it is a Sony Bravia X8500B. As discussed in 
Chapter 9, branded attributes that added no objective benefit can nonetheless 
dramatically affect customer preferences, even when the attribute is seemingly 
irrelevant to choice (Carpenter et al., 1994). 


Audi branded their innovative use of four-wheel drive for a mainstream production 
car in 1980 and has managed to dominate the consumer mindspace with the quattro 
brand despite the fact that many other maufacturers now offer four-wheel drive 
vehicles (see http://www.pistonheads.com/doc.asp?c=52&i=10065). 


Building corporate reputation 


There is a strong relationship between good corporate reputation and superior 
financial performance (Roberts and Dowling, 2002), and perceptions of market 
leadership and innovativeness are important aspects of building reputation (see 
Chapter 12). Good reputation can help raise capital on the equity market (Dowling, 
2001). For example, the market capitalization value of Apple—an exemplar of 
innovation and good corporate reputation in recent years—recently surpassed $700 
billion, which represents a figure higher that the gross domestic product of all but 19 
of the world’s countries (Huddleston, 2014). 


Living the brand 


Branding can help mobilize employees to deliver the brand promise, turning each 
member of the organization into a brand champion. Transformational leaders like 
Marissa Mayer, Google’s former Vice-President of Search Product and User 
Experience, have been credited with creating a ‘geek machismo’ at Google instilling 
the confidence in employees to consistently develop, launch, and champion new 
product ideas like its now famous desktop search function (Elgin, 2005). We describe 
how this can be achieved in Chapter 12. 


Improving visibility 
A brand name provides an aid to recognition and recall and can make an innovation 
more visible in a crowded market place. In a survey by PCWorld.com, visitors to the 


site could choose from ten different laptop brands, 11 desktop brands, and 17 high 
definition television brands (Null, 2010). 


Enhancing communication 


An innovation may not be high-involvement to customers, so they will make little 
effort to process detailed information (see Chapter 1). A brand name can help 
summarize complex information and make it easier to categorize and remember. 
Google Drive, launched in April 2012, is a new web-based file storage and 
synchronization service, tied to Gmail, which enables user file sharing and 
collaborative editing, via cloud storage. It is difficult to comprehend all of the 
functional features of Google Drive by reading about it alone but, like so many high- 
tech products, its realized value comes through use. The application has been hugely 
successful, with 120 million users adopting it within the first 18 months from release 
and 240 million by October 2014. This is in large part due to the fact that people have 
been willing to try the service given the Google brand and its reputation for web 


innovation. 


We now turn our attention to individual, personal, and social factors which impact 
the adoption of innovations. 


Individual factors in the adoption 
of innovations 


The technology adoption life cycle 


It has often been assumed that the adoption of innovative technologies follows the 
well-known bell-curve model of the diffusion of innovation developed by Rogers 
(1962). Rogers demonstrated that adopters of any new innovation or idea can be 
categorized as innovators (2.5%), early adopters (13.5%), early majority (34%), late 
majority (34%), and laggards (16%). These categories, based on standard deviations 
from the mean of the normal curve, when graphed show a cumulative percentage of 
adopters over time—slow at the start, more rapid as adoption increases, then levelling 
off until only a small percentage of laggards have not adopted (Figure 10.3). 


However, in a ground-breaking book based on the IT industry, Moore (1991) 
pointed out that when using the adoption curve to the guide marketing of disruptive or 
discontinuous innovations, companies very often fell victim to the Chasm Effect, 
where a chasm opens up between the early adopters and the early majority (Figure 
10.4). 


Crossing the chasm 


Moore (1999) points to a fundamental difference in customer motivation between 
Visionaries (early adopters) and Pragmatists (early majority). Visionaries are seeking 
technological performance, Pragmatists want solutions and convenience. The 
challenge for the marketing of high-technology innovations is to cross the chasm 
between the small market of Technology enthusiasts and Visionaries and reach the 
mainstream market of Pragmatists, and then later to win over the price-sensitive 
Conservatives. The key target is the Early majority, because once they are converted 
to users, the Late majority and eventually the Laggards will follow over time. Let us 
return to Google by way of example. 

We have highlighted the success of Google Drive from 2012 and onward, 
however, Google has also had its share of failure. For example, Google Wave, which 
was launched in 2009. This web-based application allows groups to be formed around 


particular ideas, work projects, family networks, etc., where participants contribute 
via video, images, files, and text. New participants can be invited at any time and they 
can view the entire discussion history to understand context and then contribute to and 
edit the contribution at any point in the ‘wave’. Google suggest that this makes the 
application truly flexible and dynamic and considered that it would be very useful to 
group projects in many different settings. The brand was launched after a much- 
hyped, invitation-only period to ‘tech insiders’—innovators and early adopters 
(visionaries)—many of whom were lauding the product on their websites based only 
on a very polished demonstration by Apple. However, very soon after the product 
faltered. Why? Because pragmatists didn’t perceive that the brand had delivered. 
Word of mouth began about an ‘over hyping’ of the product, the application was 
prone to spamming, the real-time chat allowed others to actually see typing, including 
spelling mistakes, all additional applications made the waves slow to load, and the 
product itself did not seem to contain any real new technology—just a mesh of the 
old. 


FIGURE 10.3 Technology and adoption life cycle 
Source: Adapted from Moore (1999) 


The chasm 


FIGURE 10.4 The revised technology and adoption life cycle 
Source: Adapted from Moore (1999) 


Branding and the chasm 


One important factor about the early majority is that they tend to be ‘vertically 
oriented’; that is, they communicate more with others like themselves within their 
own industry than do early adopters and technology enthusiasts, who are more likely 
to communicate ‘horizontally’ across industry boundaries. This suggests that attention 
to the development of brand community may be particularly important in building 
usership among the early majority. 

A second important factor about pragmatists is that they are rational, high- 
involvement buyers who will invest time and effort to ensure that their purchase is 
likely to last in the long term, as opposed to visionaries who are likely to be planning 
to move on quickly to new technological developments. So pragmatists are not just 
buying the innovation, they are buying a relationship with the company and are 
therefore liable to use corporate reputation as a key indicator of quality. 


Paradoxes of technology 


It is clear that paradoxically technology does not just bring benefits but can also bring 
problems. Mick and Fournier (1998) develop a model of the key paradoxes that 
consumers experience in their everyday life when buying and using new technological 
products. They argue that as well as a range of powerful benefits obtained from using 
new technologies, consumers can experience strong emotional conflict and anxiety 
that requires the development and use of coping strategies (Figure 10.5). 
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FIGURE 10.5 Paradoxes of technology 


Crossing the chasm 


A lesson learnt by many technology visionaries is to not believe their 
own hype or that of their fans. The key to technological innovation is to 
realize value amongst day-to-day consumers of the product—the 
users. Google Glass is one example. Lauded by the tech press as the 
next big thing in portable devices, the product has failed to convince 
consumers. While the potential to view information similarly to a 
smartphone in a hands-free format remains compelling, the reality is 
that consumers have not yet found them functional or, perhaps more 
importantly, fashionable. 


Some of the key paradoxes of technology include: 


Control versus chaos—technology can facilitate order but can also lead 
to upheaval or disorder. 

Freedom versus enslavement—technology can facilitate independence 
or fewer restrictions but can lead to dependence or more restrictions. 
Competence versus incompetence—technology can facilitate feelings of 
intelligence or efficacy but can lead to feelings of ignorance or 
ineptitude. 

Fulfils needs versus creates needs—technology can facilitate the 
fulfilment of needs or desires but can lead to the development or 
awareness of needs and desires previously unrealized, 

Assimilation versus isolation—technology can facilitate human 
togetherness but can lead to separation. 


Consumers use a wide range of behavioural coping strategies to manage the conflict 


and stress both before and after purchase: 


e Pre-acquisition avoidance strategies—ignore information about benefits 
and availability, postpone but eventually purchase. We all have friends 
and relatives initially dismissive of social media sites like Facebook and 
Twitter who are now permanently camped on these sites. 

° Pre-acquisition confrontative strategies—pre-test by using someone 
else’s product, use a buying heuristic based on brand 
awareness/reputation, use an extended decision-making process based 
on information gathering, buying additional insurance contracts. 

° Consumption avoidance strategies—neglect the product, develop 
restrictive rules for how the product will be used. Your parents or 
grandparents might still have the mobile phone locked in the glove box, 
only to be used in emergencies. 


° Consumption confrontative strategies—changing preferences and 
routines to accommodate the technology, establish a close committed 
relationship with a product. How many of you checked work or personal 
emails or surfed the web in a cafe before you had your wireless netbook 
or laptop? 


Paradoxes and the adoption of innovations 


The behaviour of the late majority and laggards may be the result of the coping 
strategies used by consumers to manage the anxiety and stress of buying and using 
innovations. Indeed, Mick and Fournier (1998) suggest that it should be possible to 
segment markets by determining the linkages among technology paradoxes and 
coping strategies over the course of the diffusion curve. 

Branding plays a key role in the adoption of new technology by reducing 
perceptions of risk and just as important, by helping the consumer make emotional 
attachments to a product by providing narratives that allow them to incorporate it into 
their lives. 


Paradoxes of technology 


Many years ago when modern technology developed portable well- 
digging machines that could dig quickly with minimal labour and could 
do so much deeper than the local tribes could, whole societies lost a 


very important part of their complex caste systems. Those at the top of 
the hierarchy were traditionally based closest to the well, where the 
water was clean; those further down the hill were lower caste and 
received water used many times over. The technology, however, 
allowed wells to be dug easily all over a village and clean water to be 
received by all. Thus this ‘good’ technology was also disruptive, often 
leading to conflict. This is the paradox of technology. 


Modern day examples include Skype and other VOIPs that enable you 
to communicate with friends, so diminishing the problem of time and 
distance but potentially reducing the amount of face-to-face time you 
make for some people. Or video games, which provide hours of 
entertainment to children (and adults), but have been associated with 
the rising problem of obesity in many societies. 


pT 


Narrative processing and branding innovative products 


There is evidence that narratives or stories are important in helping consumers to 
organize their experiences, create order, and make evaluations and may underlie the 
development of a self-brand connection (Escalas, 2004). The role of narratives in 
helping consumers understand the world around them and their own lives may be 
particularly important when dealing with innovative technologies, where consumers 
are faced with novel information and experiences. Narrative processing can be evoked 
by advertising and integrates information into a framework of meaning over time. 
This suggests that brand strategies for innovations that implement a narrative structure 
in their communications may help consumers to link the new information to their 
sense of self and build a connection to the brand (Escalas, 2004). For example BT 
wireless broadband has used the longest-running TV campaign in the UK to feature a 
romantic drama between ‘Adam and Jane’ (see: 
http://www. guardian.co.uk/media/2010/jul/12/bt-ad-family). When viewers were 
given the chance to vote on the next plot move, 1.6 million people voted (see: 
http://www.vote.bt.com/?s_cid=con_FURL_calls_vote). 


Time and perceptions of quality 


Time is, of course, a fundamental element in the diffusion of innovations, but it plays 
an important role in consumers’ perceptions of quality. By studying the relationship 
between objective and perceived quality for 241 products in 46 product categories 


over a period of 12 years, Mitra and Golder (2006) showed on average the effect of a 
change in objective quality is not fully reflected in consumer perceptions until after 
six years (Figure 10.6). 

What is particularly interesting from this study is the fact that brand reputation had 
a double advantage: high reputation brands are rewarded three years quicker for an 
increase in quality and punished one year slower for a decrease in quality compared 
with low-reputation brands. This implies that a brand with a high reputation does not 
have to respond immediately to competitor innovations: ‘companies like Cisco, Intel 
and Microsoft do not need to be first or best anymore, it’s enough to be observant and 
nimble’ (Wall Street Journal, 2003). 


Brand reputation and the adoption of innovations 


There is considerable evidence that a positive brand reputation can aid the rapid 
adoption of new products (Robertson and Gatignon, 1986) and, not surprisingly, that 
corporate image associations of innovativeness and trustworthiness can have a 
particularly strong effect (Gurham-Canli and Batra, 2007). What associations come to 
your mind when you think of the brand Dyson? Dyson initially built its brand around 
its now famous bagless vacuum cleaner. However, now, and more importantly, it has a 
reputation for quality and ingenuity. This has enabled it to launch new products like 
the Airblade (hand dryer) and, most recently, the Air Multiplier (bladeless fan). 


The key factor appears to be the reduction in perceptions of the risk in purchasing. 
But it is emotive rather than factual associations that have been shown to be the most 
important elements within a corporate brand reputation in its positive influence on the 
adoption of an innovative service (Corkindale and Belder, 2009). Image, credibility, 
and trust have more influence than factual elements of awareness and knowledge. 


Perceptions of Quality 


Time taken for consumer perceptions of quality to ‘catch-up* 
with actual quality changes: 


Disposable nappy 3.1 years 
Personal computer 3.3 years 
Vacuum cleaner 4.6 years 
Automobile 9.5 years 
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FIGURE 10.6 Perceptions of quality 
Source: Adapted from Mitra and Golder (2006) 


Dyson Air Multiple: Corporate image associations of 
innovativeness and trustworthiness 
Source: © Shutterstock/ymgerman 


So clearly it is important to understand how the customer responds to branding 
innovations and the value the brand represents to them. In recent times much has been 
made of the importance of the co-creation of value between customer and firm, a 
market place in which the customer is very much an active participant (Vargo and 
Lusch, 2004). 


The evolution of the active consumer 


Largely as a result of the internet, consumers are fundamentally changing the 
dynamics of the market place and are becoming a new source of competence for the 
company (Prahalad and Ramaswamy, 2000). The competence that customers bring is 
a function of the knowledge and skills they possess, their willingness to learn, and 
their ability to engage in active dialogue (Table 10.1). 


Innovation and the active consumer 


The concept of ‘community sourcing’ (related terms include crowd sourcing and 
citizen science) which uses innovative customers as a resource is widely used in the 
open-source software industry by brands such as eBay, Nokia, and DoCoMo (Linder 
et al., 2003). Empirical studies on the sources of innovation in the fields of both 
industrial and consumer goods has revealed that users are often the initial developers 
of products, prototypes, and processes which later gain commercial significance 
(Prugl and Schreier, 2006). 


An example of the active consumer creating value by innovation is through the 
process of ‘toolkits’ (Thomke and von Hippel, 2002) which allows the customer to 


take an active part in product development. A toolkit for user innovation is a 
technology that allows users to design a novel product by trial-and-error 
experimentation and delivers immediate (simulated) feedback on the potential 
outcome of their design ideas. One application of toolkits in the watch industry 
demonstrated that customers were willing to pay a 100% price premium for a watch 
that they had designed with the aid of a simple design toolkit (Franke and Piller, 
2004). In addition, many software and web-based companies ask or allow prospective 
users to ‘beta test’ their products before they are fully launched. For example, the 
Apple Developer Program allows users to join for a fee, starting at US$99/year, to 
beta test pre-release products as well as contribute to the development of new 
applications. 


TABLE 10.1 The evolution and transformation of customers 


Customers as a passive audience Customers as ac 


with customers 


Purpose and 
flow of 
communication 


Source: Adapted from Prahalad and Ramaswamy (2000) 
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Although virtual products such as home videos on ‘YouTube’ are common 
examples of co-production between the organization and the consumer, some novel 
commercial concepts have emerged. The Build-A-Bear Workshop international chain 
involves children in building their own stuffed toys: they choose the materials, they 
stuff the toys, and then they stitch them in the shop (Etgar, 2008). 


Innovation and the active consumer 


Technology has enabled firms to engage customers in a deeper and 
more interactive manner, in processes such as product development 
and feedback. It has also allowed customers to initiate dialogue and 
change. Many organizations use crowd sourcing or citizen science to 


come up with new product ideas for products and communication as 
well as test prototypes. For example, Anheuser-Busch asked 
customers to upload ideas for its range of ale as well as inviting 
videographers to contribute to its marketing campaigns. Dell runs a 
social innovation challenge to support its CSR program in which 
students are encouraged to submit product ideas that are beneficial to 
society. 


Sociocultural factors in the adoption of 
innovations 


Brand communities 


Brand communities are composed of people who share a social identification with 
others who share their interest in a particular brand, and this has been shown to 
influence word-of-mouth behaviour and purchase intentions (Algesheimer et al., 
2005). Consumers rely on the brand community as an important source of product 
information and experience normative pressures to remain loyal to the brand and the 
community (Muniz and O’Guinn, 2001). 


There is evidence that higher levels of participation and longer-term membership 
of a brand community not only increase the likelihood of adopting a new product 
from the preferred brand and accelerate the time to adoption, but also decrease the 
likelihood of adopting new products from opposing brands and decelerates the time to 
adoption (Thompson and Sinha, 2008). But this oppositional brand loyalty is 
contingent on whether a competitor’s new product is first to market. The evidence 
suggests that in markets with large brand communities, first movers realize significant 
advantages in the form of higher adoption rates and shorter time to adoption among 
rival communities as well as among their own communities. 


As discussed in Chapter 4, the ways that brand communities can create value have 
been modelled as a range of social practices consisting of four categories that support 
and enhance the sense of membership and identity which develops over time (Schau 
et al., 2009) (Figure 10.7). 


Social networking practices include both welcoming new members and assisting 
their brand learning, lending emotional and/or physical support, and articulating the 
behavioural expectations within the community. Community engagement practices 
centre on creating and sharing the brand story and significant milestones and 
translating them into symbols. Brand use practices include modifying the brand to suit 
both individual or group needs and developing systematic optimal use patterns. 
Impression management involves sharing the brand ‘good news’ and inspiring others 
to use; it may approach a level of ‘missionary’ zeal. 


The implications are that companies should provide customers with the 
opportunities and materials to engage in the various practices through a process of 
‘seeding’. A key point is that although practices are emergent and become self- 
perpetuating in some organic brand communities, systematic actions by management 
can broaden the range of practices and lead to higher levels of engagement. 


Collective Value Creation in Brand Communities 
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FIGURE 10.7 Collective value creation in brand communities 
Source: Adapted from Schau et al. (2009) 


Innovation can be stimulated by studying the details of emergent practices as they 
indicate un-met needs and desires which can lead to a form of co-creation or co- 
production between company and consumers. However, it seems that the relationship 
between innovation and members of brand communities is not straightforward, as 
rather than just high engagement with the brand, it depends on an individual’s interest 
in innovation activities and a creative personality that leads to actual innovative 
behaviour (Fuller et al., 2008). 


Sociocultural factors in the adoption of innovations 


Brand communities can evolve around all sorts of products; for 
example PowerAde, Chrysler Crossfire, Sprite, and Ford Fiesta all 
have company run and independent communities of support from 
customers. Facebook has become a popular social media platform for 
customers to discuss and review new product innovations. Here 
customers review new products, encourage purchase, reassure those 
waiting for delivery, daydream about past experiences, and reminisce 
about previous offerings. The benefit for new innovations is that it 
immediately integrates the offering into the brand’s pantheon creating 
a reassurance based on past experiences as well as amplifying value 


in the new. 


The tipping point 

Gladstone (2000) maintains in his ‘law of the few’ that at the heart of most trends and 
new styles are a small number of particularly well-networked individuals whose 
adoption of a new trend is gradually adopted by the majority until a tipping point is 
reached when some trends tip into wide-scale popularity. This is a version of 
‘influentials theory’, which has been widely applied in both marketing academic and 
practitioner circles and relates to the identification of style leaders as triggers for word 
of mouth in the market place. (Thompson, 2008). 


Social network theory 


A different perspective on the relationship between the individual and the group 
comes from social network theory, which de-emphasizes the role of individual 
consumer preferences, but instead emphasizes the power of social influence: ‘when 
people are influenced by what others think or do or buy, their individual choices 
interact in complicated and inherently unpredictable ways’ (Watts and Hasker, 2006). 


Strategic implications 


A major implication of this perspective is that companies should focus on creating 
portfolios of products than can be marketed using real-time measurement of and rapid 
response to consumer feedback. 


Increase the number of innovations brought to market and decrease 
their size 

If one acknowledges that it is impossible to predict consumer preferences then 
companies should plan relatively modest product development and launch 
programmes. 


Focus on detection, measurement, and feedback 

Tracking demand and satisfaction indicators through online communities, chat rooms, 
blogs, and search engines combined with separately available sales data allows 
companies to tailor their marketing to a rapidly evolving and unpredictable market. 


Exploit naturally emerging social influence 

Once a particular product has built up a following, companies can amplify the 
corresponding social influence signals by directing the attention of a much wider 
audience towards individuals or groups that are already enthusiastic. 


Branding and the psychology of inter-group bias 


There is persuasive evidence that social groups use a number of stereotypes to guide 
their behaviour towards other groups. Two dimensions that have particular importance 
for developing brand personality are perceptions of warmth and competence, and 
these can influence decisions about whether to trust a brand (Cuddy, 2009). It seems 
that people tend to see warmth and competence as inversely related; if there is an 
apparent surplus of one trait, they infer a deficit of the other. 


This can be captured in: Nice = Dumb; Nasty = Capable. So when developing a 
brand personality for a high-tech innovation, companies should be careful that they do 
not err on the side of being perceived as a very warm and friendly brand, which may 
also be seen as being incompetent. 


Let us now consider the strategic brand management implications for the 
particularly dynamic environment of the high-technology market place. 


Managing high-technology brand 
Strategy 


Strategies for branding in high-tech markets 


A fundamental element of brand strategy in high-technology environments is the need 
to brand the company and not just a product. Further strategies include: 


brand the company, platform, or idea 


create a steady stream of innovations with strong value propositions 


media advertising and PR 


influence the influencers and stimulate word of mouth 


rely on symbols or imagery to create brand personality 


manage all brand touch points 


work with partners: co-branding and ingredient branding 


e make effective use of the internet and social media. 


(Adapted from Mohr, Sengupta, and Slater, 2005) 


Corporate brands 


A strong corporate brand is vital in the high-technology industry as it can help provide 
stability and longevity in a rapidly changing and ultra-competitive market (Tickle et 
al., 2003). Since product innovations often provide the growth drivers for technology 
companies, it is critical not to neglect to build brand equity in the corporate brand and 
not just in the product name. 


This is particularly important in B2B (business-to-business) markets where 
corporate customers buy companies first, products second. Customers seek an 
established firm that can provide safe, secure, and stable products and services and 
require the trust engendered by a strong corporate brand. 


It is also possible to go beyond the company’s tangible products, and brand the 
idea behind them, such as ‘Intel Inside’ and Apple’s ‘Think Different’ (Winkler, 
1999). Tangible products change over time while the intangible brand essence can be 
virtually unchanging. 


Creating a steady stream of innovations 


As a minimum, customers expect companies not to just deliver a one-off innovation, 
but to maintain a steady stream of innovations with strong value propositions. It is 
important in building a strong brand that it delivers the value it promises, and that the 
price/performance ratio is perceived as equitable. 


Media advertising and PR 


Media and online advertising with a strong brand message focused on benefits rather 
than just price is an important element in brand building, and the world’s top brands 
continue to support their brands even through recession (Seddon, 2009). Brands that 
outspend their competitors with a share of voice higher than their market share are 
likely to increase their share (Millward Brown, 2006) even in difficult economic 
conditions. Public relations takes advantage of the value of the media as a news and 
information dissemination vehicle with greater credibility than paid advertising 
(Winkler, 1999). 


Influence the influencers and stimulate word of mouth 


Many high-tech companies rely on an ‘influence the influencers programme to 


generate publicity and favourable word-of-mouth endorsements’ (Winkler, 1999). 
Journalists who specialize in reviewing technology products are a key influence on 
adoption and a vital target for brand communications of all forms. Word of mouth is 
really more likely to be conveyed electronically via the internet and social media, and 
the evidence suggests that it is the volume of word of mouth that impacts on 
awareness and that has the greatest effect on sales, and not its positive/negative 
content (Liu, 2006). 


Rely on symbols or imagery to create brand personality 


Associations related to brand personality or other imagery can help establish a brand 
identity, particularly in near-parity products. In particular, the CEO may often be a 
key component of the brand, building corporate credibility and as an advocate of the 
technology involved (Keller, 2003). 


As argued in Chapter 8, social differentiation strategies such as Fashionization and 
Gender Identity have been used successfully in the mobile telephone market and the 
car market. 


Beats Electronics was co-founded by rapper and hip hop producer Dr Dre and 
Interscope-Geffen-A&M Records chairman Jimmy Iovine. The company is now 
owned by Apple. The headphones and speakers branded as Beats by Dr Dre have 
been hugely successful in no small measure due to the charisma and authenticity, as a 
successful musician, conveyed on the brand by the rap artist. 


Manage all brand touch points 


As will be argued in Chapter 12 a brand is co-created by its customers and the 
organization’s employees and meaning is created across all contacts the customer has 
with the company and these meanings must be managed to ensure a great customer 
experience. A study of B2B customers found that while 56% of companies rate 
themselves as ‘extremely customer-centric’ only 12% of customers agreed (Solman, 
2007). One suggested approach is to improve customer affinity by facilitating 
engagement and intimacy through online communities and interactive programmes, 
face-to-face conferences, and dialogues. 


Work with partners: Co-branding and ingredient 
branding 


Co-branding can reduce the costs of product introduction through leveraging brand 
equity to create distinctive points of difference, to increase access points, and broaden 
brand meaning. Ingredient branding involves creating brand equity for components or 


parts that are included within other branded products, and are often seen by 
consumers as a sign of quality (Keller, 2003). Examples include Intel, Dolby noise 
reduction, Gore-Tex fibres, Nutrasweet. 


Beats headphones are now extremely successful 


Source: © Shutterstock/pisaphotography 


Make effective use of the internet and social media 


Consumers now spend more time online than on television viewing, as image, music, 
and video sharing sites abound. Two new models of advertising have evolved from 
studies of the internet: On-demand and Engagement (Rappaport, 2007). On-demand 
relates to the consumer’s growing ability to actively control when and how they 
consume media content, and their growing demand for content personalization. 

Engagement centres on two key ideas: the high relevance of brands to consumers 
and the development of an emotional connection between the consumer and the 
brand. The emphasis is on supplying compelling brand experiences through multiple 
communication channels and touchpoints. In its ideal form it is about bonding, shared 
meaning, and identification. 


Sociocultural brand management 


In a prize-winning paper, Beverland and Reynolds (2010) set out some principles for 
brand management derived from consumer culture theory and interviews with 


mangers of cultural brands (e.g. Morgan cars) and made a strong case for the value of 
an emergent approach to brand meaning which applies just as much to high-tech 
brands. They suggest that companies should focus on basic benefits and allow 
consumers to ascribe higher-order meanings to the brand. They identify three 
supportive brand practices which can reinforce the brand’s emerging meaning: 
locating, interaction, and experimentation. 


Locating 


This is the practice of embedding the brand within networks, immersing it in the 
relevant sub-cultural space, getting close to the consumer, and building credibility and 
gaining information useful for innovation. 


Interaction 


Companies should encourage interactivity with customers and staff and other 
members of the sub-culture. The emphasis is on listening and adapting rather than 
marketing communication, demonstrating that the firms recognize that the consumers 
own the brand meaning. This also builds credibility and encourages consumer buy-in 
and innovation opportunities. 


Experimentation 


By experimenting by taking the brand into new areas, companies can keep it relevant, 
generate excitement, and prompt discussion among consumer sub-cultures. 


Sociocultural brand management 


Your company invents a satellite navigation and tracking device for 
cyclists to rival Garmin and other major brands. You use the following 
social cultural brand management principles to help build the brand. In 
addition to sponsoring major race meets and professional riders, the 
company sponsors local amateur criterium and fixed wheel races in 
major cities where the device is provided to leading teams; you also 
fund prizes and riding kits that represent other brands you want to be 
aligned with (location). Some of your staff are riders too and they 
attend the social events you sponsor talking to potential and current 
customers (interaction). In time you plan to extend into running 


watches, and bike trackers to locate stolen property (experimentation). 
Together these activities help to build a sociocultural-based brand 
profile. 


Strategies for customer relationship management in 
high-tech markets 


A number of information-intensive strategies based on the use of information 
technology to manage customer relationships in turbulent market environments have 
been identified by Glazer (1999). 


Capture the customer 


Using data from past interactions—from captured customers—allows future offers to 
be designed to maximize lifetime customer value. Using interactive communications, 
a company can use information gained during previous transactions to cross-sell and 
up-sell products appropriate to individual customers. 


Event-oriented prospecting 


Based on information about customers that might trigger a purchase, marketing is 
tailored to a particular life cycle event, such as a first job which could be an 
opportunity to sell a laptop to the parents as a gift. Also known as ‘magic-moment 
marketing’, the goal is to anticipate the customer’s situational needs so that the 
company appears with a solution just when the problem arises. 


Extended organization 

This involves going beyond traditional EDI processes to dissolve functional 
boundaries between firms, and to create high switching costs for customers. For 
example, a steel company differentiated itself in a mature category by helping 
customers manage their own operations after installing and operating an interactive 
computer network. 


Mass customization 


Mass customization requires flexible manufacturing that tailors products to individual 
customer needs at little additional marginal cost: 


Mini Cooper customers can choose from among hundreds of options for many of the car’s 


components, as BMW is able to manufacture all cars on demand according to each buyer’s 
individual order. My Virtual Model Inc., based in Montreal, is changing the very nature of the 
buying experience. The software enables consumers to build virtual models, or ‘avatars’, of 
themselves that allow them to evaluate (by virtually trying on or using) products from retailers 
like Adidas, Best Buy, Levi’s, and Sears. More than 10 million users have already signed up 
for the service, and the early results are impressive: Land’s End Inc. reports an increase in 
average order value of 15% and a jump in conversion rate of 45%. 


(Salvador et al., 2009) 


Yield management 


This involves tailoring prices to different customers’ price sensitivities, particularly in 
relation to time, in order to maximize the total return to a fixed asset. Yield 
management has been practised in a sophisticated form by airlines. 


Customer relationship management in high-tech markets 


We have earlier spoken about the potential of big data to provide real 


time market intelligence. What we seek from the data though is not 
new and Glazer’s (1999) information-intensive strategies remain 
relevant in this environment only enhanced by the interactive and data 
Opportunities of DSMM. 


CHAPTER SUMMARY 


In this chapter we have explored how digital, social media, and mobile 
marketing is increasingly shaping the brand landscape and informing 
brand strategy before considering how branding can impact on the 
development, evaluation, and success of new innovations. Consumer 
use Of DSMM is now ubiquitous and, as our understanding of DSMM 
evolves, brand managers are beginning to understand how to manage 
key benefits like eWOM, consumer search, and market intelligence. 
Brands are also very important to new innovation as they can confer 
credibility and legitimacy to the consumer as well as help employees to 
deliver the brand promise. When planning the launch of new high-tech 


innovations, firms must be aware that the challenge is to cross the 
chasm between the small market of Technology enthusiasts and 
Visionaries and reach the mainstream market of Pragmatists. Further, 
consumers are now much more involved with idea generation and new 
product development both at an individual and social level. The strategic 
implications are that customers expect a steady stream of customized 
brands which in many instances are co-created in development and use. 


DISCUSSION QUESTIONS 


1 What are the benefits and concerns about eWOM? 
How can brands utilize mobile marketing? 


3 What is most significant about the evolution of our understanding 
about DSMM? 

4 Can you think of any unrealized value to brand managers in DSMM? 

5 How can a brand add authenticity to a new innovation? 

6 What is the chasm effect in relation to new product adoption? Provide 
three new examples of how consumers cope with the paradoxes of 
technology. 

7 Provide an example of how one of Schau et al.’s, (2009) social 
practices for creating value would aid in the development and release 
of new ideas for a firm. 


8 Why is it So important to build the corporate brand in high-tech 
markets? 


CASE STUDY 1 


Optus: ROI Facebook 


In the highly aggressive Australian telecoms category how could 
Starcom improve on already tight performance metrics and create new 
sales channels for Optus? Currently, in the Australian 
telecommunication category there are more mobile devices than 
people. At 108% penetration, the market is fiercely competitive, 


N 


meaning achieving monthly sales targets is a brutal fight. Optus 
wanted to learn when a person visiting their site was about to come to 
an end in their contract or is just starting out. To do this, they 
developed a simple data-centric approach to connect mobile phone 
users with relevant, personalized mobile phone offers using social 
media! 

The answer lay in their app behaviour. According to Facebook data 
there were twelve million monthly mobile users and ten million daily 
mobile users. So ... what would be the first app that our social and 
mobile audience would download onto their new handset? Facebook! 
The date you download the Facebook app tells us when you got your 
new phone! 


Combined with Optus’ database they had a powerful data set: 
current customers vs non-customers, the current month of their 
contract, handset type and more. Facebook enabled a targeted 
strategy at scale—with a total of 3.2 million users exposed to the 
campaign. Communication was then customized by individual logins, 
behavioural activity and handset data to create this new model. Each 
user on Facebook has a unique ID. By using the Facebook app they 
matched this ID to Optus’s data set, which included specific handset 
brand and model of smartphone. They then cross-referenced 
Facebook data with our Optus records, grouping customers based on 
their contract expiry point: O-12months, 13—18 months, 19—24 months, 
expired. 

As Optus explain, by fusing the Facebook unique ID we were able 
to expose users to different tailored messages which enabled a more 
targeted message at a very efficient cost, something that would have 
otherwise been impossible, particularly at a scale of over 3 million 
Facebook users. 


For example, current Optus customer Joe Citizen was accessing 
the Facebook app from a Samsung GS4. He most likely was 
interested in the new Samsung GS5. The ad served would highlight 
the features of the new Samsung model versus his existing model. Or, 
perhaps Joe Citizen was a previous Optus customer but failed to 
renew his contract 18 months ago. He was likely approaching the end 
of his current contract with a competitor—so we'd hit him with a strong 
value incentive to switch back. 


With just $250k we drove over 200k additional visits to site, versus 


average site visits based on the previous 12 months, and successfully 
converted a further 10% of site visitors (GA measured). Optus’ 
Facebook page was 2x more likely to convert to customers and 75% 
of real-world sales were driven by Facebook. 


Source: Adapted from WARC, WARC Innovation Awards, Silver, 2016 


CASE STUDY QUESTIONS 


1 What tool is being utilised here in terms of DSMM? 


2 Name two ways that mobile technology can be used in brand 
strategy. 


3 Name two ways consumers can use mobile technology. 
4 Discuss how Optus could use DSMM as an eWOM tool. 


CASE STUDY 2 


Argos: Name our baby 


Argos was founded in 1972 and is one of the largest high-street 
retailers in the UK. The company offers a range of more than 30,000 
products across multiple categories, but with the emergence of online 
players, such as Amazon, contributing to the decline of a number of 
traditional bricks-and-mortar retailers, Argos has worked towards 
repositioning itself as a leading digital online retailer. One vital 
competitive advantage that Argos has over many of their online 
competitors is that customers can order products online and pick them 
up straight away in store without having to wait days for a delivery. 


The overall commercial strategy of Argos is premised upon boosting 
sales within key categories through undertaking additional marketing 
activity in these areas. Nursery is one such category. However, market 
share is fiercely competed for by other retailers such as John Lewis, 
Asda, Mothercare, Tesco, etc. These companies regularly promote 
nursery and baby events to showcase their product ranges and 
discounted prices. With the birth of the royal baby, George in the UK, it 
was anticipated that most retailers would see the occurrence as an 


Opportunity to take advantage of the national hype. To truly capitalize 
upon the conversation surrounding the arrival of George, Argos 
recognized the need to gain an unequal share of voice versus 
competitors over a sustained period. Consequently, the marketing 
team crafted a campaign with specific objectives that could be used to 
evaluate its success before taking part in the big event. 


The central goal of the campaign was to increase brand relevancy 
and engagement with their very broad target audience. To achieve 
this, the team focused upon driving home the message that Argos ‘is 
the place to buy all your nursery products’ primarily because of their 
uniquely convenient shopping solution, which is brilliant for busy 
families looking for seamless easy shopping experiences. Based upon 
data showing that 75% of people watch TV with a second device to 
hand and that 48% of those use social networks, it was decided that 
the Twitter chatter and warmth surrounding the little blue alien family 
(featured in their TV advertisements since 2011) could be leveraged to 
deepen engagement by inviting viewers and users to get involved in 
shaping the story of the Argos alien family in a truly dynamic way. 


Argos chose to present a comical tale where the alien family learns 
they are expecting a new baby and of course, in true alien style, it is 
the dad who is pregnant. The experiences of the alien pregnancy were 
played out over the course of one week in the lead up to the birth of 
the royal baby. With the intention of bringing TV and social media 
together to build real-time engagement, Argos invited the audience to 
help name the little one via Twitter using #NameOurBaby. This was a 
complete first from a UK retail brand, as customer votes were sourced 
through Twitter and the result was played out on TV in the same week. 
This created a sense of time relevance and a need to view subsequent 
ads to find out the winning name. 


Engaging new mothers was determined to be pivotal to the success 
of the campaign as a report published by the BabyCentre (UK Media 
Mum, 2012) showed that after becoming mums, women increase their 
internet and mobile usage by 45% and 28%, respectively. They also 
have high usage levels of social media, with 81% stating that they use 
social media regularly, and 19% using Twitter daily. To gain the 
greatest level of awareness and engagement, the campaign was 
launched on TV and brought to life using a phased approach. 


In the first TV spot (Tuesday) Argos shared the happy news with the 


nation, the dad is seen having an ultrasound, inspecting his swollen 
‘cankles’, struggling with his emotions and craving pickles. A second 
spot aired on Thursday encouraging people to vote for names that had 
been crowd-sourced on Twitter over the previous two days. A Twitter 
feed dedicated to the family (@ArgosAliens) was launched at this time 
to allow fans to follow the aliens’ adventures off TV, to provide a 
platform to actively respond to name suggestions, and to build 
followers fast with the use of promoted tweets. Other social channels 
such as the Argos Facebook page and YouTube channel encouraged 
fans to get involved by hosting the ads. The final shortlist of names 
was selected—Jessie, Blue, and Phizzy—before broadcasting the 
third TV spot on Saturday, for one day only, which revealed the 
winning name: Blue. The promotion revolved around humour, but it 
also gave Argos the perfect opportunity to showcase their baby and 
nursery range. 


When the royal birth occurred about three weeks later, Argos aired 
a congratulations message precisely 85 minutes after the 8:13 PM 
announcement—immediately after the end of the ITV news coverage. 
This ad was amplified across all Argos social channels but it wasn’t 
just a congratulatory message to the Duke and Duchess; Argos 
offered congratulations to all new parents, which further drove positive 
social effects and retweets in appreciation of the broader sentiment. 
The last TV ad of the mini-campaign featured the aliens getting used 
to life with a new baby in the house. A surprisingly fleet of foot Baby 
Blue gives Dad the run-around—thank goodness he could purchase a 
baby playpen from home, and ask Mum to pick it up straight away on 
her way home. This final spot emphasized how swift, easy, and 
seamless the Argos shopping experience is, presenting it as a 
godsend for busy shoppers (none more so than new parents). 

Given the short time length of the programme, the simple mechanic 
that underpinned the campaign resulted in high levels of engagement. 
Twitter itself proclaimed that the hashtag was ‘really strong’ and that it 
was ‘... to the point but also timely, neatly and legitimately capturing 
some of the buzz surrounding the royal baby’. In terms of measurable 
social effects there were 21,300 mentions of #NameOurBaby, with 
80% positive sentiment. In addition, there was immense engagement 
(3.04% versus 1-2% retail norms) and engagement levels were 
sustained, sometimes as high as 18.5%. Plus, the @ArgosAliens 


Twitter handle, which has acquired more than 12,000 followers, now 
serves as another touchpoint that the brand can use to interact with 
customers. 


Source: WARC, WARC Prize for Social Strategy 2014, Argos: Name Our Baby. Edited by 
Suni J. Mydock III. 


CASE STUDY QUESTIONS 


1 In what ways did Argos manage its brand’s touchpoints? 


2 Discuss the significance of using bonding, shared meaning, and 
identification strategies to interact with customers upon one key 
campaign message. 


3 Apart from focusing upon the seamless online purchasing 
experience offered by Argos, how else could the brand have 
attracted customers during the lead-up to the birth of the royal 
baby? 

4 Inthe future, how can Argos maintain its perception as a leading 
innovative high-street and online retailer? 


5 As to shaping the story, what role did viewer empowerment play in 
driving engagement? 
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Journal of Marketing Research, 52, 629-41. 


+e An interesting account of how technology increases our passion to 
consume can be found in R. Kozinets, A. Patterson, and R. Ashman 
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consume’, Journal of Consumer Research, 43, 5, 659-82. 
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CHAPTER 


Brand Portfolio 11 
Management 


Key Concepts 


1 Brand and portfolio management strategy guide, 
brand stretching and retrenching strategy. 


2 Portfolio strategies inform corporate merger and 
acquisition strategy. 

3 The brand hierarchy comprises company brands, 
group brands, and single brands. 

4 Category development index and brand development 
index help inform branding strategy. 

5 Master brands have led to significant changes in 
product and brand portfolio management. 


6 When to use source versus endorser branding 
strategies. 


7 Brand extensions are different from line extensions. 


8 Postmodern notions and nostalgia have been 
associated with branding strategy. 


Introduction 


Branding strategy, or brand architecture, is all about brand and product portfolios and 
how to manage them. As Keller (2012) has described it, this is what defines a brand’s 
boundaries and complexity. It helps inform the best ways for a company to use their 
brands (or an individual brand) in order to maximize the overall potential of the 
company. This can involve quite complex branding strategies, utilizing multiple brand 
names and positioning over an entire product portfolio, or simply a strategy dealing 
with only one brand. There are two basic branding strategies: one involves ‘stretching’ 
the brand in some way, the other ‘retrenching’. Brand stretching is part of the overall 
strategy for developing and nurturing a strong overall equity for the brand, building 
upon a brand’s equity to strengthen the overall product portfolio. A retrenchment 
brand strategy looks to the elimination of brand extensions or the retirement of a 
brand, again to strengthen the overall product portfolio. 

Before getting into the various ways managers can think about implementing 
branding strategies, we shall look at just what is meant by brand and product 
portfolios, and how they relate to each other. 


Brand and product portfolio management strategy guide brand 
stretching and retrenching strategy 


In effect, brand stretching and retrenching strategies are an extension 


of product and brand portfolio management. Brand stretching strategy 
addresses how the portfolio can profitably be expanded, and brand 
retrenching strategy looks at the overall portfolio for brands or 
products that can be dropped or sold off to improve the overall health 
of the company. 


Brand and product portfolios 


Everyone knows what a product is. A company’s product portfolio is how marketers 
often describe the collection of different products they market in a category, and this 
will include individual products as well as product lines. A product line is a group of 
products within a single product category that are closely related to each other in 
some way, usually because they are seen as being used for the same thing. Brands too 
may be described in terms of portfolios and lines. A brand portfolio reflects the 
various brands marketed by a company, again within a particular product category; 
and a brand line is all of the products marketed under a single brand name. 

One way to think about the interrelationships implied here (as Keller has) is in 
terms of a grid, with all of the products a company markets running along the top and 
the brands for each product listed below (Keller, 2012). Figure 11.1 illustrates this for 
products marketed by Levi-Strauss Looking along the rows reflects the product 
portfolio, and looking down the columns, the brand portfolio. 


PRODUCT PORTFOLIO 


Non-denim 


pants Shirts Jackets 


Levi-Strauss 
Signature 


Dockers Dockers 


Levi-Strauss Levi-Strauss 
Signature Signature 


FIGURE 11.1 Levi-Strauss partial product and brand portfolio grid 


BRAND PORTFOLIO 


It is important to think about products and brands in this way, because looking 


along a row is really looking at the current brand extension strategy of the company. 
What this partial example for Levi-Strauss shows is that when they made the decision 
to market cotton trousers, they decided against marketing them as Levi’s. While they 
did initially introduce them under a Levi’s umbrella (Levi’s Dockers) in order to 
borrow and build upon the existing equity in the Levi’s brand, now the brand stands 
alone, and in fact has spawned its own line extensions. 

Looking at the brands for each product in the grid, one gets a feel for the branding 
strategy used by a company for the products it markets. In our example Levi-Strauss 
has chosen to use the Levi’s brand name as a group brand (which will be discussed 
later), providing an umbrella for all their jeans, and trading upon the original equity in 
the brand. 


Figure 11.2 illustrates part of Volkswagen’s product portfolio. Most people are 
likely to know that Audi is part of Volkswagen, but not that such diverse brands as 
Bugatti, Lamborghini, and Bentley are also a part of Volkswagen. They have laid their 
product portfolio out with the various types of vehicles in the category across the top 
(the products) and the market segments in the category down the side, with their 
various brands inserted in the grid where appropriate. As it shows, Volkswagen as a 
corporation has deep penetration with several brands in a number of segments; and at 
the same time, there are a number of vehicle types where they only offer one brand, 
and two segments (mini and upper) where there is limited coverage. Perhaps the 
primary reason for having multiple brands within a category is to satisfy different 
market segments. Barwise and Robertson (1992) discuss several other reasons for 
doing so. 

A look at this product portfolio suggests any number of areas where Volkswagen 
as a corporation could consider brand extensions via either line extensions for a 
particular brand for other vehicle types or an extension to additional segments. But it 
should be clear that not all their brands would be appropriate for extending into just 
any area. Would it make sense to extend Bentley into the mini segment, or 
Lamborghini into off-road? Hardly. The brand image and equity must fit, something 
that will be dealt with at length later. 


Hatch Notch Sports Roadster Pickup Off-road 


Luxury 


Bugatti 


Upper Audi 


Upper 
middle 


Middle 


FIGURE 11.2 Volkswagen partial product portfolio 


Product and brand portfolio strategy may also inform corporate acquisition 
strategy. Kraft Foods provides a very good example of this. In the early 2000s Kraft 
was the largest packaged-foods company in the USA, in large part a result of its 
merger with General Foods a number of years ago, with a strong portfolio of well- 
known, longstanding brands such as Ritz crackers, Oscar Mayer, Miracle Whip, Oreo, 
Philadelphia Cream Cheese, Kool-Aid, Maxwell House, Grey Poupon, Jell-O, Carte 
Noire—and the list goes on. 


In recent years Kraft has been very active in adjusting their brand and product 
portfolios, buying Groupe Danone’s global biscuits business in 2007, selling the Post 
Cereal business in 2008, and selling their frozen pizza business in 2010. In September 
of 2009 Kraft began a hostile takeover bid for Cadbury plc. Kraft was keen on 
Cadbury in part because of their access to the fast-growing developing markets 
around the globe, but primarily because it would move them competitively into the 
confectionery business. Cadbury, following their purchase of Adams in 2003 had 
become the world’s largest confectionery brand. Cadbury’s brand portfolio then 
included such brands as Dairy Milk chocolate, Creme Eggs, Dentyne chewing gum, 
and Halls cough drops. 


Cadbury attempted to block the takeover by opening discussions with Hershey, 
seen as being a better cultural and operational fit. However, at about half the size of 
Cadbury, the financial strain was considered too much by Hershey, and in January of 
2010 a deal was completed with Kraft for £11.9 billion (Lublin and Cordeiro, 2010). 


The acquisition of Cadbury by Kraft significantly altered the confection category, 
and placed competitors with the challenge of competing with two confection giants: 


the new Kraft-Cadbury and Mars Inc., which itself had acquired the leading chewing 
gum brands to broaden its product portfolio with the acquisition of Wrigley in 2008. 
In the wake of the Kraft—Cadbury deal, speculation began that Hershey would try to 
sell itself to the number three confectioner, Nestlé, which found itself in an even more 
distant third place in the category. Interestingly, Cadbury is now a part of Mondelez 
International following a demerger in 2012 when Kraft Foods Group (Kraft) was spun 
off from Kraft Foods Inc., which in its turn was renamed Mondelez International. The 
Kraft Foods Group focused primarily on grocery products in the North American 
market while Mondelez focused on International confections and snack brands. Then 
in 2015 Kraft merged with Heinz to become Kraft Heinz Company, this in response to 
slow growth from both companies and a need for savings. And as packaged food sales 
continued to fall as consumers turned more and more to ready-to-eat meals and fresh 
produce, in 2017 financial analysts speculated that Kraft Heinz could be interested in 
re-uniting with Mondelez, bringing things full circle (Gasparro, 2017). 


As this discussion makes clear, mergers and acquisitions can play a significant role 
in brand and product portfolio strategy. From a brand management perspective, of 
course, managers are unlikely to be involved in such strategic decisions. But, from a 
competitive standpoint, they will certainly have to deal with the consequences of such 
decisions. In addition, there are other situations where a brand’s portfolio could be 
affected by circumstances beyond the manager’s control. 


Jack Daniel’s was acquired by Brown-Forman in 1956, nearly 100 years after Jack 
Daniel distilled his first bottle of Tennessee Whiskey. But what exactly is a Tennessee 
Whiskey? As it happens, in 2013 at the urging of Brown-Forman (which interestingly 
is headquartered in Kentucky) the Tennessee state legislature passed a law defining 
anything labelled ‘Tennessee Whiskey’ to not only be made in the state, but also to be 
made from at least 51% corn, filtered through maple charcoal, and aged in new, 
charred oak barrels. No surprise, but that just happens to be the recipe for Jack 
Daniel’s. 


George Dickel, the distant number two selling Tennessee Whiskey (Jack Daniel’s 
sells more than 90% of the state’s whisky) is fighting the law (as we write), not 
because it does not comply with it, but because they felt it inhibited innovation and 
should not be the only way to make high quality Tennessee Whiskey. As a spokesman 
for Dickel’s UK-based parent company Diageo plc (the world’s largest liquor 
company) put it, ‘We’re in favour of flexibility that lets all distillers, large and small, 
make Tennessee Whiskey the way their family recipes tell them’, a sentiment echoed 
by a number of smaller distillers in the state (Ester, 2014). The issue was tabled by a 
divided legislature until 2015 at the earliest, if at all, and remains tabled. 


Portfolio strategies inform corporate merger and acquisition 
strategy 


Portfolio strategies consider the best mix of products and brands for 
the long-term strength of the company. An important element in this 
consideration is the value of adding products or brands through 
merger or acquisition to the correct mix. 


Brand hierarchy 


Brand names may be used in many ways, depending upon the branding strategy. As 
already seen in the brief Levi-Strauss example, Levi’s is used alone as a brand name 
for jeans and to help introduce a new product (Levi’s Dockers); and it is also used in 
combination with sub-brands of jeans (Levi’s 501 and Levi’s 511). This suggests, as 
many people have pointed out, that brands may be thought about in terms of a 
hierarchy. We will be looking at this hierarchy in terms of company or parent brands, 
group brands, and single brands. A company brand identifies the parent company, 
brands like Daimler-Benz or Unilever. A group brand is a brand name that is used in 
more than one category, brands like Yamaha that are used to market such diverse 
products as pianos and motorcycles. At the bottom of the hierarchy are single brands, 
where the brand name is restricted to a single product category. 


In practice, this hierarchy is not always so clear cut. When you think about Nestlé 
what comes to mind? Was it chocolate, or perhaps coffee? That is what most people 
are familiar with. In fact, one of Nestlé’s very earliest advertising slogans was ‘Nestlé 
makes the very best, chocolate’. Obviously, Nestlé is a chocolate brand, but is there 
such a thing as Nestlé coffee? No, but of course they are well known for such soluble 
coffee brands as Nescafé, Taster’s Choice, and Gold Blend. Returning to chocolate, 
most people are probably also familiar with Nestlé Crunch bars. Consider this for a 
minute. What is the brand name? Nestlé, Crunch, Nestlé Crunch? And what does this 
say about the business they are in? If Nestlé is a brand of chocolate, what are Nestlé 
Crunch ice cream bars? Taking this further, how does one deal with the fact that 
Nestlé is, or has been, in a lot of other businesses, such as wine, non-dairy creamers, 
and frozen foods (under such brands as Berringer, Carnation, and Findus)? And what 
about the more intangible aspects of a company’s image (cf. Barich and Kutter, 1991; 


Hatch and Schultz, 2001)? This is really the focus of this chapter: branding strategies 
that help managers determine when and how a brand should be stretched or 
retrenched. 


Thinking about branding strategies within a brand hierarchy helps make sense out 
of how brand names can be used, and this is essential before one can begin to consider 
how to stretch or retrench a brand. Does it help understand Nestlé’s brand strategy? 
Not if one is looking to place Nestlé as a brand into one of the hierarchical 
classifications. But it does help to see the various ways in which Nestlé use their 
name. They use it as a single brand in the chocolate confection category; they use it as 
a group brand in chocolate confection and coffee (as well as other categories); and 
they use it as a company brand. The reasons why it is used in various ways, why the 
Nestlé brand name has been stretched in different ways over the years, is all about (or 
should be) how the brand equity of the name Nestlé contributes to building the brand 
equity of each brand name with which it is associated in the company’s and brand 
portfolio. 


One of the authors of this book worked with Nestlé on a project where they were 
looking into ways to expand their overall product portfolio. They wanted to know into 
what additional product categories consumers felt a number of Nestlé single and 
group brands could believably be stretched. They were looking along the rows of the 
product-brand grid to see if any current categories in the product portfolio could 
benefit from a new product introduction under another Nestlé brand (broadening it as 
a group brand), or if it made sense to stretch one of these brands to an entirely new 
product category for Nestlé, thus expanding the overall portfolio. For example, would 
a line of Taster’s Choice coffee-flavoured confections make sense to consumers 
(moving Taster’s Choice into the confections category where Nestlé already markets 
several brands); or what about a line of Taster’s Choice baking products, moving the 
brand into a new category for Nestlé? 


At issue is whether or not the images of one of these brands are compatible in 
people’s minds with a different product category. In other words, does the current 
equity of the brand easily transfer to another product? While this will be dealt with in 
more detail throughout the chapter, at this point it is important to see how the idea of 
hierarchies and brand and product portfolios helps frame stretching (and 
retrenchment) branding strategies. 


KEY CONCEPT 


The brand hierarchy comprises company brands, group brands, 
and single brands 


Within a company’s brand portfolio, depending upon the branding 
strategy, a brand name may be used in different ways. One way is to 
think about it in terms of a hierarchy, moving from company or parent 
brands at the top, to using the same brand name in more than one 
category, to using a brand name only in a single product category. 


È 


Levels of branding 


A critical consideration in developing brand stretching strategies is the level at which 
a brand chooses to be positioned. At its most basic, considerations of level reflect 
brand hierarchies, but the question goes much deeper than this. What is the optimum 
level at which a brand should be positioned in order to optimize value to the consumer 
as well as profit for the company? This is a fundamental strategic issue that must be 
continuously revisited as a company looks for competitive advantage. Depending 
upon where a brand is now, any number of strategic questions might be raised. Does it 
stay where it is seen as the ‘leader’, or move the brand into new categories? Should it 
‘brand’ a product or service that it provides, but has not marketed as a brand? In many 
areas of technology consumers are often not aware of the company behind a product 
or service, for example the broadband source of their high-speed internet connection 
or the satellite company providing their television signals or smartphone access. 


This is often the case too with so-called ‘ingredient’ products, which may or may 
not be branded. Most people with computers are familiar with Intel and its Pentium 
processor. But are they aware of who makes other components in the computer? 
Would it, or could it make a difference to the manufacturer if these components were 
‘branded’? Would it make sense for Intel to change its brand level and introduce a line 
of Intel computers? Or to stretch even further and market a line of Intel smartphones 
or perhaps audio components? All these questions are dealing with brand level, and as 
Kapferer (2001) has pointed out, the problem of choosing a level, especially when 
considering brand life cycle, is addressed in terms of brand stretching, even though it 
is not always understood by managers as such. 

Answers to all these questions should be considered in terms of long-term strategic 
concerns such as how long any change in positioning level for a brand will sustain a 
competitive advantage, and how profit may migrate with changes in customer base (as 


Slywotzky (1998) has discussed). 


Portfolio management 


This leads directly to the question of managing brand and product portfolios. The key 
to managing brand and product portfolios is taking a long-term view. Markets are 
dynamic, changing over time, and a company’s portfolios must take this into account. 
This means that top management must carefully consider the role of different brands, 
and the relationship among these different brands in the portfolio over time. 


Anticipating changes in markets and assessing gaps in the company’s current 
portfolio can suggest possible areas for different branding strategies. How are brands 
likely to change over time? As consumer needs change, how likely is it that they will 
switch to other brands in an existing portfolio (something Keller (2012) called 
‘migration’ strategies)? And as they change, does the company already market 
products for these new needs? 

The development of the Anheuser-Busch portfolio (before being acquired by 
InBev) offers a good example of effective portfolio management as markets grew and 
changed. Originally, there was Budweiser. With the growth of imported beer in the US 
market, Michelob was added to the portfolio and positioned against the imports. As 
the brewery’s production capacity increased, Busch Beer was added to attract ‘regular 
beer’ drinkers. 


With the success of Miller Lite in the 1970s, the beer market in the USA was 
significantly altered. There had been many, many attempts in earlier years to 
introduce lower calorie (and lower carbohydrate) beers, but none of them had been 
successful. Owing to all the previous failures by other brewers, Anheuser-Busch was 
very cautious about entering the market. They began by introducing something they 
called Anheuser-Busch Natural Light, with the emphasis on the company brand. But 
when they learned that the ‘bar call’ for the brand (the way people ask for a brand 
when ordering) was ‘Busch Light’ or even ‘Bud Light’, a decision was made to drop 
the Anheuser-Busch from the name, and focus on the word ‘natural’. They dropped 
the emphasis on the company brand because there was still the concern, even though 
Miller Lite looked like a real success, that there could be negative associations from a 
lower calorie beer that could impact their regular Busch brand and the premium, 
flagship brand, Budweiser. 


They were correct to be concerned, because research has shown that unsuccessful 
extensions tend only to hurt the parent brand when there is a strong perceived ‘fit’ 
between them. An unsuccessful extension into a different product category is much 
less likely to negatively affect the parent (Roedder John et al., 1998). It was not until 


some time later that the Budweiser and then Michelob brands were extended with Bud 
Light and Michelob Light. At that point Natural Light was repositioned as a price 
brand with no marketing support. This is a good example of an adjustment to a 
product portfolio to meet competitive change in a market place, while withholding 
brand extensions within existing product lines until the company is certain there will 
be no problems for the equity of their established brands. 


Today, AB Inbev looks at their brand and product portfolio in terms of global 
brands, multi-country brands, and local brands. The global brands are Budweiser, 
Corona, and Stella Artois, and the multi-country brands are Becks, Castle, 
Hoegaarden, and Leffe. Local beer brands include Aguila from Columbia, Foster’s 
from Australia, Harbin Ice from China, and Jupiter from Belgium, as well as Bud 
Light and Michelob Ultra and others. But in addition to this, with the incredible 
growth of craft beer, they have added to their product portfolio by acquiring craft 
breweries, owning as many as 10 by 2017 with the purchase of Wicked Weed, a small 
craft brewer in Asheville, North Carolina. This is an interesting development because 
by most definitions craft breweries are ‘independent’. Still, the numbers make it a 
very attractive segment. In the US in 2015, according to Beer Marketer Insight 
(Maloney, 2017a) craft breweries were producing 22 million barrels of beer a year, 
roughly the size of the imported beer market and twice that of super premiums. 


Changes in fashion and taste will also drive changes in product portfolios. A good 
example may be seen with another Jack Daniel’s case. Lagging spirits sales received a 
boost, beginning in 2011, with the introduction of various flavoured vodkas, rums, 
and whiskys that appealed to a younger, 21—29-year-old demographic. While 
remaining the best-selling whisky in the US, as well as being popular around the 
world, Jack Daniel’s saw this trend as an opportunity to attract new drinkers to the 
brand, including non-whisky drinkers. They did this by blending a honey liquor with 
Jack Daniel’s Tennessee. Capitalizing on the brand’s incredibly high awareness and 
positive brand attitude (even among non-users), a source branding strategy was used, 
branding the new flavoured whisky as Jack Daniel’s Tennessee Honey. The heavy 
emphasis on the Jack Daniel’s name is evident in the packaging label. Given the 
younger target audience, the introduction and subsequent marketing relied heavily 
upon a more digitally oriented, socially intense media. Jack Honey (it’s ‘bar call’) was 
the first official spirit advertiser on the Twitter platform (Birkner, 2013). In 2017, in 
the UK ahead of a global launch, they introduced Jack Daniel’s Tennessee Cider, an 
apple cider blended with their whisky in response to a growing trend for innovation in 
the cider industry. 


Changes in technology and behaviour may also lead to changes in product 
portfolios. In 2017 Ford Motor Company acquired a major ownership of an artificial 


intelligence start-up in order to provide needed technology for the development of 
self-driving cars (Higgins, 2017). And in an interesting ‘reversal’, Amazon, who 
pioneered Internet shopping, moved into traditional brick and mortar retail. In 2017 
they had five book stores with more planned, and some 30 mall pop-up stores. Also in 
2017 they launched a grocery store pick-up service to capture more of what people 
spend on food. Called Amazon Fresh Pickup, it allows members of their Amazon 
Prime to order food online, and reserve a time to pick it up at an outlet, and in as short 
a time as 15 minutes (Stevens, 2017). Then in a surprise move, they acquired the 
grocery chain Whole Foods, establishing another foothold in traditional brick and 
mortar retail. 


Projected and actual changes in the market may also lead to retrenchment branding 
strategies. Product obsolescence, a glut of brands in a category, a new corporate focus, 
or changes in a market’s dynamics may suggest it is time to eliminate certain brands 
or brand extensions from the portfolio. In some cases, a brand’s equity may no longer 
provide potential growth because the market is now looking for different things. In 
extreme cases a brand’s existing equity may in fact have a negative impact upon the 
portfolio because of changing attitudes in the market. In such cases it will be 
necessary to retrench, and retire the brand. 


The short-lived introduction of the New Coke brand in the 1980s provides an 
example of where the introduction of a new product to the portfolio was meant to lead 
to the eventual retirement of the existing Coke product, with the new version 
eventually taking over the Coke brand name. It never happened because the market 
reacted in a strongly negative way, and New Coke was hastily withdrawn. What 
happened? The original reason for considering stretching the brand in this way came 
from research that suggested Coke was losing share to its main competitor Pepsi 
among younger cola drinkers. Pepsi was a somewhat sweeter product, so the decision 
was made to develop a product that was sweeter than the existing Coke, and preferred 
to Pepsi. As we have discussed, this could seem to be an appropriate response to a 
change in the market. 
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Amazon's first real-life brick and mortar bookstore in Seattle’s University Village 
Source: © Shutterstock/SEASTOCK 


But it did not work. In all their product development and taste testing for New 
Coke, the company never considered the strength of the equity in the existing Coke 
brand. While New Coke was indeed preferred to regular Coke in all the taste tests, 
and to Pepsi, these were all blind taste tests where people did not know what brands 
were involved. When New Coke was introduced, it was now being compared with a 
Coke brand that came with 100 years of positive brand equity attached. People 
preferred the original Coke brand because—because it was Coke. 


There can be no better example of the power of brand equity. In any consideration 
of brand stretching or retrenchment, it is essential that the effect a brand’s current 
equity will have in that branding strategy is understood. Original Coke was re- 
branded Classic Coke, and for a brief period of time was marketed with New Coke. In 
the end, however, it was New Coke that was retired. Classic Coke remained in the 
portfolio, and eventually returned to its original brand name, Coke. This experience 
gave birth at Coke to the term ‘New Coke Syndrome’ to describe what was seen at the 
company as a near century-old culture of caution. 


Coca-Cola has been diversifying their product portfolio, expanding into bottled 
water, tea, and other beverages for some time because soda consumption has been 
declining due to growing concerns over sugary drinks, and increasing government 
taxes on them. In the US, more people drink bottled water than soda. But, in 2017 
some 70% of Coke’s global sales by volume was still soda. When a new CEO took 
over in the Spring of 2017, he vowed to shake off the ‘New Coke Syndrome’ and its 


fear of failure, and to become a ‘total beverage company’ (Maloney, 2017b). 


Brand involvement 


The importance of involvement with brands and its relationship with how they are 
seen in terms of portfolio management and potential brand extensions has been 
considered in a rather interesting way by Kunde (2000) in something he talks about as 
‘corporate religion’. He looks at brands in terms of a hierarchy, much as we have been 
discussing it, but with more of an emphasis on involvement. At its most basic level, 
some consumers are thought to see a brand as nothing more than a product: washing 
powder is washing powder, whether Persil or some other brand. Other consumers, 
however, may invest a certain level of emotional value with a brand, involving them 
with the brand in such a way that it provides a competitive advantage, even when the 
brand is basically a commodity (very much along the lines of how brand equity is 
defined). 


Next up the scale for Kunde is where a brand has actually achieved such a superior 
position in the market that it quite literally becomes the product category: this would 
include brands such as Kleenex, Hoover, and Xerox. In effect, consumers have 
replaced the function of the product with the brand. It is brands like this that may use 
a centrally positioned strategy, as discussed in Chapter 6. Finally, the ultimate goal for 
a brand in this scheme is to achieve what he calls ‘brand religion’, where a brand has 
extended its brand culture to a point where it becomes essential to the consumer. 
Kunde estimates that only about 10% of brands reach this level, and offers The Body 
Shop and Harley-Davidson as examples. The Body Shop sells a ‘religion’ based upon 
natural ingredients and environmental concerns; Harley-Davidson ‘freedom’. 


Evaluating stretching and retrenching 
opportunities 


In our discussion of portfolio management we briefly introduced the subject of when 
to consider stretching and retrenching strategies, looking at an example of stretching 
with the Natural Light case and retrenching with New Coke. There are three 
fundamental questions that must be asked when evaluating opportunities for a change 
in branding strategy. First of all, does it make sense strategically for the brand and 
company in terms of its product and brand portfolio? Secondly, if it makes sense 
strategically, will the change ‘fit’ in terms of the parent brand’s equity? And finally, if 
the change makes sense strategically, and the extension fits logically into the new 
market, will it be profitable? 


Strategically, there are many reasons why a company might want to consider 
stretching a brand; or to retrench. They may wish to exploit a competitive weakness in 
the category by introducing sub-brands; fill a gap in the category or in new product 
categories for the brand; or position the brand for expected changes in either market 
structure (e.g. technological advances in the category) or in the target market (e.g. an 
ageing population that could create more, or less, demand for a product). 


Kraft has been a major parent brand in its own right for many years, as we saw 
earlier. And in spite of its mergers and acquisitions, it provides a good example of a 
company that did not respond to some important changes in their key markets during 
the early 2000s (Ellison, 2003). For years, they were a master of brand extension, 
offering a never-ending line of ‘new and improved’ versions of their well-known 
brands. But they failed to develop new products that private labels could not easily 
copy. By endlessly extending existing established brands they missed out on one of 
the most important changes in grocery store food dynamics in the late 1990s, the 
rising importance of ‘healthy’ foods such as cereal bars and foods with organic 
ingredients (to name just two). As a result, they fell behind in the race to adjust their 
portfolio, with a significant impact upon profit and share prices. 


Regardless of the market issues involved, there are other strategic questions 
dealing with potential changes in the meaning of a brand that must be asked. If a 
brand is stretched into a new category, what is the potential for a change in the image 
or meaning of the brand? If it retrenches, and the brand is no longer associated with a 
particular product (especially if that product is the one with which the brand was 
originally associated), how might that affect the image of the brand for those products 
that remain associated with the parent brand? Also, how recently has a brand been 
extended? And into what areas? If a brand is seen as moving into several new areas 
within a short time, it could lead to brand identity confusion; whereas, if the brand is 
extended into the same categories, but over time, consumers might more easily 
assimilate the extensions. 


In terms of ‘fit’, suppose a brand enjoys a strong image or equity for a particular 
benefit that on the surface seems logically transferable to another product category. 
With a strong reputation for killing germs, a hand and face soap manufacturer might 
consider stretching the brand into the household cleanser market. With a strong brand 
equity built upon killing germs, this should easily transfer to, say, a kitchen or 
bathroom cleanser. On the other hand, a household cleanser brand with the same 
strong image for killing germs in the kitchen or bathroom might not be a good fit for 
stretching into the hand and face soap market. If it works for a soap-to-household 
cleanser extension, why might it not work for a household cleanser-to-soap extension? 
While the key benefit is the same, there might very well be a perceptual problem in 


transferring the germ-killing equity from a product used on hard surfaces in the 
kitchen or bath to a soap that will be used on your face. Consumers must accept that 
an equity transfer makes sense, or the brand extension is likely to fail. Interestingly, 
consumers may not feel an extension makes sense simply because they cannot 
imagine the parent brand in any other way. This is often the case with strong category 
leaders (Farquhar and Herr, 1993). 

Even if the equity of a brand would seem to transfer well, much more could be 
involved. Juan Valdes offers a good example of this. Long a well-known brand 
representing Columbian coffee for the Columbian Coffee Growers Federation, 
through Procafecol SA in the mid-2000s they attempted to build up their successful 
brand of packaged coffee by introducing a global Coffee Café chain. Unfortunately, 
the effort failed financially. But in 2013 a second effort was made, this time with a 
shift in business strategy. Procafecol used franchises to avoid the need for heavy up- 
front capital. Internationally, this new effort met with more success (Muñoz, 2013). 
Still, there is always a risk using a franchise model rather than company store model 
because of potential problems with individual franchises, problems which could 
damage the present packaged coffee brand. 


If there is a good strategic reason to consider brand stretching or retrenching, and a 
proposed extension ‘fits’ in terms of brand image and equity, it only remains to 
determine if the extension or retrenching will lead to better long-term profitability for 
the company. 


Brand stretching 


When evaluating brand stretching opportunities, a good framework to consider is the 
trade-off between brand and category development in the market. While this is an old 
idea in marketing that does not seem to be discussed much anymore, it remains a very 
useful tool offering the manager a measure of the overall dynamic of the market, and 
where their brand ‘fits’. 


A category development index (CDI) reflects the size of penetration into a product 
category. A low CDI indicates that the category does not enjoy widespread usage in 
the market. This will almost always be the case with new product categories; and 
often with older categories where new technology is leading to product obsolescence. 
But in some cases, CDIs are low simply because the market itself is small. A high 
CDI indicates that the product category enjoys strong penetration among most, if not 
all, of its potential market. Brand development indexes (BDIs) reflect the same thing, 
only in relation to competitive brands in a category. A low BDI indicates that a brand 
has a low share relative to others in the category; a high BDI indicates a large share of 
the target market. 


This is important when considering brand stretching strategies, because when 
brand managers look at their brand portfolio for a given category, there are a number 
of strategic questions to address related to the development of the category and the 
brand’s share of that category. These questions follow from the four possible 
combinations of CDIs and BDIs. A brand may find itself with a low BDI in a category 
with either a low or high CDI; or it may enjoy a high BDI in a category with either a 
low or high CDI. (These are, of course, not dichotomies in actual practice. A brand or 
category might fall anywhere along a continuum from high to low, but for the 
purposes of discussion, we need only concern ourselves with high versus low.) 

Suppose a brand has a low BDI in an established category. If the brand has been 
around for a long time and has not been able to capture a larger share of the market, 
this very definitely opens up the possibility of stretching the brand in some way (even 
introducing a new brand rather than brand extension) in order to drive up overall share 
in the market for the company. This would certainly make sense in a category with a 
high CDI. But what if it has a low CDI? Would it be worth the effort to try and 
capture a larger share of a small market unlikely to grow? Would a new product 
innovation be likely to drive up the CDI? What if a brand enjoyed a strong BDI in a 
category with a low CDI? There would probably be very little incentive to stretch the 
brand, because it already enjoys a large share. 


Newer product categories with low CDIs may have the potential for growth. Brand 
stretching strategies must then take into account how the category is likely to grow. 
With high CDIs, opportunities are obviously greater for brand stretching. If the 
category is not established, things change. Even with established product categories, 
managers must be looking at how their market is likely to change. This means they 
must anticipate change in their market and become proactive with their brand 
stretching strategy (Figure 11.3). 

As should be evident, what is going on in the category will influence how 
managers should approach brand stretching strategies. Whether or not one thinks in 
terms of CDIs and BDIs, brand stretching strategies will be influenced by how well 
developed the category is where a brand is marketed, and where that brand stands 
relative to its competitors in that category. 
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FIGURE 11.3 Brand stretching opportunities relative to brand and category development 


CDI and BDIs help inform brand stretching and retrenching 
strategy 


An old idea in marketing provides a useful way of looking at brands 
and markets: category development index (CDI) and brand 
development index (BDI). A CDI reflects the penetration of a product 
category into the market at large; and a BDI reflects brand share in the 
category. They can help inform brand stretching and retrenching 
decisions by asking such questions as: Do we want to be a big brand 
(high BDI) in a small market (low CDI) or a smaller brand (low BDI) in 
a larger market (high CDI)? They could be equally profitable. If you 
are already in a small market, is there any hope of category growth, or 
of your brand gaining share if the market remains small? 


Can any brand be stretched? 


Abercrombie & Fitch provides an interesting example of the importance of brand 
equity in brand stretching. The company was once the legendary outfitter of Theodore 
Roosevelt (the famous ‘Rough Rider’ and later US President almost a century ago) 
and such luminaries as Ernest Hemingway. After passing through a number of 
changes in ownership, it was acquired by Limited Brands in 1988. They tried 
unsuccessfully to reposition the chain as a preppy, button-down-collar men’s store. In 
1992 they gave up and invited a veteran of the fashion industry to take over the 


company and it became independent with a public share offering in 1996. 


Up to this point in its history, the company had turned from its original positioning 
as an outfitter for adventurers, with a successful brand extension into exotic location 
travel bookings, to a preppy apparel store for men. Under their new CEO, the 
company pursued yet another positioning, entering the volatile world of youth 
fashion, utilizing on-the-edge, often homoerotic, sexual imagery. Promotions featured 
partially clad young men, often in provocative poses. Initially successful, the imagery 
was pushed further and further out, offering thong underwear for girls with words 
such as ‘eye candy’ on the front, and a feature on group sex, heterosexual as well as 
homosexual, in their quarterly ‘magalog’ (this last proved too much and led to it being 
discontinued at the end of 2003). Men defected from the brand in droves. 


In an effort to stretch the brand and reach younger consumers, a group of 
‘abercrombie’ stores was launched for children, and Hollister stores for younger teens. 
The brand extension for kids utilized a rather clever device, creating the extension by 
simply utilizing a lower case ‘a’ in the name. For the so-called ‘tweens’ market, a 
completely new brand, Hollister, was created. Unfortunately, these brand stretching 
efforts did not help the overall bottom line. The parent brand had itself become too 
narrowly focused, and along with the controversy over its marketing communication, 
the company was experiencing its fourth consecutive significant drop in same-store 
sales in early 2004. 


What does this case suggest? To begin with, it illustrates the potential problems 
that a complete repositioning of a brand can bring, abandoning its established equity. 
Establishing a new position without any positive carry-over from a brand’s equity in 
effect is the same as introducing a new brand, but with the burden of possible 
confusion in the market because of the brand’s established equity. In terms of brand 
stretching, it shows that stretching a brand to reach a broader market does not always 
work, even with a well-known brand. The problem for Abercrombie & Fitch was that, 
even though the name was well known, the parent brand was seriously weakened by 
its ever-more confrontational and unconventional sexual imagery. To the extent that it 
was building an equity, that equity hardly made sense in providing credibility to its 
sub-brands: group sex and homoerotic images for pre-teens? Add to this the fact that 
such equity was itself subject to the vagaries of youthful fancy and fashion, and one 
can understand the difficulties. 


An Abercrombie Kids store in Santa Monica, LA 
Source: © iStock/anouchka 


As one analyst put it, by pushing the edge of fashion the brand also pushed many 
of its customers out of the brand. But the CEO was unmoved: ‘If I exclude people— 
absolutely. Delighted to do so’ (Branch, 2003). With a parent brand in trouble because 
of its narrowly focused positioning, it becomes almost impossible to successfully 
stretch the brand. And in the case of Abercrombie & Fitch, add the fact that they were 
spending only about 2% of revenue on marketing and advertising compared with an 
average of 10% among other youth-oriented marketers, and it becomes very difficult 
to build and sustain a successful brand, let alone stretch it. 


Brand retrenching 


Just as brand stretching decisions centre on considerations of long-term profitability 
for the company, so do retrenching strategies. As market dynamics change, with the 
growth of strong competitors or the introduction of new products, a brand may simply 
no longer be able to compete. As we noted back in Chapter 7, in 2017 Unilever sought 
to divest themselves of their margarine brands. Sales had been declining for years in 
developed markets like Europe and the US despite attempts to restructure the 
business, introducing new products, and aggressive marketing campaigns. But 
consumer tastes were changing, favouring fresher foods, illustrating another reason 
why retrenching may be necessary. 


In addition to the normal attrition of brands owing to market conditions, many 


companies have begun to incorporate retrenching strategies as a part of their overall 
marketing strategy. In recent years many large consumer marketers have taken a 
serious look at their portfolios and retrenching strategies, eliminating many marginal 
brands. This trend has been particularly evident among large multinational marketers 
as they not only eliminate marginal brands from their portfolios, but eliminate many 
local and regional brands as well, concentrating on consolidating their strongest 
brands. 


While retrenching at the local level by global marketers may undermine a firm’s 
ability to satisfy particular market segments and cater to individual market 
differences, there can be significant cost savings. Ongoing shareholder pressure for 
cost reduction and such things as the changing retail environment (e.g. consolidated 
distribution) have all contributed to the loss of marginal and local brands. 


Another way of retrenching, of course, is to sell off under-performing brands and 
in 2013 Nestlé SA, after a review of their huge portfolio, identified a group of 
products to sell. This represented a relatively new strategy for Nestlé, who 
traditionally would hang on to brands and businesses, adjusting strategies in an effort 
to improve performance. 


Juicy Juice, acquired in the mid-1980s is an example. Once the top-selling natural 
juice in the category, over the last few years its share of a shrinking market had been 
falling, and it was not making any money. Nestlé’ revived the brand to an acceptable 
level of profitability, but rather than reinvest that profit in the brand, it was channelled 
into faster-growing areas of their beverage business, and the brand was sold 
(Dezember and Gasparro, 2014). 


Disposing of under-performing brands is one way to increase the return on 
invested capital. A number of companies employ this strategy. In 2013 Unilever too 
was Selling off food businesses, but in their case it was to re-focus their portfolio mix, 
concentrating on household and personal care businesses (Revill, 2013). 


Master brands 


One result of this retrenching has been the rise of something known as master brands; 
or perhaps the rise of master brands has led to these retrenching strategies. Regardless 
of which came first, there is no question that the creation of master brands has led to 
significant changes in product and brand portfolio management. The trend to master 
brands has included everything from consumer durable manufacturers like Philips to 
fmcg marketers like Cadbury. In the late 1990s, Unilever embarked upon a course to 
retrench, trimming its global brand portfolio of some 1,400 brands by 75% to 400. 
Even ingredient brands like DuPont’s Teflon have undertaken a master brand strategy, 


refocusing on marketing and promoting the technology as a single, core, non-stick 
brand worldwide; and then extending into new categories like apparel, upholstery, and 
carpeting. 

In many ways, a master brand is just another way of thinking about sub-branding 
and brand hierarchy. For example, Unilever’s Bestfoods division took one of its more 
formidable brands, Hellman’s mayonnaise, and positioned it as a master brand in 
2003. They then extended it, using the brand as an umbrella for their Wish Bone salad 
dressings, as well as several new categories. This push for master brands at the cost of 
eliminating marginal brands, and sub-branding others, leads to significant downsizing, 
with corresponding cost savings. In one of many retrenchings as they eliminated more 
and more brands while creating new master brands, Unilever cut some 8% of its 
Bestfoods staff, eliminating 130 marketing, sales, and finance positions in 2003 
(Thompson, 2003). 


Along with downsizing of staff, another consequence of this trend towards master 
brands has been a radical rethinking and realignment of marketing communication 
strategies, budgets, and advertising agency affiliations. In 2003, Unilever North 
America’s President announced that only 200 of the surviving 400 brands in their 
brand portfolio were likely to receive advertising support. In fact, it was reported that 
the real goal for the company was to identify as few as 50 ‘power brands’ that would 
receive heavy advertising levels (Thompson, 2003). 


Beyond the strategic issues involved in the creation of a master brand, when 
considering a retrenching strategy there are very real organizational issues that must 
be considered. With the wrong corporate culture, the likelihood of successfully 
developing a master brand is low. Where do brand issues fall on top management’s 
priority list? Is attention paid to branding by senior management outside marketing 
departments? Are there communication channels within the organization that 
encourage interdivisional or interdepartmental cooperation? How will decisions for a 
master brand be made? Are there procedures in place that enable the optimization of 
marketing funds between the master brand as parent and sub-brands? These are just a 
few of the questions that must be satisfactorily addressed if a company is considering 
the creation of a master brand (Upshaw and Taylor, 2000). 


Creating master brands is more and more common today as a retrenching strategy. 
However, it must be carefully considered, not only in terms of a company’s product 
and brand portfolio but, as just discussed, also in terms of the company’s 
organizational structure and its ability to effectively manage a master brand. 

Before leaving the subject of master brands, we should point out that in the 
marketing literature a master brand has sometimes been defined as an established 
brand that holds a central position within a product category, dominating associations 


in memory with all of the important brand and category benefits. This notion follows 
from work in the early 1990s by Farquhar and his colleagues dealing with indirect 
brand extensions (Farquhar et al., 1992). Interesting as this idea may be, that is not 
what we have been talking about here. 


Master brands have led to significant changes in product and 
brand portfolio management 


Master brands are in many ways just another way of thinking about 
sub-branding and brand hierarchy. You want to create a master brand 
by using a strong brand, and one with strong brand equity, that is 
extended over the brands in the portfolio, as a parent brand. This will 
mean the elimination of marginal brand names, and as a result should 
be considered within a company’s retrenching strategy. 


Brand extensions 


Earlier the idea of hierarchy in branding strategy was introduced, and it was noted that 
it is not always so clear-cut as one would like. Before talking more specifically about 
brand extensions, it would be well to take a closer look at this idea. As suggested, at 
the top of the hierarchy are company brands, which may or may not be a part of the 
positioning for all the brands marketed by that company (as evident in the Nestlé 
case). Next come group brands, which may be used in a wide variety of ways. In 
some cases they may be subsumed under a company brand (e.g. in the case of 
something like Kellogg’s Frosties), or on their own they could be used to cover a wide 
variety of products. Last are single brands, used within a single category, and often 
used to cover a number of different products within a category, for example with 
L’Oréal, which markets such items as hair products, perfumes, and cosmetics under 
the L’Oréal brand name. 

But as with most things discussed in this chapter, it is never quite so 
straightforward. Consider the case of L’Oréal. While it acts as a single brand in the 
personal care category, it is also a group brand as part of Elséve and other sub-brands, 


and also a ‘hidden’ company brand behind Lancôme, another of its brands. It is also 
the parent company of Giorgio Armani and Diesel. So when considering a brand 
extension, just what is the ‘brand’ being extended? The key, of course, is to remember 
that branding policy is a strategic decision aimed at optimizing the promotion and 
marketing of a product. 


Although brand extensions have been mentioned several times in this chapter, 
what exactly is a brand extension? The idea of brand extensions in marketing is 
certainly not new (cf. Gamble, 1967), even if research into brand extensions is 
relatively recent. Basically, it is nothing more than adding an existing brand name to a 
new item in a line, or perhaps a new or revised version of a product. Consumer 
packaged goods companies use brand extensions, retail stores extend their ‘brands’ to 
other types of outlets, and services or other businesses extend their names to cover a 
variety of different products or activities under the same ‘brand’ name. Brand 
extensions may be accomplished using a single brand name, a group brand, or a 
company brand. Perhaps the most important reason for considering adding a brand 
extension is to capitalize on existing strong brand awareness and positive brand 
equity, but there are other reasons as well: 


e Brand extensions can create excitement in the market, for the consumer as well 
as the trade. 


e Brand extensions can offer the appearance if not the actual consequences of 
positive change. 


e Brand extensions can help meet new market demand, and they can also provide 
new competitive advantages. 


Brand extensions can be close, logical extensions of the original product, or they can 
mark a complete change. When Gucci extends its brand from high-fashion clothing 
and accessories to sunglasses, it is a logical extension; when it moves into cosmetics, 
it is moving further from its origin. Other high-fashion houses such as Armani and 
Hugo Boss extended their high-priced brands downwards by extending vertically to 
more mid-priced boutiques, Emporio Armani and Boss. One must be careful with 
such vertical extensions, however, so as not to dilute the equity of the higher-priced 
parent (Kirmani et al., 1999). Even a traditional brand like Harley-Davidson, founded 
in 1903 and for many years in the mid-twentieth century the only manufacturer of 
motorcycles in the USA, found it useful to maximize its strong brand image and 
introduce a number of brand extensions, including a line of Motor Clothes and 
licensed products! 


Obviously, brand extensions, brand stretching, can occur anywhere along the brand 
hierarchy. At issue is where and how a brand extension makes the most sense within 


the product and brand portfolio. For example, will it improve overall brand image or 
reduce risk for consumers (Milewicz and Herbig, 1994)? Will it produce economies of 
scale in terms of more efficient use of marketing expenses, versus the value of a new 
brand name (Sullivan, 1992)? This is tied tightly to how the brand extension will be 
positioned. In our definition of brand hierarchy, we have identified three rather 
general and straightforward brand levels. Others have taken a more detailed view of 
branding strategies. Kapferer (1997), for example, offers six different levels of 
possible branding strategies. While he makes some very useful distinctions, for most 
purposes this is probably more than we need to be concerned with. However, the 
distinction he makes between what he calls ‘source’ brands and ‘endorser’ brands is 
worth noting. 


Briefly, Kapferer describes a source brand as one where products are directly 
named, while a company brand acts as a guarantee of the product’s quality. An 
example would be Tommy Hilfiger’s Freedom line of perfume. The brand extension is 
Freedom, but the source assuring the customer of the brand’s quality is Tommy 
Hilfiger. On the other hand, an endorser brand is one that acts as a guarantee of 
quality for a wide range of products, possibly ranging over a variety of lines as was 
noted with Yamaha. What makes this distinction so important for brand stretching 
Strategies is that the benefit structure driving the brand equity of the source or 
endorser brand, and the benefit structure underlying the potential brand extension, 
should be considered in terms of which of these two potential branding strategies 
makes the most sense for the individual product. The choice, of course, will depend 
(primarily) upon the product or brand portfolio strategy, as well as the perceived 
strength of the potential equity in the brand extension’s positioning. It will be this 
equity trade-off that should drive the choice. 


When to use source versus endorser branding strategies 


A source branding strategy in brand extension is where the product is 
directly named, with the company acting as a guarantee of the product 
quality, providing a direct parent-product link. An endorser branding 
strategy is where the brand acts as an overall guarantor of quality. 
When involvement with a category is high, an endorser strategy 
makes the most sense because people are looking for specific 
benefits associated with the brand. With low category involvement, a 


source strategy should be used because it offers more general 
reassurances of quality. 


This distinction reflects a critical difference in brand architecture, which is 
important for how a brand is marketed (Kapferer, 1997). A source branding strategy 
provides a direct parent—product link: source brand name plus brand extension. An 
endorser branding strategy projects greater independence between the parent-endorser 
and the extension: brand extension from the endorser brand. The higher the level of 
someone’s involvement with a product, the more likely they are to have a strong 
focused idea of what benefit they want from that product. This means they are more 
responsive to a single, stand-alone brand or an endorser brand, where the specific 
positioning is more likely to be unique and reflective of the specific benefit(s) for 
which they are looking. Those with lower levels of involvement with the category 
tend to be looking for more general benefits, and are more likely to look for the 
reassurance that comes with a strong source brand (assuming the source parent brand 
is indeed seen as the guarantor of quality or value related to the brand extensions). 


These brand extension opportunities may be found in either a line extension of the 
existing product, an extension within the category where the brand is currently 
marketed, or a new category altogether. Brand extensions offer the opportunity to 
reach or better serve specific segments within a market in the case of product line 
extensions or category extensions; or to reach new markets with extensions into new 
categories. The key to success in either case is the compatibility of the equity in the 
parent brand name with the proposed brand extension. 


Line extension 


Brand extensions may be introduced as either a line extension or category extension 
(Farquhar, 1989). If considering a line extension for a brand, both brand stretching 
and retrenching strategies for the line as a whole must be considered. As a result, 
adding items to a line will increase market penetration, but it will also increase costs. 
Even if the proposed line extensions can be produced using the same manufacturing 
facility, it adds to the burden of overall production; and there will always be 
additional marketing costs. The projected increase in overall sales for the brand must 
more than cover its costs; it should also increase overall profitability. While there may 
be tactical considerations that might excuse lower profitability in the short term (e.g. 
to meet a competitive threat), long-term strategy should aim for increased profitability 
for the brand from the line extension. 


Another issue to be concerned with when considering line extensions is the 
possibility of a change in a brand’s image as the line expands. One must be very 
careful here. Recall the discussion earlier of Anheuser-Busch’s concern for their 
flagship brand Budweiser if they were to introduce a Bud Light, deciding first to 
introduce a new brand (Natural Light) into the category. 


One does not normally think about premium versions of ordinary household 
products, but in 2013 and 2014 Proctor & Gamble introduced high-end versions of 
many of their mundane household products such as paper towels and dishwasher 
soap. Their Bounty brand paper towels was extended as Bounty DuraTowel, launched 
with embossing that resembled that of a dishcloth, and at a price point 20% higher 
than regular Bounty, already considered a premium paper towel compared with many 
other brands. Cascade Platinum, a higher-end version of their Cascade dishwasher 
soap, was also introduced at about the same time. They were not alone. Both 
Kimberly-Clark and Colgate-Palmolive introduced more premium versions of their 
products (Ng, 2013). Yet at the same time, Proctor & Gamble was also adding 
products in what they called their ‘mid-tier’ as well as low-end extensions such as 
Tide Simple Clean and Flash for more cost-conscious buyers. Their aim was to create 
more vertical portfolios. 


However, upgrading line extensions into premium versions of an existing product 
can bring risks to overall perceptions of the brand. This can occur when a premium 
version of a brand is introduced and aimed at duplicating the benefits of a competing 
brand. Consumers may then reassess their perceptions of the brand as well as the 
benefits of other products in the market in a way that leads to an overall loss of share 
for the brand (Calderaro, Kao, and Cunha, 2015). 


Of course, an alternative strategy to an extension can be to simply ‘refresh’ the 
brand, adapting it to better fit current or changed market conditions. A good example 
of this is Mattel’s Barbie doll. Rather than introducing a line extension, when the 
iconic doll was 57 years old in 2015 a major decision was made to ‘re-energize’ (in 
their words) the brand and its marketing. Sales had been declining, and it was 
determined that it was time to move away from Barbie’s slim, unattainable, body 
image. This was driven by consumer feedback, especially from mothers, that Barbie’s 
body type did not help in the development of positive body values among young girls, 
and that did not reflect the diversity expected by many young parents. 


This led to the introduction of a wide range of Barbies, reflecting different body 
types and hair styles, as well as ethnicities. In addition, the advertising focused upon 
inspiring young girls to imagine they could be anything they wanted to be when they 
grew up, anything from a ‘princess to a palaeontologist’. There was a shift to more 
digital and social media, and this all led to a 23% increase in 2016 second quarter 


sales, as well as a 97% positive brand sentiment (Pasquarelli, 2016). In 2017 a 
number of diverse versions of the Ken doll were introduced. 


More is not always better. In fact, with brand extensions within a product line it is 
often a good idea to consider a retrenching strategy as well, retiring some existing 
items from the line, as new extensions are added. A good example of this is with lines 
of prepared food products. Because of something the industry refers to as ‘flavour 
fatigue’ most prepared food companies will regularly extend their line offerings, while 
at the same time eliminating some items from the line. Aside from issues of overall 
profitability if the line is too long, there is also the very practical issue of distribution 
to be considered. Just because a brand offers a long line of items does not mean that 
the trade will stock all the items. Brand stretching within a product line often must be 
coupled with retrenching. 


Brand extensions are different from line extensions 
Line extensions should not be confused with brand extensions 


because line extensions are a specific type of brand extension where 
new items or varieties are added to an existing brand or brand set. In 
addition to a line extension, a brand may be extended into a new 
category, a category extension. 


Category extensions 


Category brand extensions may occur either within the product category where a 
brand is already marketed, or in an entirely new category for the brand. In terms of 
brand hierarchy, if the extension is within a product category where the brand 
currently has a presence, the existing brand will become a parent or company brand 
(if it is not already one), and the new introduction a sub-brand, either as part of a 
source or endorser brand strategy. If the extension is outside the category where the 
brand is currently marketed, it may also become a sub-brand in the same way, or 
simply a group brand. 

As discussed earlier, a company or product brand is one where the brand identifies 


the parent company, such as L’Oréal or Nestlé, and is associated with one or more 
sub-brands. Group brands are those where the same brand name is used in more than 
one product category, such as Harley-Davidson or Yamaha. And as was also 
discussed, while this hierarchy (including single brands) provides a good way to look 
at brand stretching strategies, in reality there are many variations and permutations 
possible (and likely). 


The number of brands or sub-brands offered by a company within a product 
category is often referred to as the depth of a company’s brand strategy. The obvious 
reason for offering different brands within the same product category is to address the 
needs of different segments within the market (as we saw with Volkswagen). In terms 
of brand stretching, the issue is whether to extend an existing brand from another 
category or to introduce a sub-brand of an existing brand in the category. Of course, 
there is always the option of creating an entirely new brand. The decision will be 
based upon the broader considerations of the company’s branding strategy. 


Co-branding 


Co-branding, briefly introduced in the last chapter, is another aspect of brand 
extension. While co-branding has long been used in marketing, in recent years it has 
become more common. In just the first five months of 2014 6% of all products 
launched in the US used co-branding, double-trade marking, or licensing, up from 
3.5% in the previous two years (Schultz, 2014). 


The advantage of co-branding is that it allows for faster new product launches, but 
the downside is that you give up complete control when you are relying upon another 
brand’s equity in addition to your own. An example of co-branding was Kellogg’s 
decision to introduce a peanut butter breakfast cereal in 2014. Rather than relying 
only upon their own strong brand equity in the cereal category, they entered into a 
licensing agreement with Smuckers to use their well-known Jif peanut butter brand. 
The resulting Kellogg’s Jif Peanut Butter cereal emphasized the Jif name, and the 
package featured the familiar red, blue, and green stripes from the Jif peanut butter 
jar. 


Advantages of brand extensions 


Almost all companies at one time or another will be actively involved in brand 
stretching. It is in the nature of markets to evolve, and this requires ongoing 
evaluation of the product and brand portfolios. Inevitably, this will lead to brand 
stretching (or retrenching). Brand stretching with extensions makes sense, primarily 
because of the advantages associated with being able to transfer a brand’s existing 


equity to an extension. While there can be risk here, as we have already seen, when 
there is a positive fit there is the potential for real advantages (Figure 11.4). 


Building positive brand attitude from scratch for a new brand introduction takes 
time, and a great deal of marketing resources. Introducing a brand extension rather 
than a new brand significantly reduces the cost of a new product introduction from a 
marketing standpoint. It is the existing brand awareness and brand attitude that 
facilitates the introduction. Because the brand name is a known entity, gaining 
distribution is easier. Because the brand name is known, building awareness for the 
new product is easier. Existing brand attitude means there is an equity base already 
established to form the foundation for positive attitudes towards the new product, 
significantly reducing marketing communication costs for advertising and promotion. 


This is especially true when the parent brand is seen as high quality, and this has 
been shown to hold cross-culturally (Bottomly and Holder, 2001). Also, when 
consumers see an extension as a particularly good fit with the product category, it is 
easier for them to transfer positively held affect for the parent brand to the new brand 
extension (Roedder and Loken, 1993). In the end, the more successful a brand is in 
building positive brand equity, the easier it will be to expand into more diverse 
product categories (Rangaswany et al., 1993). 


In addition to these marketing efficiencies, there are a number of other benefits to 
brand extensions. Because the brand name is familiar, it facilitates the acceptance of 
the new product by reducing perceived risk in trying it on the part of the consumer. 
Because the new product is likely to address a new customer segment, the customer 
base for the brand is likely to increase, along with the potential for trial of the parent 
brand by these new customers. And when successfully implemented, there is the 
opportunity to build an even stronger overall brand attitude for the parent brand. 
Finally, by extending the brand to a new product, it opens up the opportunity for 
additional extension from that new product. 


f 
+ Reduces the cost of new product introduction through easier distribution, building brand 
awareness faster, creating positive brand attitude faster 


+ Reduces risk of trial 
% Increases customer base 
* Stronger overall brand attitude for parent brand 
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FIGURE 11.4 Advantages of brand extensions 


Disadvantages of brand extension 


For the most part, if a brand extension is carefully considered, along the lines 
discussed, there are no significant disadvantages. However, if the extension has not 
been carefully considered, there is a real potential for problems. In fact, what are 
advantages when brand extensions are well considered can often become 
disadvantages with a bad brand stretching strategy (Figure 11.5). 


It has been noted how existing brand knowledge can help facilitate building brand 
awareness and brand attitude for an extension, but when not well considered, that 
same positive understanding of the parent brand could lead to confusion over just 
what the brand is all about. This can really be a problem when consumers do not 
readily see the congruence between the equity of the parent brand and the new 
product. If a high-fashion line like Chanel were to extend its brand into the active 
participation sportswear category, it could very well cause confusion with the haute 
couture image of the brand. This would be especially true if they were to extend as a 
group brand, using only the Chanel brand name, and even if they were to extend with 
a sub-brand using a source strategy, for example, ‘Chanel Sport’. While the potential 
for confusion might be less with an endorser sub-branding strategy, something along 
the lines of ‘Excell, active sportswear from Chanel’, people are not likely to see any 
logical association with Chanel’s long-established high-fashion brand equity. High 
fashion is simply not likely to be an important benefit for the active sportswear worn 
by someone running a marathon or working out in a gym, with the possible exception 
of a very small segment of the market. 


But even if a small segment of the market was interested in wearing high-fashion 
active sportswear, one must consider what the overall impact would be upon the 
existing market for Chanel. Would someone spending thousands of euros for a Chanel 
dress want to see the brand associated with people perspiring in a heavy workout? Not 
very likely! This example should underscore how important it is to consider the ‘fit’ 
of any brand extension. 


Helmut Panke, chief executive of BMW (in 2004) put this in an interesting way. 
When asked in an interview ‘For you, as a CEO, are there any special responsibilities 
you have for maintaining or building your brand image?’ he replied: ‘As provocative 
as it sounds, the biggest task is to be able to say ‘No’. Because in the end, authentic 
brand management boils down to understanding that a brand is a promise that has to 
be fulfilled everywhere, at any time. So when something doesn’t fit [our emphasis], 
you must make sure that that is not done’ (Boudette, 2003). He went on in that 
interview to illustrate the point by talking about an internal debate on their portfolio. 
‘There is a segment in the market which BMW is not catering to and that is the 
minivan or the MPV segment. We don’t have a van because a van as it is in the 
market today does not fulfil any of the BMW group brand values. We all as a team 


said no. We will not bring a van.’ 


There are other advantages that might become disadvantages if a brand extension 
strategy is not well considered. For example, while a known brand can often help 
secure distribution for a new product, if a brand already has a strong presence in a 
market, it could meet with resistance from the trade, particularly if there are numerous 
or particularly strong brands already in the category. While this is especially true for 
line extensions (particularly with fmcgs where, with different sizes and variations, a 
brand could easily market 20 or more items in a line), it can also be a problem for 
brand extensions within a category. If you are a brand like Nivea, with an extensive 
line of skin-care products in the beauty aid category, and decide to stretch the brand 
into the already crowded cosmetic market with a line of lipsticks and fingernail 
polish, you could very well meet with resistance from the trade. 


* Potential consumer confusion 
* Cannibalization of parent brand sales 
« Limited extension opportunities 


FIGURE 11.5 Disadvantages of brand extensions 


The trade, especially retailers, is constantly dealing with trade-offs among the 
space available for products, the available alternatives to offer, and what combination 
will maximize profit. Agreeing to carry a new brand extension will almost always 
mean dropping an item. Adding to the pressure on retailers to optimize the best mix of 
brands and varieties in a category is industry research suggesting that profitability 
might actually be increased by stocking fewer items from a category (Boatwright and 
Nunes, 2001). 


While carefully planned brand extensions should increase the customer base, there 
is the possibility that a new product introduction will actually reduce the overall 
customer base, either through a negative effect upon overall brand attitude for the 
parent brand (as earlier) or through cannibalization of the existing brand franchise. 
Cannibalization occurs if a new product is seen as a preferred alternative to the parent 
brand by those who currently buy it. Even if the extension attracts new customers to 
the brand, if it cannibalizes the existing base, the dynamics of the brand will change 
significantly. This may not be a bad thing if the new configuration increases 
profitability overall for the brand, but it will require a new overall brand strategy and 
marketing plan. In effect, the brand extension becomes the parent brand, and the 
original brand the sub-brand, and this new situation would need to be carefully 
evaluated in terms of the company’s and brand portfolio strategies. 


Finally, if a new product is introduced as a brand extension, this means it will not 
have the potential for its own unique identity, and it will have limited opportunities 
for extensions in its own right. In many situations, this is not a problem. But it is 
something that should be carefully considered. It is important to think well beyond the 
short term when considering a brand extension. The company may be sacrificing 
future opportunities by limiting a new product to the umbrella of a parent brand. 
There are many advantages to well-considered brand extensions, but managers must 
always be aware of the fact that these same advantages could become disadvantages. 


Considering options for a brand extension 


To help put all this into perspective, consider a situation that confronted Nestlé in the 
1980s (and with which one of the authors was involved). At the time their Findus 
division (now no longer a Nestlé’ company but the Findus Group), marketed frozen 
prepared foods under that brand name and was considering the introduction of a new 
line of frozen prepared foods specifically positioned for lunch. With the introduction 
of refrigerators and microwaves for employee use in many offices, this seemed like a 
natural expansion for them. But how should it be positioned in terms of branding 
strategy? 


Nestlé was considering using another of their brand names, Lean Cuisine, in some 
way. It was a line of lower calorie prepared frozen food products. But would it make 
more sense to introduce it as a line extension of Findus, and not consider Lean 
Cuisine at all? Or would it be better to introduce a stand-alone single brand called 
Lunch Express? What would you recommend? They were initially keen on a sub- 
branding strategy using an endorser strategy with Lean Cuisine as the parent: Lunch 
Express from Lean Cuisine. They wanted to trade upon the strong market position of 
Lean Cuisine with its already high levels of brand awareness and brand attitude. But 
consider Lean Cuisine’s brand equity. It centres on good-tasting products that are 
calorie-controlled for people watching their weight. This would limit the market for 
Lunch Express, as well as significantly limiting the potential for any future Lunch 
Express brand extensions. 


Using an endorser or source brand strategy with Findus would have made more 
sense because it would not be limited to calorie-controlled products, but its brand 
equity in the market was not as strong as Lean Cuisine. We argued for Lunch Express 
to be a new single brand from Nestlé because it opened the opportunity for addressing 
both those looking for calorie-controlled products and those not concerned with 
watching their weight, with product lines oriented to both markets. Also, it would 
open the opportunity for brand extensions into a number of other areas. Importantly, 
this would enable the brand to expand into non-frozen foods, everything from snacks 


to beverages. In the end, Nestlé decided against introducing the new product, opting 
instead for advertising their existing Findus and Lean Cuisine product lines as ‘great 
for lunch’, and promoting the idea with a portable freezer pack so you could carry 
them to the office. 


As this case illustrates, branding strategy requires a great deal of strategic thought 
and planning. The matter must be looked at from many aspects, not just short-term 
profitability. Where would such a move fit within the company’s overall and brand 
portfolio strategy? Does it make strategic sense for the brand? Will the proposed 
extension ‘fit’ in terms of brand equity congruence? What are the advantages of such 
an extension; and what disadvantages might there be? Carefully considered, brand 
extensions will strengthen the overall brand position; when not well considered there 
is the potential for serious long-term problems. 


Brand stretching: postmodernism to 
metamodernism 


In the 1970s the beginning of what came to be known as postmodernism ‘magically 
appeared’ according to Kim Levin (2012) ‘dedicated to saving architecture and art 
from the doctrinaire constraints of Modernism’. By the end of the 1980s 
Postmodernism had gone retro, and terms were multiplying: there was post- 
Postmodernism, Supermodernism, Hypermodemism, New-modernism, Anti- 
modernism, Altermodernism, and more. While there may have been a surfeit of 
‘modernisms’, they all assumed a major role for irony and pastiche (Levin, 2012). 


It was during this period that a group of marketing academics, led by Steven 
Brown, began to link the idea of Postmodernism with marketing. As Brown (1995) 
put it at the time, postmodernism provides a way of looking at the dramatic changes 
that are taking place in the marketing arena, and that it is very much in tune with 
contemporary marketing sentiment. We are not so sure of that, but certainly 
Baudrillard’s suggestion (in Brown, 1995) that ‘image is all’, and more important than 
reality (in fact is reality), is consistent with the importance of understanding a brand’s 
equity in making brand stretching decisions. Recall that brand equity reflects that 
which attains to a brand over and above its intrinsic qualities. In other words, its 
‘image’. 


KEY CONCEPT 


Postmodern notions and nostalgia have been associated with 
branding strategy 


Not long after the ideas of postmodernism were introduced into the 
world of art and architecture they found their way into marketing and 
branding strategy. The notion that brands can provide an anchor in an 
increasingly frantic and uncertain postmodern world would suggest 
that extending an existing brand with strong brand equity could 
provide an advantage over introducing a new brand. Additionally, 
postmodernism encouraged ‘retrospective’ thinking, which led to ‘retro’ 
marketing, again an application of brand extension fuelled by a sense 
of nostalgia. 


pT 


One of the arguments made in discussions of postmodernism and marketing is that 
owing to the frantic, uncertain nature of life in a postmodern world, brands can 
provide an anchor, especially long-established brands. In a world increasingly taken 
up with hyperreality (the postmodernist would argue), the stability offered by brands 
with a positive equity and history can provide a bit of stability. In terms of brand 
stretching strategy, this would suggest that extending existing, well-established brands 
could have an advantage over the introduction of a new brand name. 


Beyond this, the reality, such as it is, of a postmodern world (again the 
postmodernist would argue), creates an ideal environment for ‘retrospection’, the 
recycling of fashion. This notion is perhaps best typified by postmodernism in the 
arts, and most especially in architecture. Nowhere do we see the idea of 
postmodernism on firmer ground. Postmodern architecture uses traditional materials 
and styles, but combines them in unique, innovative ways. Usually informed by 
classical or neoclassical styles, various elements of these traditions are combined to 
provide a new but familiar look. The results may not be pleasing to the traditionalist’s 
eye, ‘Hepplewhite and Chippendale in drag’ (Hepplewhite and Chippendale were two 
leading eighteenth-century English cabinetmakers who defined the taste and style of 
the period), as quoted in Jencks (1989), but reflect the idea that there can be no one 
style, no ‘correct’ style, in a postmodern world. 

Once seen as a radical concept in Western culture, today it can be argued that 
postmodernism has run its course and is now nothing more than another style trend, as 
reflected in the 2011 Victoria & Albert Museum’s retrospective in London: 
‘Postmodernism: Style and Subversion 1970-1990’. So, is there still a place in 


marketing today for brand strategy and positioning within a postmodern framework? 

While the idea of postmodernism may have run its course, a new post- 
postmodernism movement known as metamodernism has recently emerged in Europe. 
In 2009, cultural theorists Timotheus Vermeulen and Robin van den Akker founded 
the webzine Notes on Metamodernism. They talk about metamodermism as 
negotiating the built-in confusion and contradictions between Modernism and 
Postmodernism, and replacing the culture of Postmodernism with a post-ideological 
condition that stresses engagement, affect, and storytelling (as discussed in Levin, 
2012). Just as Postmodernism found its way into marketing, perhaps we shall 
someday be hearing from marketing Metamodernists. The Notes on Metamodernism 
webzine already has a section on Economics. 


Retro-marketing and nostalgia 


In looking for brand stretching opportunities, this idea of recycling earlier fashions 
must go beyond a simple revival of an earlier product or brand. In Stephen Brown’s 
(1995) words, it should reflect ‘a retrospective inclination to appropriate and recycle 
past styles in an ironic or parodic manner’. The new brand extension will be informed 
by the old, but with a twist; the world of retro-marketing. In the late 1990s, and 
continuing into the 2000s, there was an ongoing stretching of established brands with 
extensions reflecting earlier versions of the brand: Parker pens, Hobbs coffee 
percolators, Vimto, Converse All Stars, Ovaltine, the list goes on and on. 


Consider this example. Levi’s are almost synonymous with jeans, and we have 
used them as an example several times in this chapter. Yet their share of the market 
plunged significantly during the 1990s. The company, long the dominant brand in the 
market, had lost its focus. It had stretched itself into every conceivable niche for 
jeans, and was no longer seen as unique. The many brand extensions had begun to 
erode the original brand equity. Among other attempts to reverse declining sales and 
revive the brand, it looked back to its heritage (Sanderson, 2002). The company 
reacquired an original pair of their jeans from the 1880s that had been found in a coal 
mine, and reproduced it as a limited edition extension at US$400 a pair! In addition, 
they significantly retrenched, eliminating many extensions. Those retained, along with 
new brand extensions (such as the limited edition Nevada jeans described earlier), 
were positioned more consistently with the brand’s original equity. The results 
arrested the slide in sales, and have made the company more competitive. 

But retro-fashion can be fickle because fashion trends tend to be cyclical. This is 
certainly true for trainers and athletic footwear. In 2011 when designer Phoebe Philo 
wore a pair of retro white leather Stan Smith tennis shoes to close her runway show at 


French fashion house Céline, it started a white trainer retro craze (especially for 
Adidas) that lead to a significant drop in higher-priced athletic shoe demand. 2015 
saw a 50% increase in sales for reissued retro styles, from Stan Smith’s to Air 
Jordan’s, becoming the fastest-growing footwear category in the US (Jervell, 2016). 
Then in 2016 the Adidas retro white trainer Superstar became the first non-Nike shoe 
in years to be the best-selling trainer or athletic shoe. But by 2017 sales were slowing 
down as the demand for retro white trainers fell (Germano, 2017). 


A number of British retailers such as Fortnum and Mason and Harrods retain 
archivists that catalogue and preserve their brand’s heritage. Unilever maintains a 
huge archive at Port Sunlight, for brands like Persil, Lux, and Marmite, dating back 
well over a century. Such archives are increasingly recognized by brands as an 
important tool for modern marketing. This is especially true for whisky where 
tradition and patience are crucial components of a successful product, and where 
many brands now have their own archives. 


Beyond just archives, old brand names are often acquired for re-introduction. Pabst 
Brewing Company in the US, the long-time brewer of Pabst Blue Ribbon beer, now 
controls more than 70 beer brand names, including 30 that are dormant. They are 
counting on a strong nostalgia for heritage beers, feeling that they will attract the 
attention of the variety-seeking craft drinker. Toward that end they have been re- 
introducing several brands that have not been marketed for many years. 


In 2016 they re-introduced Rainier Pale Mountain Ale in the Pacific Northwest of 
the US, the original home of Rainier, dating back to 1879. It is based upon one of 
Rainier’s post-Prohibition recipes. Also in 2016 Pabst brought back Stroh’s Bohemian 
style Pilsner, based upon a late 1800s recipe. It marked the first time Stroh’s had been 
brewed in its hometown of Detroit since 1985. They also brought back Billy Dee 
Williams, an old spokesman for Colt 45, in a video advert for that brand. It struck a 
chord with young beer drinkers, as they talked about ‘sipping on my Billy Dee’ on 
social media (Schultz, 2016). 


The reason why retro-marketing and the reintroduction of old brands can so often 
be a successful brand strategy is that it taps into nostalgia for the past. There are two 
types of nostalgia, personal and historical. Personal nostalgia is linked to memories of 
personal experiences from the past, and it is likely to be ideally reconstructed 
(Mueling, 2011). Historical nostalgia reflects a general sense that things were better in 
the ‘good old days’. 

Generally speaking, we tend to retain more favourable than unfavourable 
memories of the past regardless of what the reality might have been. Linking brands 
to aspects of the past can, and often does, trigger positive emotional responses. In an 
fMRI study that looked at positive versus neutral autobiographical memories it was 


found that there was greater activity in the corticostriatal circuits of the brain (areas 
that are also associated with monetary reward) for the positive memories, and also an 
increase in positive emotional response (Speer, Bhanji, and Deigado, 2014). Positive 
associations and memories of the past, when linked to a brand, can have obvious 
benefits in building positive brand attitude. It has also been found that ‘nostalgia’ or 
retro brands will raise consumer mood and increase purchase intention (Orth and Gal, 
2012), all consistent with the neurological findings. 


CHAPTER SUMMARY 


In this chapter we have looked at branding strategy within a strategic 
context, placing them within the broader framework of product and brand 
portfolio management. The fundamental questions that must be asked 
when considering a change in branding strategy were addressed: does it 
make strategic sense; does it ‘fit’ in terms of a brand’s equity; and will it 
be profitable? We looked at brand stretching and how an evaluation of 
both category and brand development can help suggest how a manager 
makes brand stretching decisions. We also looked at brand retrenching. 
Then we looked at what is involved in brand extensions, and discussed 
different ways of dealing with a brand extension strategy. Various 
advantages and disadvantages associated with brand stretching and 
retrenching were presented, and the fact that what begins as an 
advantage may end up a disadvantage. Finally, we looked at branding 
strategy in light of postmodern thinking and the emergence of 
metamodernism, and the role of nostalgia in retro-marketing. 


DISCUSSION QUESTIONS 


1 How do product and brand portfolio management influence the 
development of brand stretching and retrenching strategy? 


2 Identify a recent merger or acquisition and discuss how it influenced 
the company’s portfolio strategy. 
3 Discuss the idea of brand hierarchy and its role in branding strategy. 


4 What criteria are important when making a brand stretching or brand 
retrenching decision? Are some of these criteria more important than 


others? 

5 Think of two or three brands you feel are likely candidates for brand 
stretching, and discuss why and in what direction you think it would 
make sense for them to ‘stretch’. 


6 Pick two or three brands that you feel could not or should not be 
stretched, and discuss why. 


7 How does the concept of a master brand fit with retrenching? 

8 Discuss the difference between a brand extension and a line 
extension. 

9 When does it make more sense to use a Source rather than endorser 
branding strategy, and when an endorser rather than source? 

10 When can a brand extension advantage become a disadvantage? 

11 How can postmodern theory influence brand stretching strategy? 

12 Contrast metamodernism and postmodernism and indicate how it 

could influence branding strategy. 

13 Discuss the role of nostalgia in retro-marketing 

14 Find examples of advertising where the brand is using a nostalgia 
appeal, and discuss whether it is relying upon personal or historical 
nostalgia, and if it is likely to be effective 


CASE STUDY 


The white stuff: how advertising helped stretch Hovis without 
breaking it 


Hovis, a brand owned by British Bakeries, moved into the white bread 
sector in 1991. This movement would have threatened Hovis’ original 
values and the reputation for homely brown bread; yet, it successfully 
transferred Hovis from a brown bread specialist to a bread leader. This 
case demonstrates how British Bakeries capitalized on its Hovis brand 
by guiding it safely into uncharted territory: the white bread market. 

In 1886 Hovis started its life as ‘Smiths Patent Germ Bread’. This 
was soon changed to Hovis from the Latin ‘hominis vis’ (strength of 
man) which was used to symbolize wheatgerm bread, bread that was 


related to Hovis’ original idea of nutrition and health. Advertising 
played a strong role in the growth of the brand and many famous 
campaigns have been associated with Hovis over the years. In 1916 
‘Don’t say brown, say Hovis’; in 1936 ‘Have you had your Hovis 
today?’; in 1954 ‘Hovis is the slice of life’. All in all, perhaps the most 
famous advertising of all for Hovis started in 1973 (and lasted for 20 
years thereafter) when the ‘Boy on the Bike’ campaign first appeared 
executing the thought and the line: ‘Hovis. As good for you today as 
it’s always been.’ 


No other food is as integral to the British diet as a loaf of bread. It 
was a massive market worth just under £2 billion, or 60 million loaves 
a week. The problem was that bread is not something consumers think 
about very much because it is taken for granted. With the notable 
exception of the small speciality bread sector (£100m) it is a habitual 
purchase and little time is spent at the bread fixture. 60% of the total 
market was own label and branding appeared to be pretty 
unimportant, especially in the huge standard white sliced sector which 
was very close to being a classic commodity market. There was, 
however, an exception to this general rule within white bread—which 
represents 70% of the total market. This was the white premium 
sector, which is worth about £200 million, about 18% of total white 
bread value. It was created in the late 1980s with the launch of Allied 
Bakeries’ Kingsmill brand. British Bakeries followed with Mother’s 
Pride Premium, but they failed to gain sufficient distribution to 
challenge Kingsmill. In addition, against a background of decline in the 
natural environment of brown bread, the Hovis brand was capitalized 
on by British Bakeries as an opportunity for corporate growth. The 
company decided to use the strength of the Hovis brand to attack this 
important sub-market. In 1991, British Bakeries launched Hovis White 
—using the renowned brand to support a non-brown product for the 
first time. 


Yet Hovis’ entry to the white bread segment stimulated some 
concerns. These concerns were clear and significant: could a premium 
brand still remembered for ‘Don’t say brown, say Hovis’ take a step 
into territory seen as the very antithesis of all of Hovis’ homely, 
nutritious, and wholesome values without weakening its own character 
and strength? And would the white bread buyer see a Hovis White as 
a credible product? However, a number of factors conspired towards a 


Hovis White launch. First, research indicated that people lacked a 
meaningful grammar for understanding the bread-related terms, such 
as fibre, wheatgerm, and granary. Faced with such insecurity and a 
plethora of own-label products, consumers looked on Hovis as a 
trusted signpost, shorthand for good, reliable baking. Secondly, 
research also confirmed the new topography of the bread market, 
where discrete segregation was becoming a thing of the past as 
products like softgrain and mildbake blurred the traditional brown/white 
boundary. Thirdly, for British Bakeries it was imperative to secure the 
Mother’s Pride Premium listings and support one brand effectively 
against Kingsmill. The strongest brand to fight that battle (it was felt) 
was Hovis, which had potentially a more attractive franchise than 
Kingsmill. And finally, an AGB Repertoire Analysis confirmed that 85% 
of Hovis buyers were already buying white bread and over a quarter 
were purchasing Mother’s Pride. Following this thread, British Bakeries 
saw a huge growth opportunity available to turn Hovis into the 
definitive bread brand. Hovis’ first task, therefore, was to launch Hovis 
White as a credible product in its own right at the same time as 
reassuring existing Hovis (brown) consumers that their brand had not 
changed for the worse. 


Hovis White was launched in July 1991. The launch was supported 
by a new execution in the ‘Boy on the Bike’ advertising style called 
‘Stages In Life’, featuring an elderly Hovis enthusiast reminiscing 
about how he was brought up on Hovis from boy to man. Set in the 
present day it captured his memories of Hovis in his past life (using 
flashbacks); he says that Hovis has always been part of his life, so he 
will probably get used to the idea of a new Hovis white bread. The 
music, voice over, and filmic style were the same as the core ‘Boy on 
the Bike’ campaign. 


The initial burst of advertising lasted six weeks from 1 September 
until mid-October 1991. The advertising was not only very visible in 
itself, but contributed to a high degree of spontaneous awareness of 
the brand. More importantly, though, a range of evidence, qualitative 
and quantitative, suggested that the advertising, in communicating the 
historical antecedents of Hovis White, gave the new product a credible 
legitimacy—in the words of the qualitative debrief, it was a 
‘contemporary reaffirmation of a traditional ideal’. 


It was about the little boy who has grown up with Hovis brown 
bread, he was going into his desk to nick a bite of this sandwich, then 
again when he’s sitting on a stone wall, then again when he’s an old 
man, | think he’s with his wife and he’s now eating Hovis white bread. 
That Hovis can change with the times. That they are willing to try new 
things. 

24, DE/Millward Brown 


They were advertising white Hovis. This old boy said he had had 
Hovis all his life and was amazed to find they were producing white 
Hovis; he thought he might get used to it. That they were up to date 
and white Hovis is as good as brown. 


61, AB/Millward Brown 


Hovis now makes a white loaf that is made with all the quality and 
goodness that Hovis has always had. 


MI Qualitative Research 


Within a market that was essentially flat, Hovis White made an 
immediate sales impact. It not only recovered the Mother’s Pride 
Premium sales base, but rapidly exceeded it. Despite being massively 
outspent by its chief rival in the premium white sector, the Hovis White 
commercial succeeded in announcing a new, unexpected Hovis 
variant at the same time as representing essential Hovis 
characteristics in a more modern and universally relevant tone. Within 
three months Hovis White achieved a 3% share of the market and was 
approaching Kingsmill on 5% (the gap might have been eroded more 
quickly were it not for Kingsmill’s barrage of advertising throughout the 
Hovis White’s launch period). Within eight months, Hovis stood as the 
biggest single brand in the bread market. Moreover, the brand reached 
its proposed positioning, having bona fide (premium) white credentials 
based on popularity and family acceptability alongside the inherited 
(brown) values. A subsidiary benefit was that the Hovis Brown image 
also showed a positive response to the Hovis White advertising. 


The ideal brand is one where the link between brand values and 
product values is seamless. That Hovis has succeeded as the 
strongest, most durable brand in the market is a direct result of the 
way in which advertising has built a formidable bridge between brand 
and product values. It has been argued that, as well as retaining 


endangered distribution from its British Bakeries stablemate, the Hovis 
White advertising has successfully announced a new and unexpected 
Hovis variant at the same time as representing essential Hovis values 
in a more modern and universally relevant tone. Nevertheless, it 
achieved this balancing act without jeopardizing its heritage or 
credibility. More than this, it reinforced and rejuvenated its past in a 
way that only hindsight could consider straightforward—and this while 
being spectacularly outspent by its main competitor. The brand’s 
business base now caught up with the power of its imagery and 
identity. 

Sources: WARC, IPA Effectiveness Awards 1992, The White Stuff: How Advertising 
Helped Stretch Hovis Without Breaking It, by Anthony Tasgal (Historical information is 
referenced from WARC, Relaunching the white loaf from the brown bread company, 
1996, by Mo Fisher.) Edited by Hazel H. Huang. 


CASE STUDY QUESTIONS 


1 What were the possible reasons for British Bakeries’ launch of 
Mother’s Pride Premium before Hovis White? 


2 What were the advantages and disadvantages of British Bakeries’ 
determination to launch Hovis White? 


3 How did the advertising help Hovis gain credentials in the white 
bread sector and reinforce its inherited values in the brown bread 
sector? 

4 What is the difference between Hovis positioning itself as a brown 
bread specialist and then as a bread expert? How did the change 
in position help Hovis to break through its concerns regarding 
launching Hovis White? 
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Introduction 


People deliver brand strategy. Brand managers are fundamental to the design, 
conception, and communication of a product. Others employees are involved too, for 
instance retail staff in a store, the telephonist at a call centre, even the delivery person 
that brings your product to your door. The focus of this chapter is on people in the 
organization, employees who manage the brand touchpoints between firm and 
customer. We will discuss these special considerations and the implications for 
creating a bond between the employees and the brand as well as the role of corporate 
culture and strategic vision. 


Managing brand touchpoints 


A touchpoint is all the different ways that a brand interacts with and makes an 


impression on customers and other stakeholders, in particular on employees (Davis 
and Longoria, 2003). Brand touchpoints can be categorized into the pre-purchase 
experience, the purchase experience, and the post-purchase experience, and sum to the 
total experience of a customer with a brand. These touchpoints can be identified and 
located in a touchpoint chain that can be managed over time to deliver dynamic 
customer experience programmes guided by market data to focus on those 
interactions that have maximum impact on customer perceptions (Hogan et al., 2005). 


Employee behaviour has been identified as the most influential factor in shaping 
consumers’ perceptions of their most- and least-preferred service brands, and as 
services are just as intangible for employees as they are for customers (Davis and 
Longoria, 2003) this underscores the vital importance of directing brand-building 
communications at employees as much as at customers. 


Managing brand touchpoints and the vital role of employees 


In a service context, brand touchpoints occur inevitably with frontline 
staff. The vision for the brand must therefore be communicated clearly 
to staff. There is nothing more damaging than a salesperson who 
cannot communicate the value a brand potentially presents to the 
customer. In a service setting that value is embodied in the way the 
employee delivers or supports an offering. Research shows that 
customers reward a firm indirectly through loyalty to frontline staff 
(Bove et al., 2009). Digital brand touchpoints are relatively new 
phenomena. These are online services, like product information apps, 
designed to enhance the in-store experience and thus bridge the gaps 
between online and traditional retail. For example, high-street retailers 
like Oasis, Warehouse, and Coast have installed iPads in store to help 
shoppers browse. 


Bunnings Warehouse is Australia’s leading hardware retailer and has recently 
launched into the UK after buying the Homebase stores. The retail giant has made its 
name on the back of low prices and, crucially, experienced and engaged staff. With 
over 90% retention of its workforce, a figure enviable across all sectors, the retail 
brand is able to maintain economies of experience from the boardroom to the retail 


floor. Bunnings is lauded for its employment of a diverse workforce that includes over 
a third of its 30,000 plus employees aged over 50. Employing older people has been 
hugely successful for Bunnings with many of these people highly skilled tradespeople 
who are no longer able to continue in physically demanding jobs but able to offer 
many years of experience to shoppers (Ross, 2017). What’s more, advertising in 
Australia and New Zealand, and now the UK, stars only its own employees. This has 
enabled Bunnings to make an authentic offering to the market based on the ethos that 
if the employees love it there must be something good about the company. This has 
not just happened through advertising, however. For instance, Bunnings is a leader in 
negotiating innovative and flexible workplace conditions. An example being 
employees able to receive an average weekly wage despite working variable hours 
according to slow and peak times. These factors are seemingly unrelated to brand 
management but they go a long way to improving staff morale and commitment to the 
brand. 


Another example is Radisson BLU, Europe’s largest upscale hotel brand with 170 
hotels and a total of 38,079 rooms across the continent (Reiter and Snehi, 2010). 
Owned by Carlson Companies and managed by The Rezidor Hotel Group, the brand 
has a strong commitment to customer service launching its ‘Yes I Can!’ service 
philosophy in 1995. In conjunction with its broader Diversity programme, the group 
has won a number of awards including 100 Best Companies for Working Mothers 
awarded by Working Mother magazine in 2001-4, 2006, 2007, and 2009 as well as 
Best Places to Work for Gay and Lesbian Equality awarded by Human Rights 
Campaign, 2006-8. A great deal of effort is devoted to brand enactments within the 
company, including the launch of a management school to deliver ‘Leading Yes I 
Can!’ training courses for managers, ‘Yes I Can!’ activity packages and tool boxes 
made available to all staff to encourage the spirit of the programme, and a ‘Gold and 
Diamond Anniversary Pin Program’ where one diamond is earned for every five years 
of involvement. The programme is clearly aimed at motivating staff and does so 
through multiple brand touchpoints to create for employees a lived experience with 
the brand. The aim is to translate words into practice and help Radisson BLU achieve 
its stated goal of 100% Guest Satisfaction (http://www.radisson.com). As we argued 
in Chapter 3, brand communications are about the production of meaning as opposed 
to the transmission of messages, and this has been developed into a semiotic model of 
multiple corporate brand enactments that occur each and every time an organization 
interacts with its employees and its customers (Leitch and Richardson, 2003). This is 
illustrated inFigure 12.1 


The key point in these examples is that the brand is co-created by its customers 
and the organization’s employees via service provision produced and consumed 


simultaneously and that this process is continuously evolving and can be a rather 
unpredictable process. Think of all the touchpoints in a Radisson BLU hotel 
experience; for example booking, front desk, room service, concierge, gym, 
restaurant, etc. So managing brand touchpoints is actually about managing meaning 
and this is a very complex process. We will discuss this further when we return to the 
idea of living the brand. 


An increasingly important brand touchpoint is the delivery person—known as the 
‘Last mile delivery’ experience. With people increasingly time poor and so many 
products purchased online, many customers’ first tangible contact with a brand is 
through the person who delivers the good or service to their door. Often the delivery 
company is a separate brand in its own right bringing a more complex management 
challenge to brand managers who must also rely on the strength of the delivery brand 
and their excellence in customer service. Questions which arise include; how positive 
or negative can a delivery experience be on the brand of product delivered? In 
addition, how important are prominent delivery brands like TNT, FedEx, and DHL to 
the overall brand experience? Intuitively these prominent brands may bring 
reassurance to customers but this is fertile area for future research particularly as 
online shopping becomes the norm. 


Multiple 
brand 
enactments 


Multiple 


s Multiple 
meanings 


relationships 


FIGURE 12.1 A semiotic model of corporate branding 


Digital brand touchpoints 


Digital brand touchpoints are attempts to close the gap between the online and the 
traditional retail experience using e-technology. Boots have an app which allows 
customers to search for further information about brands in-store, including other 
customers’ reviews. A survey by Deloitte’s (Digital Divide survey) revealed that more 
than a third of in-store purchases are influenced by digital touchpoints, with one in 


four shoppers spending more as a result (Pedrazolli, 2014). Companies are also 
beginning to use Chatbots as surrogate employees to deal with low-level service 
requests. These are electronic conversational interfaces, so while customers are 
interacting with a robot they are able to use natural language to do so. There are 
obvious cost advantages to Chatbots and they are able to provide consistent and 
accurate information around the clock. However, early research seems to indicate that 
they are most useful where the customer is already highly involved in the process and 
therefore informed of what they want and willing to learn to make best use of the 
technology (Shumanov, 2017). As more of these systems emerge, companies will face 
the challenge of providing nuanced response to customers. Brand managers will need 
to understand how this affects the brand. For instance, they may benefit the brand if 
customers desire a low cost offering and/or quick answers to simple questions. 
However, for more complex offerings where solutions often need to be negotiated, 
chatbots may negatively affect the customer experience. 


Chatbots: Effective for simple solutions 
Source:©Shutterstock/Zapp2Photo 


Corporate reputation: vision, culture, 
and image 


In order to understand the relationship between the organization and its employees we 
need to utilize concepts from organizational behaviour, in particular, the concepts of 


strategic vision and corporate culture. These concepts have been added to the familiar 
concept of corporate brand image and proposed as the foundations of corporate 
branding by Hatch and Schultz (2003), who articulate the need to manage all three 
simultaneously. 

Strategic vision expresses top Management’s aspirations for the company, while 
corporate culture involves the internal values, beliefs, and basic assumptions that 
embody the heritage of the company and the way that employees feel about the 
organization. Corporate image is the set of perceptions held by a range of stakeholders 
including customers, employees, stockholders, and the media. Together all three can 
be seen as components of corporate reputation: see Figure 12.2. 

The major influences on corporate image are employees, who in turn are 
influenced by management, but management may also have a direct influence on 
image through corporate communications. 
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FIGURE 12.2 Corporate reputation 


Vision—culture—image gap analysis 


Hatch and Schultz (2001) propose an alignment analysis model which identifies key 
problem areas where gaps arise between the component parts. They frame their 
Vision—Culture—Image gap analysis toolkit as a series of questions see Figure 12.3. 


A key issue in this analysis is understanding who are the organization’s 
stakeholders and what are their relative needs. 


* Vision-Culture Gap 
— Do employees know the vision? 
— Does the company practise what it preaches? 
— Does the vision inspire all the sub-cultures? 


Image-Culture Gap 

— What images do stakeholders hold of the organization? 
— How do employees and stakeholders interact? 

— What are the touchpoints? 

— Do employees care what stakeholders think? 


Image-Vision Gap 

— Who are the most important stakeholders? 

— What do they want? 

— Are you communicating effectively with them? 


FIGURE 12.3 Vision—Culture—Image gapanalysis 


Stakeholder groups 


A useful four-group typology has been proposed by Dowling (2001) of groups that 
may all have different functional and emotional relationships with an organization and 
therefore hold different perceptions of it. 


e Customer groups: Customers analysed by their needs into different needs-based 
segments. 

e Functional groups: Employees, trade unions, suppliers, distributors, service 
providers. 

e Normative groups: Government, regulatory agencies, stockholders, board of 
directors, trade associations. 

e Diffuse groups: The media, special interest groups, community members. 


Understanding an organization’s stakeholders 


It is critical for the firm to understand the importance of stakeholders 
beyond the customer. Qantas, Australia’s flagship airline, suffered 
significant brand damage in 2011 when it underestimated the 
response of an important employee group. Pilots protested at the 
decision to privatize some services and move key functions offshore, 
threatening to strike for the first time since 1966. 


Stakeholder orientations 


Not only are there many stakeholders, but each stakeholder group may be looking for 
very different things from the organization. Customers’ major interest may be service 
quality and reliability, whereas employees may be most interested in being able to 
trust the organization. Investors may be focused on credibility whilst community 
groups may be concerned about responsible behaviour. Analysing where to 
concentrate efforts can be helped by mapping stakeholders on a power/interest matrix 
(Johnson and Scholes, 2001) (Figure 12.4). 


LEVEL OF INTEREST 
Low High 


Minimal Keep 
effort informed 


Keep 
satisfied 


FIGURE 12.4 Stakeholder mapping 
Source: Adapted from Johnson and Scholes (2001) 


Whilst the Vision—Culture-Image gap analysis approach is a very useful way to 
understand issues that require attention, we will discuss some other approaches to 
corporate reputation management later. 


Vision—culture-image gap 
All great visions are manifest in a company’s culture. Brands like Muji 
have articulated this very well, by bridging the gap between what they 
want to be and what key stakeholders see them as. Muji’s philosophy 
is to create simple products at reasonable prices, by making the best 
use of materials and considering environmental issues. Their brand 
strategy is somewhat ironic, because their claim is to market no-brand 
products despite the corporate brand holding a strong meaning among 
employee, customer, and other stakeholder groups. 


Corporate culture and the corporate 
brand 


A seminal distinction between espoused values (what organizations may claim in 
mission statements) and values-in-use (how organizations actually behave) was made 
by Schein (1992) and underlines the idea that if the values underlying a corporate 
brand are to be ‘more than romanticism’ (Hatch and Schultz, 2003) they must be 
rooted in the lived experience of the employees. It is not sufficient simply to articulate 
the brand values to employees, but requires them to be involved in the development of 
the corporate brand values (de Chernatony, 2002). This means that to manage the 
corporate brand we also need to understand how employees make sense of their world 
and the role which symbols and stories play in this sense-making process 
(Czarniawska, 1997). It may be a comprehensive training programme or diamond 
anniversary lapel pins, as is part of Radisson BLU’s strategy that instils the right sense 
of corporate culture in an employee. However, seeing the boss on the factory floor, an 
open-door policy from senior management, charismatic speeches from the CEO, or 
even free food and bean bags in a ‘creative room’ may be just as effective. 


Organizational theorists argue that corporate stories are effective in motivating 
employees by achieving two fundamental outcomes: credibility and novelty (Barry 
and Elmes, 1997). Van Riel (2000: 164) maintains that credibility can best be 
achieved by corporate stories that are perceived by both internal and external 
stakeholders as ‘illustrations of the centrality and continuity of the organization’ while 
novelty has to express ‘distinctiveness compared with players in the same or a 
comparable league’. 

A further element in corporate culture which becomes important for the brand is 
the area of symbolic management, for example what does it mean to work for a 
certified B Corporation such as Ben & Jerry’s or Patagonia? A certified B corporation 
has met rigorous standards of social and environmental performance, accountability, 
and transparency. These ‘post-industrial organizations create emotional bonds and 
messages attracting and maintaining managers, employees, and network partners’ 
(Larsen, 2000: 203); and the corporate identity is symbolized by artefacts such as 
logo, name, style, and other emergent cultural symbols (Hatch and Schultz, 2000). 
Both of these corporations have used stories (e.g. Ben & Jerry’s once had a policy that 
no executive’s rate of pay could be in excess of five times an entry level employee’s) 
and symbols (e.g. the dairy cow or the flying fish) as a part of developing the 


corporate brand. However, they also pride themselves upon setting the corporate 
standard for social and environmental performance and this permeates all aspects of 
the brand. 


Developing corporate brand strategy 


In developing a corporate brand strategy, organizations have the same two basic 
alternatives of functional versus symbolic strategies. Different strategies may be 
appropriate for different stakeholder groups, for example customers may be most 
concerned about corporate ability to deliver quality products and services and thus a 
functional strategy is most appropriate; while employees and community groups may 
be most interested in socially responsible behaviour and thus a symbolic strategy may 
be most appropriate. 


Functional strategy 


The objective here is to build associations in the minds of stakeholders about the 
company’s expertise in products and services: such factors as superiority of internal 
research and development and the resulting technological innovation, manufacturing 
expertise, and customer orientation. For example, UPS makes claims about its supply- 
chain expertise and responsiveness, while Airbus emphasizes its non-stop innovation. 
Santander Bank, like many financial and consulting firms, uses the expertise of their 
employees. In particular, perceptions about an organization’s innovativeness and 
trustworthiness have a marked effect when the purchase is considered to be of high 
risk, for example in expensive or high-technology markets (Gurhan-Canli and Batra, 
2004). 


Basic factors important in the functional strategies discussed in Chapter 9 are also 
relevant to corporate brand strategies, with salience and differentiation being key. 


Brand salience 


Dominating the mindspace of the market is vital for many corporate brands, and 
advertising and promotions play an important role here, as do word-of-mouth, media 
mentions, and, increasingly, the internet and blogs. Sponsorship of sports and cultural 
activities can play a part in building and maintaining brand awareness with 
stakeholders, but perhaps its greatest role is with employees (Hickman et al., 2005) 
and we will discuss this later. 


Differentiation 


Perceptions of differentiation are just as important for corporate brands as for product 
brands, and the same factors discussed in Chapter 8 are vital here: that the brand is 
different from other brands, that this point of difference is unique to the brand and 
distinctive in that it is worth paying for. Increasingly, it appears that symbolic 
strategies that focus on emotional aspects may offer the most scope for differentiation. 


Symbolic strategy 


Although the 15 approaches to symbolic brand strategy discussed in Chapter 8 can all 
be applied to corporate brands, particularly brand mythologies, we want to focus on 
developing emotional connections to stakeholders through corporate stories and 
symbols and through sponsorship. 


Stories 


Organizations are essentially storytelling systems, in which stories are ‘the preferred 
sense-making currency of human relationships among internal and external 
stakeholders’ (Boje, 1991). Based on narrative theory, Barry and Elmes (1997) argue 
that successful stories can obtain credibility by the use of materiality, that is they 
become effective if conveyed in physical modes, for example video or PowerPoint; 
however they also suggest that the most significant organizational discourse is 
communicated verbally, as is also argued by Boje (1991). A further aspect of 
credibility through materiality is by reference to the everyday life of the CEOs as 
human beings. There is evidence to suggest that senior management associate past 
organizational performance with a CEO’s charisma (Agle et al., 2006; Rule and 
Ambady, 2008). Those who are both willing and able to use themselves in publicity 
for the organization allow stakeholders to identify more closely with the company; for 
example Richard Branson of Virgin or Jill Sander of Jill Sander fashion house enabled 
the companies to take on a human face. It is suggested that over time, as organizations 
become more interdependent, corporate stories may shift away from a focus on the 
company in isolation towards a more communitarian focus on relationships with 
others. When building a corporate story, the question of authenticity becomes an 
important factor. Its basis must be in real past experiences. 


Corporate stories 


Stories are powerful ways to communicate a set of ideas or values 
about a brand. The best are simply understood and can evoke 
emotional responses. Their impact resides not only in the content, but 
also in the way the story is told. In Chapter 3 we discussed emotion- 
based decision making and the importance of symbolism as an 
expression of something that cannot be fully articulated. Corporate 
stories can also be symbolic and are ways of expressing something 
about the brand that cannot be produced in a company document. 
Furthermore, they hold an authenticity born out of past experiences at 
the firm. Importantly, they can also be retold again and again as well 
as by others. 


Authenticity and credibility 

Beyond basing the story on the realities of the organization and simply telling the 
truth, what is required is to communicate transparency and integrity to stakeholders 
(Ind, 2003). Moore (2003: 116) argues that authenticity can be achieved by under- 
promise and describes the TV documentary series Airline, which features the 
everyday problems of ground staff handling easyJet customers and their problems: 
‘With no investment in CRM and frequent-flyer pseudo-loyalty, they seem to have 
created a more realistic relationship with customers.’ There is evidence that credibility 
for a wide range of organizations in different markets can be enhanced through 
emotional perceptions of openness (Maathuis et al., 2003). In an industry study, 
conducted by Opinion Research Corporation, employees were twice as likely to 
engage in extra role behaviour for the company and four times as likely to recommend 
it to others when difficult decisions were communicated transparently (Princeton, 
2009). 


Developing emotional connections to stakeholders through 
corporate stories, symbols, and sponsorship 


Carolyn O’Hara (2014) outlines expert advice on how to tell a great 
story. Quoting Nick Morgan’s book on Power Cues she asserts that 
stories create ‘sticky’ memories by attaching emotions to things that 


happen, the following advice is offered: 


e Start with a message ‘What is the core moral that I’m trying to 
implant in my team?’ and ‘How can | boil that down to a 
compelling single statement?’ 


e Mine your own experiences: Share personal details that illustrate 
your vulnerability, failure, and barriers overcome to appear 
authentic and accessible. 


e Don’t make yourself the hero ‘make the audience or employees 
the hero,’ 

e Highlight a struggle—a market challenge, conflict overcome 

e Keep it simple—remove needless detail 

e Practice makes perfect—with friends and family first. 


pa 


Symbols 

Symbols ‘have the power to encapsulate the senses ... the symbol can in a magical 
way summarize the idea of an entire corporation’, and a corporate brand and visual 
identity can become a rallying point for staff: ‘Employees, wherever they lived and 
worked, whatever their social, cultural, or religious background, could identify with 
the whole enterprise’ (Olins, 1989: 73, 82). Southwest Airlines is known for its strong 
employee culture and focus on customer experience. This is symbolized by the 
Southwest Heart, which inspires the culture. The symbol is backed up by the lived 
experience of employees and customers. The brand recently announced, for example, 
that it would have live music on some flights. Further, it regularly surprises customer 
and employees with opportunities like celebrity appearances and performances. For 
instance, when announcing its new route from Dallas’ Love Field to Orlando 
International Airport it collaborated with Disney World Resort to have the acapella 
group ‘Dapper Dans’ perform outside the gate and on the plane. Mouse Ears and 
Mickey Mouse-shaped treats were given to passengers and they received 
complimentary tickets to Mickey’s Not-So-Scary Halloween Party. In another 
initiative, Southwest launched All-Star Employees inviting Orlando Magic basketball 
stars to spend the day working with employees and looking after customers. They also 
give coupons known as ‘Kick Tails’ to frequent flyers that can be used to reward 
employees who provide excellent service. Employees can redeem the codes on the 
back for raffles and prizes. The tactics support a strong, positive culture among 
employees at Southwest and this has enabled the brand to establish a positive and 


caring position in the eyes of its target travellers. 


& a 


The Southwest Heart is a strong example of symbolism 
Source: Courtesy of Southwest Airlines 


Clearly symbols are not just visual devices which represent the corporate identity, 
they also include symbolic behaviour by management and employees. The old idea of 
‘walking the talk’ (Peters and Waterman, 1982) is a vital factor in building the 
corporate brand inside the organization, as is also attested to by Collins and Porras 
(1998) in their study of visionary companies driven by a core ideology that also had to 
be performed symbolically. Leadership behaviour matters and we will come back to 
this when discussing living the brand. 


Sponsorship 


Despite the huge amount of money spent by organizations in sponsoring sports and 
cultural events, there is little research that demonstrates that it has a long-term effect 
on the corporate brand. However, studies of sports sponsorship point to its potential 
role in building positive perceptions in both customers and other stakeholders, but 
particularly employees. Customers can form positive attitudes towards a brand, more 
likely to occur as identification with the sponsored team increases (Madrigal, 2000). 
Employee morale can be improved by sports sponsorship and it works as a form of 
internal communication, altering and enhancing a company’s culture at different 
levels of the organization, helping management to communicate company values of 
‘strength’ and ‘winning’ to employees, and creating a bond between frontline 


employees and customers (Hickman et al., 2005). 


Living the brand 


As has just been illustrated, building a corporate brand demands that major attention 
be paid to employees, bringing them along with the brand strategy so that they 
understand it, believe in it, and also practise it in their behaviour towards customers 
and other stakeholders. ‘Living the brand’ (Ind, 2001) means transforming every 
member of the organization into a brand champion. This is not an easy task. A survey 
of US employees found that they believed that ‘only 66% of company leaders are 
trying to do what is best for their customers, and even fewer, only 44%, believed 
corporate leaders are trying to do what is best for their employees’ and 19% are 
‘actively disengaged’ from their employer (Gallup, 2002). As mentioned in our 
discussion of symbols, leadership behaviour is very important. Evidence suggests that 
a transformational approach, whereby employees’ values and goals are aligned with 
the organization’s, is more effective than a transactional approach, where contingent 
rewards are specified and employees are rewarded for achieving particular 
organizational goals (Morhart et al., 2009). Internal branding communications are also 
part of the answer, and Mitchell (2002) outlines some key principles. He suggests that 
people have limited tolerance for branding and visioning initiatives, but at certain 
‘turning points’ when the company is facing challenge or change, employees are 
seeking direction and an internal branding campaign ‘can direct people’s energy in a 
positive direction by clearly and vividly articulating what makes the company 
special’. 

Internal and external messages have to be linked in ‘two-way branding’ that 
harmonizes the employees’ experience of the brand with what customers are being 
told. An example is IBM’s e-business campaign, which was not aimed just at potential 
customers and other external stakeholders but was just as much aimed at bringing 
employees to the idea of the internet as the future of technology. He points out that 
employees have brand ‘touchpoints’ too and that their everyday experiences with the 
company must be managed to ensure that the brand strategy, and the research behind 
it, informs their actions. Here symbolic management practices play an important role, 
as does the company policy. For example, Zappos, the online retailer, allow 
employees to offer $50 vouchers to others that they see performing extra role 
behaviour like going beyond the call of duty in customer service (Rhatigan, 2016). 
Further, the award-winning US convenience store chain QuickTrip’s customer service 
appraisal system and the reward structure emphasize the team performance in 
satisfying and delighting customers. ‘If a mystery shopper is especially impressed 


with a particular employee, everyone on staff at the store during the shift receives a 
bonus, because the company believes that individual rewards would undermine the 
message that all employees contribute to the customer’s experience’ (Bendapundi and 
Bendapundi, 2005). 


Internal brand communications and living the brand 


Employees live the brand when its values align with their own and 
they are able to embrace its raison d’étre. This means more than 
implementing the correct communication strategy. It informs how they 
think about new ideas and how they communicate informally about 
their work to others. It is an internalized notion of what the brand 
means—allowing people to story-tell, understand, and communicate 
its relevance to different situations. 


The employer brand 


An organization that has a strong brand can use the brand to attract and retain 
employees: ‘Developing an “employer brand” is increasingly seen as a winning 
strategy for managing all aspects of employee relationships’ (Economist, 2001). It can 
reduce the costs of employee acquisition, improve the relationship between 
employees and employer, extend the average length of employee retention, and allow 
companies to attract high-calibre staff at lower salaries than competitors with weaker 
employer brands (Ritson, 2002). McKinsey Consulting, itself a formidable employer 
brand, advocates that employers must think of recruits as customers and use 
sophisticated market analysis techniques to identify key rivals and what corporate 
attributes matter most to specific types of recruits (Hieronimus et al., 2005). Similarly, 
Deloitte set out to recruit the best talent by show casing what its current employees 
were capable of achieving. They launched the Deloitte’s Film Festival encouraging 
employees to make short videos to demonstrate why their firm was exciting (Sullivan, 
2017). The Marriott Hotel Group has since done the same. In what may be one of the 
more innovative/outrageous approaches to demonstrate an employer brand, Kiwi.com, 
a hi-tech travel company, flew an aerial drone outside competitor software developers 


offices with the banner ‘smart people wanted’ (Sullivan, 2017). The key point is that 
the strategy highlights the actual employee experience at touchpoints through the 
employment life cycle. 


Managing the corporate brand 
image/reputation 


A critical approach to measuring and managing corporate brand image/reputation is 
proposed by Dowling (2001: 212), who recommends going beyond the ‘scorecard’ 
approach of the Fortune Most Admired Companies survey, or its equivalents, to 
collect as much information as the budget will allow on detailed measures of the 
images and reputations held by various stakeholder groups of the organization and its 
competitors, and ‘an indication of the characteristics of an ideal organization’ in the 
relevant industry. From here, the management process is to close any identified gaps 
through managerial action and then use communication to change the perceptions of 
the stakeholder groups. 

The process of detailed measurement, monitoring, and management has been 
developed into a commercial poduct by MORI, whose Reputation Centre offers a 
research-based approach to understanding the views of key stakeholder groups, and 
the measurement and monitoring of perceptions over time. They have particular 
expertise at accessing the perceptions of government at both national and European 
level, which is a key issue for many multinational corporate brands. 


CHAPTER SUMMARY 


In this chapter we have focused on employees as brand touchpoints. We 
have emphasized the importance of employees in influencing customer 
perceptions of the brand, and how organizational culture can be 
developed. We have shown that corporate brand strategy must be 
appropriate for different stakeholder groups, and discussed the role of 
corporate stories, symbols, sponsorship, employer brands and managing 
corporate reputation. 


DISCUSSION QUESTIONS 


1 Why is the corporate brand so important to services? 
Why must brand-building communications be directed at employees? 


3 Why must brand touchpoints be more than the transmission of 
messages? 


4 How can brand salience be built for a corporate brand? 
5 What are the benefits of using employees in brand messaging? 


6 Why must the values underlying a corporate brand be rooted in the 
lived experience of the employees? 


7 How can an organization become an employer brand? 


CASE STUDY 


The IKEA home tour: turning employees into marketing stars 


N 


IKEAs latest brand ambassadors have been taken straight from its 
stores and transformed into content-marketing stars. ‘We've been 
doing branded entertainment for quite some time now,’ Alia Kemet, the 
US director/media at IKEA, reminded delegates attending Advertising 
Week 2015 in New York City. ‘And we’ve used celebrity chefs, and 
we've used celebrity designers, and celebrity actresses to talk about 
the value of IKEA. But while these efforts undoubtedly attracted 
eyeballs and attention alike, they did not always resonate deeply with 
the target audience. 


The brand set about identifying internal talent that mixed 
professional expertise with a camera-friendly style. One example was 
Elizabeth Spencer, a graduate from the Institute of Design and 
Merchandising in Los Angeles, and who worked at the firm’s 
Woodbridge store. Another was Keith Bradley, who spent five years 
manufacturing bespoke cabinets before joining IKEA. Joined by three 
similar colleagues, they became the figureheads for the first IKEA 
Home Tour. And to identify which issues they should help consumers 
solve, the brand asked shoppers to provide suggestions, before 
producing related content tackling a variety of these issues. 


The initial installment of the ‘Home Tour’—a platform developed 
with assistance from the Brownstein Group, Ketchum, MEC, and 
Ogilvy—spanned 13 residential ‘makeovers’, all brought to life by: 


e sharing 28 videos on Facebook, Google+, Twitter, and YouTube; 

e uploading pre- and post-transformation images on Instagram and 
Twitter; 

e showcasing every product used via a Pinterest board; 

e providing tips to consumers, such as through a Twitter ‘chat’; 

e offering additional details on IKEA's blog dedicated to design; 


° using paid media, from online banners and TV ‘vignettes’ to 
Pinterest activations. 


And the results included: 


e 5.6 million video views, with one million in the first month alone; 

e 794 million media impressions; 

e 339,000 engagements (e.g. shares, likes, and comments); 

e a7% increase in awareness—rising to 15% for Hispanic shoppers; 


e a1.6% uptick in store visits and 4.1% lift in sales while the ‘Home 
Tour’ was in-market. 


These totals beat the pre-campaign targets—and justified Kemet’s 
assertion that in-house brand champions could supply ‘a better story, 
because they're real, and they can tell it from their own beliefs’. As 
broader confirmation of the initiative’s success, the 22 ‘makeovers’ 
completed by mid-2015 together racked up 18 million views. 


‘It inspired so many people throughout our organization, where the 
people who are in the stores are rooting for the guy who came from 
the store in Miami to work on the IKEA Home Tour and he’s travelling 
around the country. So it really did something for morale. And the 
funny thing about it is everyone from the CEO to the co-worker got 
behind this IKEA Home Tour,’ Kemet said. 


Source1:Adapted from Warc, Article, Stephen Whiteside, Event Reports, Advertising 
Week New York, October 2015 


CASE STUDY QUESTIONS 


1 Why do you think IKEA employees are so attractive to their target 
market? 

2 What other brand touchpoints can be delivered by IKEA’s 
employees? 

3 Would a campaign like this help to close the vision-culture gap? 
What other positive benefits might it have for the company? 


FURTHER READING 


* The nature of services and the special challenges posed for their 
marketing is discussed by C. Gronroos (2000), Service Management 
and Marketing, 2nd edn, Chichester: John Wiley. 

+ A comprehensive text about corporate reputation is Becker-Olsen, 
K.L., Cudmore, Becker-Olsen, K.L., Cudmore, B.A,. and Hill, R.P. 
(2006), ‘The impact of perceived corporate social responsibility on 
consumer behavior’, Journal of Business Research, 59, 1, 46-53. 


+ AUS approach to corporate reputation is given by C. Fombrun (1996), 
Reputation: Realizing Value from the Corporate Image: Cambridge: 
Harvard Business School Press. 


Test your understanding of this chapter and explore the subject further using our online 


oO resources available at 
www.oup.com/uk/elliott_percy4e/ 


Agle, B. R., Nagarajan, N. J., and Srinivasan, J. (2006), ‘Does CEO charisma matter? An 
empirical analysis of the relationships among organizational performance, environmental 
uncertainty and top management perceptions of CEO charisma’, Academy of 
Management Journal, 49, 1, 161-74. 

Barry, D. and Elmes, M. (1997), ‘Strategy retold: Toward a narrative view of strategic 
discourse’, Academy of Management Review, 22, 2, 429-52. 


Bendapundi, N. and Bendapundi, V. (2005), ‘Creating the living brand’, Harvard Business 
Review, May, 83, 5, 124-32. 

Boje, D. (1991), ‘The storytelling organization’, Administrative Science Quarterly, 36, 106-26. 

Collins, J. and Porras, J. (1998), Built to Last: Successful Habits of Visionary Companies, 
London: Random House. 

Czarniawska, B. (1997), Narrating the Organization: Dramas of Institutional Identity, Chicago: 
University of Chicago Press. 

Davis, S. and Longoria, T. (2003), ‘Harmonizing your touchpoints’, Brand Packaging, 
January/February, 17—23. 

De Chernatony, L. (2002), ‘Would a brand smell any sweeter by a corporate name?’ Corporate 
Reputation Review, 5, 2/3, 114-32. 

Dowling, G. (2001), Creating Corporate Reputations, Oxford: Oxford University Press. 

Gurhan-Canli, Z. and Batra, R. (2004), ‘When corporate image affects product evaluations: The 
moderating role of perceived risk’, Journal of Marketing Research, XLI, 197—205. 

Hatch, M. and Schultz, M. (2000), ‘Scaling the Towers of Babel: Relational differences between 
identity, image and culture in organizations’, in M. Schultz, M. Hatch, and M. Larsen (eds), 
The Expressive Organization, Oxford: Oxford University Press. 

Hatch, M. and Schultz, M. (2001), ‘Are the strategic stars aligned for your corporate brand?’, 
Harvard Business Review, February, 129-34. 

Hatch, M. and Schultz, M. (2003), ‘Bringing the corporation into corporate branding’, European 
Journal of Marketing, 37, 7/8, 1041-64. 

Hickman, T., Lawrence, K., and Ward, J. (2005), ‘A social identities perspective on the effects 
of corporate sports sponsorship on employees’, Sports Marketing Quarterly, 14, 3, 148— 
57. 

Hieronimus, F., Schaefer, K., and Schröder, J. (2005), ‘Using branding to attract talent’, 
McKinsey Quarterly, 3, 12-14. 

Hogan, S., Almquist, E., and Glynn, S. (2005), ‘Brand building: Finding the touchpoints that 
count’, Journal of Business Strategy, 21, 11-18. 

Ind, N. (2001), Living the Brand, 2nd edn, London: Kogan Page. 

Ind, N. (2003), ‘A brand of enlightenment’, in N. Ind, (ed.), Beyond Branding, London: Kogan 
Page. 

Johnson, G. and Scholes, K. (2001), Exploring Corporate Strategy, London: Prentice Hall. 

Larsen, M. (2000), ‘Managing the corporate story’, in M. Schultz, M. Hatch, and M. Larsen 
(eds), The Expressive Organization, Oxford: Oxford University Press. 

Leitch, S. and Richardson, N. (2003), ‘Corporate branding in the new economy’, European 
Journal of Marketing, 37, 7/8, 1065-79. 

Maathuis, O., Rodenberg, J., and Sikkei, D. (2003), ‘Credibility, emotion or reason?’ Corporate 
Reputation Review, 6, 4, 333-45. 

Madrigal, R. (2000), ‘The influence of social alliances with sports teams on intentions to 
purchase corporate sponsors’ products’, Journal of Advertising, XXIX, 4, 13-24. 

Mitchell, C. (2002), ‘Selling the brand inside’, Harvard Business Review, January, 80, 1, 99— 


105. 
Moore, J. (2003), ‘Authenticity’, in N. Ind (ed.), Beyond Branding, London: Kogan Page. 


Morhart, F. M., Herzog, W., and Tomczak, T. (2009), ‘Brand specific leadership: Turning 
employees into brand champions’, Journal of Marketing, September, 73, 122-42. 


Pedrazolli, P. (2014), ‘Connecting touchpoints: how multi-touch technology improves customer 
engagement’, Market Leader, 4, 15-16. 

Princeton, N. J. (2009), ‘Effective communication positively impacts employee motivation 
levels, employee advocacy latest Ouch Point Survey from Opinion Research Corporation 
suggests’, Business Wire, 9 March, http://www.businesswire.com/portal/site/google/? 
ndmViewld=news_view&newsld=20090309005073&newsLang=en. Last accessed 17 
July 2010. 

Olins, W. (1989), Corporate Identity, London: Thames & Hudson. 

Peters, T. and Waterman, R. (1982), In Search of Excellence, New York: Harper and Row. 

Reiter, C and Snehi, R. (2010) ‘Radisson is Europe’s largest upscale hotel brand’, Press 
Release: The Rezidor Hotel Group, 29 March, http://www. investor.rezidor.com/. Last 
accessed 17 July 2010. 

Rhatigan, C. (2016) ‘These 4 Companies Totally Get Employee Recognition’ T/NYpulse, 
https://www.tinypulse.com/blog/these-4-companies-totally-get-employee-recognition Last 
accessed 20 October 2017. 

Ritson, M. (2002), ‘Marketing and HR collaborate to harness employer brand power’, 
Marketing, 24 October, 18-21. 

Ross, D. (2017), ‘Employers urged to follow Bunnings’ lead and hire older workers’, 
smartcompany, https:/Mwww.smartcompany.com.au/people-human-resources/recruitment- 
hiring/employers-urged-follow-bunnings-lead-hire-older-workers/. Last accessed 29 
October 2017. 

Rule, N. O. and Ambady, N. (2008), ‘The face of success: Inferences from Chief Executive 
Officers’ appearance predict company profits’, Psychological Science, 19, 2, 109-11. 

Schein, E. (1992), Organizational Culture and Leadership, 2nd edn, San Francisco: Jossey- 
Bass. 

Shumanov, M. (2017), ‘To bot or not to bot’, Presentation at: Theory in Practice in Marketing 
Conference, Darden Business School, University of Virginia, 10-12 2017. 

Sullivan, J. (2017), ‘12 Innovative recruiting strategies that savvy companies are Using’, 
Linkedin Talent Blog, https://business.linkedin.com/talent-solutions/blog/recruiting- 
strategy/2017/12-innovative-recruiting-strategies-that-savvy-companies-are-usi. Last 
accessed 30th October 2017. 

Van Riel, C. (2000), ‘Corporate communication orchestrated by a sustainable corporate story’, 
in M. Schultz, M. Hatch, and M. Larsen (eds), The Expressive Organization, Oxford: 
Oxford University Press. 


Index 


20th Century Fox 229 
250 brand communities 82 


A 


AB InBev 99, 288-9 
Abercrombie & Fitch 294-6 
Acne 81 
active customer, evolution of the 263-5 
Ad block Plus 148-9 
added value 99-101 
Adidas 26, 272, 308 
adolescent sensitive period 62, 207 
advergames 145 
advert blocking 148 
advertising 
attitude 138-43 
awareness 107 
banner adverts 148 
beliefs 232-3 
benefit 140 
blocking 148-9 
brand attitude creative tactics 139-43 
brand message delivery 143-53 
communication 125-57 
digital media 144 
discursive elaboration 58-9, 60 
effects, uncovering unexpected advertising 189-90 
emotions 140 
equity 114, 126 
functional brands 241 
gay market 216 
gender 81 
guilt 36 
hindsight bias 36 
immediate action 127 
informational advertising 138-9, 142, 188 
innovation and high-level technology 268-9 
internet 145-6, 270 


involvement 58-9 
learning 13 
literacy 58-9 
loyalty 114 
mediated experience 60 
mobile marketing 147-8 
narrative identity theory 54 
new use situations 241 
non-verbal imagery 33 
nostalgia 208 
‘open’ adverts 64 
performance 5, 189-90 
personal meanings 203-11 
quantities 241 
recall testing 184 
refusal of other tastes 34 
salience 241, 324 
social interactions, initiating 58, 59 
social media 270 
Storm Spot ads 241 
symbolic brands 57—64, 202-3 
tactical media scheduling 241 
taste and occasion suitability positioning 189 
transformation 138—42, 187-8 
viral campaigns 252-3 
web-video adverts 145 
advocacy campaigns 29 
affect choice model 26 
affect program theory 24 
Aikido brands 86-8, 210 
Air Jordan 308 
Airbus 324 
Alberto Natural Silk Shampoo 233 
alternative humour 74 
Amazon 90-1, 213, 239, 240, 289, 290 
Kindle 230 
American Doll brand 59 
anchoring rule 12 
Andrex puppies 154-7, 180, 227 
anger 24 
Anheuser-Busch 232, 265, 288, 301 
Anheuser-Busch Bud 99 
animism 204 
annual reports 143 
anthropomorphism 204 
anxiety 25, 35-6, 261 
apparent reality, law of 29, 32 
Apple 34, 82, 211, 216, 239, 256-7, 258, 264, 268, 269 
apps 13, 147, 148 
Arctic Home campaign 238 
Argos 274-6 
Ariel 174 


Armani 299 

Asahi 214 

assimilation versus isolation 260 
associations, see brand associations 
Aston Martin 211 

AT&T 148 

Audi 256, 283-4 

audits 163-5 

Austria Solar 143 

authenticity 84—5, 140, 212, 325-6 
availability rule 12 

avatars 272 

avoidance strategies 260, 261 

Avon 210 

awareness of brands, see brand awareness 


B 


B&O 111 
B2B, see business-to-business 
‘baby is sick, baby is well’ campaigns 35-6 
Badoit 172 
banner adverts 148 
Barbie 301 
Beats Electronics 269, 270 
behaviour 
leadership 327 
organizational behaviour 320, 324 
socially responsible behaviour 324 
symbolic strategy 327 
see also consumer behaviour 
behavioural brand equity 104 
behavioural targeting 145 
belief 11, 131-2, 232-3, 240 
Ben & Jerry’s 323, 324 
benefit 
advertising 140 
attitude 108, 140, 177-9 
category benefit 181 
cognitive structure 168—70 
competitors 168 
definition of benefit 132 
delivery 131-2, 194 
emotions 180 
equity 166, 167-70 
focus 132-3 
framing 133 
functional benefits 170 
image 167-8, 180-1 
innovation and digital media 255, 256, 270 
internet 143 


interrelationships 169-70 
laddering 168—70 
motivation 131, 132-3 
perception 132 
performance, tracking 187-8 
positioning 130-5, 179, 181, 225 
product category 168 
qualitative methods of measuring brand equity 166, 167—70 
quantitative research 177 
salience 225 
selection 131-2, 195 
delivery 131-2 
importance 131-2 
uniqueness 131-2 
social psychology of brands 5, 6, 7 
structure 166, 167—70 
uniqueness 131-2 
benefit structure 166, 167—70 
Bentley 283-4 
Best Buy 272 
Bestfoods 297 
beta tests 264 
BG Bank 111 
bias 36, 267 
Bic perfume 12 
big data 253 
Billabong 55, 86 
Birkenstock Clogs 54 
black culture 212 
blogs 147 
BMW 33, 132, 145, 150, 272, 304 
Body Firming 238 
Body Shop 291 
bonding 112, 207 
Boots 319 
Boss 299 
bots 149 
bottom-up processing 109 
BP 115 
brand anthropomorphism 204 
brand architecture 300 
brand associations 
beliefs 232-3 
brand name suggestiveness 230 
celebrities 230-2 
cognitive processing 40-1, 232 
colours 228-9 
corporate reputation 324 
crossmodal effect 229 
declarative memory 41 
differentiation 233 
emotions 40-3 


functional brands 228-32 
functional magnetic resonance imaging (fMRI) 41 
limbic system 40 
master brands 297 
measurement of emotion 42 
negative associations 41-2 
non-declarative emotional memories 40 
nostalgia 207 
positive associations 41-2 
phonological loop 230 
reputation 324 
shape 230, 231 
sound 229-30 
surrogate indicators 232 

brand attitude 
advertising 138-43 
benefit 108, 140, 194 
bottom-up processing 109 
building over time 188-9 
changing attitudes 112 
communication 127, 137—43 
creative tactics 139-43 
descriptions 108-9 
drive reduction and increase 128 
emotions 140 
equity 104, 106, 107-12, 115, 124, 137-8, 175-81 
expectancy-value model 177-9, 184-5 
extensions 303 
formation 106 
informational advertising 138-9 
involvement 127-8, 138, 139-40, 141-3 
loyalty 113-14 
memory 108-9 
mental brand equity 108-9 
motivation 137-43 
personality of brand 109 
positioning 128, 129-34, 177, 179 
positive attitude 113-14, 124-30, 179, 303 
pre-testing marketing communication 184-5 
product-related and non-product-related attributes 108 
quantitative research and measuring brand equity 176-81 
Rossiter—Percy grid 138-9 
strategic quadrants 138-9 
strategy 137-43 
structure of 177-9 
top-down cognitive justifications 109, 142 
transformational advertising 138-42 
use 175-81 
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advertising 107 
brand equity 134 
building awareness 124, 130, 134-7 


category needs 136 
celebrities 230 
communication 124, 130, 134-7 
competitive advantage 106 
corporate reputation 324 
equity 104, 106-7, 171-5 
extensions 303, 304 
familiarity 106, 134 
friend, brand as a 206 
functional brands 224-5 
innovation and digital media 260 
intentional brand purchases 107 
memory 107 
name recognition 107, 135 
performance, tracking 187 
personal meanings 206 
point of purchase 135 
positioning 130, 133, 134 
preferences 173-4 
pre-testing marketing communication 184, 185-6 
quantitative research and measuring brand equity 171-5 
recall 107, 135-7, 172-3, 185-6, 231 
recognition 107, 135, 136-7, 172-3, 185-6 
reputation 324 
routinized response behaviour 135 
salience 171-3, 185 
strategy 134-7 
symbolic brands 201 
trials 187 
unconscious 225-33 
users 173 
see also brand salience 
brand communication 123-60 
advertising 125-57 
attitude 127, 137-43 
audits 163-5 
awareness 124, 130, 134-7 
case study 154—7 
consumer franchise building promotions 127 
definition of brand 124 
employees 328 
enhancement 257 
equity 124 
horizontal communication 259 
immediate action 127 
innovation and digital media 257, 259, 264 
integrated marketing communication (IMC) 127 
internal communication 328 
involvement 127-8, 138, 139-40, 141-3 
label 124, 134 
loyalty to brand 124 
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nature of brands 124-34 
packaging 225 
positioning of brands 129-34 
pre-testing marketing communication 184—6 
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recognition 225 
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strategy 124-53 
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touchpoints 318 
vertical communication 259 
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brandfests 82, 215 
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community engagement 83 
cultural meaning systems and brands 82-3 
engagement practices 265-6 
horizontal communication 259 
impression management 83, 265 
innovation and digital media 265-6, 269 
loyalty 215, 265 
missionaries 215, 265 
moral responsibility 82 
seeding 266 
shared consciousness, rituals and traditions 82 
social integration 215 
social networking 83, 265 
social practices 265 
symbolic brands 215 
touchpoints 269 
use of brands 83 
value, encouraging 82-3 
brand development indexes (BDIs) 293-4 
brand ecology 206-7 
brand equity 97-122 
added value 99-101 
advertising 114, 126 
attitude 104, 106, 107-12, 115, 124, 137-8, 175-81 
audits 163-5 
awareness 104, 106-7, 134 
behavioural brand equity 104, 108, 162 
bonding 112 
brand message delivery 145 
brand portfolio management 289 
case study 118-20, 191-4 
cause-related marketing 238 
commitment 163 
communication 124 


components 177 

consumer-based brand equity (CBBE) model 104 

consumer perspective 101, 102, 103-14 
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emotions 104, 105-6, 117 

expectancy-value model 177-8 

extensions 290, 300, 303, 306-8 

financial perspective 101-3 

fit 291, 292 

functional perspective 117 

hierarchy of brands 286-7 

image ownership 180-1 

innovation and digital media 268 
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loyalty 104—5, 106, 112-14 

management 114, 116-17, 177 

market share 102 

marketing communication 127 

measurement 101, 161-95 
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mergers and acquisitions 99 

Millward Brown’s BrandDynamics model 179, 200-1 

name value 98-9 

nature of 177-81 
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portfolio management 282, 291, 292, 306 
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psychological studies 162 

qualitative methods 165, 166—71 
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quantitative methods 165-6, 171-81 

repositioning 294—6 

research 163-4, 165-81 

risk 102 

salience 115, 117, 163 

sensory information 105 

social meaning 103 

social psychology of brand 7 

strong brands 101-3, 112, 117, 162-3 

transfer 292 

Young and Rubicam’s BrandAsset Valuator 179 
brand image 

benefit 167-8, 180-1 

brand portfolio management 292, 307 

corporate reputation 320-3, 329 

measurement 329 

ownership 180-1 

positioning 180, 181 

profiles of brands 176 

qualitative research 180-1 
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relative ownership 181 
reputation 320-3, 329 
signals 180, 181 
brand involvement, see involvement with brands 
brand lines, definition of 282 
brand loyalty 
advertising 114 
asset value 112 
attitude to brands 113-14 
behavioural processes 233, 234 
bonding 112 
building brands 104—5, 106, 241-2 
communication 124 
communities 215, 265 
competitive advantage 114 
Conversion Model 113-14 
core loyalty 175-6 
double-jeopardy incentives 241 
emotions 114 
equity 104—5, 106, 112-14 
extending favourable perceptions 237 
functional brands 241-2 
gender 214 
habituation 112 
innovation and digital media 265 
involvement 16 
loading promotions 113 
management 113 
men 214 
penetration and purchase frequency 234 
Percy and Rosenbaum-Elliott Loyalty Model 112-13 
raising customer involvement 242 
reward programmes 241-2 
risk 112-13 
secure users 113 
solus brand loyalty 233 
strong loyalty 112, 114 
switching 112-13 
symbolic brands 61, 64, 241 
use 175-6 
vulnerable users 113, 114 
brand management, see management 
brand meanings, see semiotics and brand meanings 
brand message delivery 143-53 
advergames 145 
advert blocking 148-9 
advertising 143-53 
annual reports 143 
building brands 143-53 
content marketing 145, 149-50 
equity 145 
integrated marketing communication 143 


internet 143, 145-50, 269, 270, 324 
mini-movies 145 
mobile marketing 147-8 
packaging 151-3 
positioning 143 
product placements 145, 150-1 
programmatic buying 149 
social media 144, 146, 147-8 
video 145 
video games 145 
see also innovation and digital media 
brand missionaries 215 
brand names, see names 
brand personality—brand as a person 
animism 204 
anthropomorphism 204 
attitude 109 
cool 211-12 
culture 75-6, 211-12 
personal meanings 75-7, 79, 203-5 
sincerity, excitement, competence, sophistication, and ruggedness 75, 77 
socialization 76 
brand portfolio management 281-315 
brand and product portfolios 282-91 
brand development indexes (BDIs) 293—4 
brand equity 289 
cannibalization of brands 305 
case study 310-13 
category development indexes (CDI) 293-4 
category leaders 292 
confusion 292 
equity 282, 291, 292, 306 
evaluating stretching and retrenching opportunities 291-8 
extensions to brand 288-9 
fit 291, 292 
hierarchy of brands 285-7 
identity confusion 292 
image 292, 307 
involvement with brands 291 
levels of branding 287 
long-term view 288 
marginal brands 296, 297 
marketing 306-7 
master brands 297-8 
meaning, changes in 292 
migration strategies 287, 288 
names 285-7, 288, 289 
nostalgia 308-9 
obsolescence 289, 293 
opportunities, evaluating 291-8 
options, considering 305-6 
portfolios 282-91 


positioning 294-6 
postmodernism to metamodernism 306-8 
recycling of fashion 307, 308 
reduction of customer base, risk of 305 
reintroduction of old brands 309 
repositioning 294—6 
retrenchment 289-90, 296-8 
retro marketing 307, 308-9 
retrospection 307, 308-9 
strategy 281-315 
stretching 293-6 
sub-brands 291, 302, 305, 306 
switching 288 
time, relationship over 288 
see also extensions to brands 
brand portfolios, see product and brand portfolios 
brand prominence 145 
brand relationships—brand as a friend 
awareness 206 
ecology 206-7 
emotions 77, 206 
excitement 77 
gender 78 
harmonious brand passion 77 
intimacy, commitment, and love 76-7, 206-7 
media consumption 206 
obsessive brand passion 77 
personal meanings 76-8, 205-7 
reassurance 205 
romance 207 
sincerity 76—7 
trust 206 
brand repertoires 233-4 
brand retrenching 282 
evaluating opportunities 291-2, 296-8 
see also brand portfolio management 
brand salience 
advertising 324 
attitudes 225 
awareness 107, 130, 135, 136, 171-3, 185 
benefits 225 
big brands 224 
building salience 224-5 
classical conditioning 227-8 
corporate reputation 324 
equity 115, 117, 163, 171-3 
first brand mentioned 172-3 
functional brands 224-5 
internet 324 
maintenance 224—5 
market dominance 224 
media 324 


memory 225 
mindspace 324 
packaging 225 
positioning 130, 225 
pre-conscious processes 226 
quantitative research and measuring brand equity 171-3 
recall 136, 225 
recognition 225 
reputation 324 
routinized response behaviour 225 
small brands 224 
strategy 224-5 
strength of equity 171-3 
word-of-mouth 324 
brand stretching 282 
evaluating opportunities 291-6 
see also brand portfolio management 
brand use 
attitude 175-81 
awareness 173 
cloud computing 237 
communities 82-3 
customizing 83 
demographics 176 
first brand mentioned 172-3 
functional brands 240-1 
general level characteristics 176 
how brand is used 176-7 
identification of users 176-7 
images 176 
internet 270 
lifestyle 176 
loyalty 113-14, 175-6 
new usage situations 237, 241 
perceptions 237 
profiling users 176-7, 179 
psychographics 176 
quantitative research and measuring brand equity 175-7, 180 
quantities, increasing 240-1 
real users 238 
secure users 113 
social media 270 
substitutability 173-4 
switching 175-6 
user images 176 
vulnerable users 113, 114 
brand value measurement 182-3 
Brand Wheel 72-3 
BrandAsset Valuator 179, 200-2, 233 
BrandDynamics 179, 200-1 
brandfests 82, 215 
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Bud Light 288, 301 
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Budweiser 99, 125, 126, 140, 288, 301 
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Burberry 81 

Burger King 115, 148 

Busch Beer 288 
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Cadbury 130-1, 230, 236, 284-5, 297 
Calvin Klein 216 
Campbell’s Soup 152, 241 
cannibalization of brands 212-13, 305 
Carling Black Label 74 
Carlson Companies 318 
Carlton & United Breweries 87, 205 
case studies 
Amazon 90-1 
brand portfolio management 310-13 
Coca-Cola 19-20 
communication 154-7 
cultural meaning systems and brands 89-91 
emotions 45-7 
equity 118-20 
functional brands 243-4 
IKEA 330-1 
innovation and digital media 273-6 
Keebler Cookies 45-6 
Levi’s® 89-90 
OMO 46-7 
social psychology of brands 19-20 
symbolic brands 65-7, 217-20 
touchpoints 330-1 
category development indexes (CDIs) 293-4 
category extensions 300, 302 
category leaders 129-30, 292 
category needs 136 
category substitution, encouraging 237 
cause-related marketing 238 
Cavendish and Hardy 178, 179 


celebrities 230—2 

central positioning 129-30 

certainty 5-7 

Champagne Taittinger 151 

Chanel 211, 304 

characteristics of consumers 15 

Chasm Effect 258-9 

chatbots 319-20 

Chateau Mouton Rothschild 151 

Chippendale 307 

Chobani 65-7 

choice 
affect choice model 26 
associations 232 
conceptual model 31-2 
criteria 11 
cultural meaning 232 
easy choices 39, 40 
emotions 11, 15—18, 25-37 
functional symbols 11 
heuristics 232 
justification of emotion-driven choice 35-6 
management 238-40 
Motivated Choice, theory of 36 
oppositional brand choice 34 
packaging 232 
pictographic thinking 232 
product attributes 11 
safe choices 39, 40 
situations, managing 238—40 
sub-cultures 84 
symbolic brands 11 

Chrysler Crossfire 266 

Citto Labs 146 

CK One 216 

Clarks 178, 216 

class 
conspicuous consumption 80 
cultural capital 80-1 
differences 34, 79-81 
emotions 34 
social differentiation 79-81 
sub-cultures 84 

Classic Coke 290 

classical conditioning 18, 227-8 

Clorox Bleach 243-4 

closure, law of 30 

clothing 80 

cloud computing 237 

Coach 146 

Coast 317 

co-branding 269, 302-3 


Coca-Cola 19-20, 54, 56, 104—5, 146, 213, 228, 238, 289-91 
co-creation of brand meaning 83 
Coffee Café 292 
cognitive processing 
associations 40-1, 228-32 
beliefs 232-3 
benefit structure 168-70 
choice heuristics or rule-of-thumb 232 
classical conditioning 227-8 
differentiation 117 
emotions 25-6, 35-8 
functional brands 224 
meanings 228-32 
misers, humans as cognitive 11 
pre-conscious processes 226 
qualitative methods of measuring brand equity 168-70 
sound 229-30 
surrogate indicators 232 
top-down cognitive justifications 142 
trust 38 
Cohiba 56 
Colgate-Palmolive 301 
colours 228-9 
Colt 45 125, 126, 140, 309 
communication, see brand communication 
communities, see brand communities 
community sourcing 263 
comparethemarket.com 204 
competence 75, 260, 267 
competition 106, 114, 164, 165, 168, 299 
complaint behaviour 13 
complexity of pricing plans 13-14 
concern, law of 28-9 
confidence 37—40, 202 
confirmation bias 36 
confrontative strategies 260, 261 
connotata 72 
consciousness, rituals and traditions, shared 82 
Conservatives, technology and 258 
consistency 61, 115, 143, 202 
conspicuous consumption 80 
construction of self 56, 60 
consumer advocacy campaigns 29 
consumer-based brand equity (CBBE) model 104 
consumer behaviour 7—14 
classical model 8, 14 
complaint behaviour 13 
equity 108, 162 
evaluation of alternatives 11-12 
functional brands 233-6 
information-processing model 8 
information search 9-10 


need/opportunity recognition 8—9 
outcomes of purchase 13-14 
penetration and purchase frequency 233, 234-6 
purchase 12-14 
repertoires 233-4 
social psychology of brands 7—14 
stages 7-8 
consumer involvement, see involvement with brands 
consumption 
avoidance strategies 261 
confrontative strategies 261 
conspicuous consumption 80 
cultural practice 53 
emotions 30—1 
innovation and digital media 261 
luxury goods, consumption of 80-1 
social integration 82 
symbolic brands 53, 58—60 
content marketing 145, 149-50 
content personalization 270 
continuous tracking 186, 188, 190 
Contrex 172-3 
Converse All Stars 308 
Conversion Model 113-14 
cookies 146 
cool 
authenticity 212 
black culture 212 
cool hunters 212 
personality of brand 211-12 
sacrifice group 212 
sub-cultures 84 
Coors 125, 126, 140 
coping strategies 259, 260-1 
corporate brand equity 115-16 
corporate identity 115 
corporate image 115, 116-17 
corporate reputation 115 
associations 324 
awareness 324 
credibility 322, 323, 325-6 
culture 320-3, 324, 327 
customer groups 322 
developing corporate brand strategy 324—7 
differentiation 324 
diffuse groups 322 
emotions 325-7 
employees 323, 324—7 
employer brand 329 
financial performance 256-7 
functional groups 322 
functional strategy 324 


gap analysis 321-3 
image 320-3, 329 
innovation and digital media 255, 256-7, 259, 262-3, 324 
leadership behaviour 327 
living the brand 328 
measurement 329 
MORI Reputation Centre 329 
normative groups 322 
organizational behaviour 320, 324 
perception 320, 322, 329 
power/interest matrix 322 
research and development 324, 329 
salience 324 
service brands 322 
socially responsible behaviour 324 
sponsorship of sports and cultural activities 324, 327 
sports activities 324, 327 
stakeholders 320-9 
strategy 324—7 
symbolic strategy 325-7 
technological innovation 324 
vision—culture—image 320-3 
see also touchpoints 
Corsodyl mouthwash 237 
cosmopolitan style 74 
counterfeit goods 81 
Country Crock 182 
credibility 256, 263, 322, 323, 325-6 
cross-selling 272 
Crumpler 217-20 
Crunch Bars 286 
cue-of-the-cloud effect 253 
culture 71-94 
black culture 212 
brand communities 82-3 
case studies 89-91 
class 79-81 
conspicuous consumption 80 
consumption 53 
cool 211-12 
corporate reputation 320-3, 324, 327 
cultural capital 80-1, 211-12 
emotions 24, 25, 27-8, 43 
employees 323 
gender 81 
Generation X 64 
identity 7 
innovation and digital media 255, 265-8 
location of meaning 51-2 
meaning systems 71-94 
neo-tribes 84—8 
personal meanings 75-9 


personality of brand 75-6 
reputation 320-3, 324, 327 
semiotics 72-5 
signalling systems 72 
social differentiation 79-81 
social integration 82 
social psychology of brands 7 
sociocultural factors 265-8 
sponsorship 324, 327 
symbols 51-8, 60, 64, 72, 75, 323-4 
trust 37 
values 51 
see also sub-cultures 
curious disbelief 127, 139 
customer groups 322 
customer relationship management 271-2 
customizing 83 
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Daimler-Benz 286 

DaimlerChrysler 215 

Dairy Milk 236 

Danone 237, 284 

decision making 11—16 

declarative memory 26, 41 

definition of a brand 4, 124 

delivery person 318-19 

Dell 265 

Deloitte 329 

demographics 176 

dependability 38-9, 61 

design 29 

development indexes 293-4 

DHL 319 

Diageo plc 285 

Diesel 51, 52, 298 

differentiation 
associations 233 
class 34 
corporate reputation 324 
cultural meaning systems and brands 79-81 
functional brands 233 
innovation and digital media 255, 269, 272 
meaningless differences 233 
positioning 130 
symbolic brands 203, 211-15, 324 
see also social differentiation 
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digital, social media, and mobile marketing (DSMM) 
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Facebook’s rise 254—5 
market intelligence 253—4 
privacy issues 146 
search capabilities 253 
targeting 145 
user-generated content 250 
word of mouth 252-3 
dilemmas of the self 28-9 
Direct Line 227-8 
disappointment 25 
discursive elaboration 58—9, 60 
disgust 24 
distribution 238, 303, 305 
distribution of wealth 80 
divestment rituals 64 
Dockers 283, 285 
DoCoMo 214, 263 
Docs 237 
Dolby noise reduction 270 
double-jeopardy incentives 241 
Dove 42-3, 205-6, 238 
downsizing 297 
drive reduction and increase 128 
DuPont 297 
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early adopters 257-9 
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easyJet 326 
eBay 263 
ecology 53, 206-7 
economic capital 80 
economic theory, rational decision-making model of 11 
efficiencies 303 
electronic word of mouth (eWOM) 252-3, 254 
Elséve 298 
Em 146 
embarrassment 24, 25 
embedding brands 271 
emigration, families with recent history of 62 
emojis 146-7 
emotions and brands 23—49 
advocacy campaigns 29 
affect choice model 26 
affect program theory 24 
anxiety 35-6 
apparent reality, law of 29, 32 
associations 40-3 


attitude 140 

authenticity 140-1 

benefits 133, 180 

biased information search 36 
bonding 112, 207 

case studies 45-7 

choice criteria 11 

class distinctions 34 

classical conditioning 227-8 
closure, law of 30 

cognitive processing 41 
cognitive systems 25-6, 35 
concern, law of 28-9 

confidence 37—40, 202 
confirmation bias 36 

confusion 292 

consumer choice 25-37 
consumption 30-1 

corporate reputation 325-7 
culture 24, 25, 27-8, 43 
declarative memory system 26 
design products, consumers helping to 29 
dilemmas of the self 28-9 
emotionalization of products 43-4 
equity 104, 105-6, 117 
extraordinary experience 27 
familiarity 37-8, 134, 202 
friend, brand as a 77, 206 
gender 214 

guilt 35-6 

hedonism 27, 35, 36 

hierarchy of emotional involvement 38-9 
hindsight bias 36 

holistic perception 33 

impulse buying 35 

information processing 24, 25, 33, 36 
innovation and digital media 261 
involvement 15-18, 291 
justification of emotion-driven choice 35-6 
lightest load, law of the 30 

low involvement purchasing 25 
loyalty 114 

measurement 42 

men 214 

mood maintenance strategies 30 
mood repair strategies 30 
Motivated Choice, theory of 36 
non-verbal imagery 33-4 
nostalgia 207 

post hoc rationalization 35, 36 
preference formation 32-4 
primary emotions 24, 25, 27 


process of emotion-driven choice 36-7 
psychobiological reactions 27 
qualitative methods of measuring brand equity 170 
reaction triad of psychological arousal, motor expression, and subjective feeling 24 
refusal of other tastes 34 
regret 35-6 
reputation 325-7 
responses 28—30 
retail therapy 30 
secondary or social emotions 24—5 
self-focus 32-3 
self-illusion 32 
self-symbolism 30 
social construction of emotion 43 
social perspectives on emotion 27-8 
social psychology of brands 5-7 
social symbolism 30 
stakeholders 325-7 
strategy, implications for brand 43-4 
surprise, anger, fear, disgust, sadness, and joy 24 
symbolism 30-1, 33, 34, 36, 202, 325-7 
trust 37—40 
viral campaigns 252-3 
vividness effect 33 
employees 
appraisal 328 
behaviour 317-18, 327 
corporate reputation 323, 324—7 
culture 323 
downsizing 297 
employer brand 329 
expertise 324 
internal communications 328 
leadership behaviour 327 
living the brand 257 
reputation 323, 324—7 
symbolic brands 326-7 
touchpoints 317-18 
Emporio Armani 299 
emulation 80 
endorsements 230-2, 299-300, 306 
equal weight rule 11 
equity, see brand equity 
Esso 233 
Esurance 59 
ethnography 171 
evaluation of alternatives 11-12 
event-oriented prospecting 272 
Evergood Coffee 118-20 
Evian 172-3 
exchange rituals 64 
excitement 75, 77, 204 


exclusivity 80 
expatriates, nostalgia and 79 
Expectancy Disconfirmation Model 13 
expectancy-value model 131, 177-9, 184-5 
Expedia 10 
experience brands 209-10 
experimentation 271 
expertise of employees 324 
extensions to brands 291-2, 298—306 
advantages 303 
architecture 300 
attitudes 303 
awareness 303, 304 
brand portfolio management 288-9 
category extensions 300, 302 
co-branding 302-3 
competing brands 299 
disadvantages 304-5 
distribution 303, 305 
endorser brands 299-300, 306 
equity 290, 300, 303, 306-8 
fit 303, 304 
group brands 302 
hierarchy 298-9, 302 
involvement 291 
line extensions 300-2 
marketing efficiencies 303 
names 298-9 
portfolios 282, 303 
positioning 299, 300 
religion, becoming a brand 291 
retro marketing 307, 308-9 
source brands 299-300, 306 
sub-brands 302 
extraordinary experience 27 
Eyco Gimbits 148-9 
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face work 85 
Facebook 144, 146, 147, 260 
Atlas 145 
Dove Campaign for Real Beauty 205 
evolution of social media 250 
experience brands 210 
identity construction 53 
innovations 266 
narratives 54 
Old Spice ‘Smell Like a Man’ campaign 205 
Optus 273—4 
purchasing 13 


rise 254-5 
search capabilities 253 
World Nutella Day 242 
familiarity 37-8, 134, 202 
fashion 
fashionization 211 
fast 213 
opinion leaders 211 
postmodernism 307 
recycling 307, 308 
trickle-down theory 211 
fashionization 269 
FCB grid 139 
fear 24, 25 
FedEx 319 
feedback 267 
Ferrari 81 
Ferrero 242 
Fiat 34 
finance 
equity 101-3 
innovation and digital media 256-7 
performance 256-7 
see also value 
Findus 305-6 
first brand mentioned 172-3 
fit 291, 292, 303, 304 
Flight Centre 10, 213 
fMRI (functional magnetic resonance imaging) 41, 105 
focus groups 165, 166, 167, 184 
Ford 82, 167, 211, 289 
Ford Bronco 82 
Ford Fiesta 266 
Ford Ka 211 
Fortnum and Mason 308 
Foster’s 87, 205, 288 
FP7/Dubai 46 
fragmentation 61 
framing 12, 133 
franchise building promotions 128 
franchise model 292 
frequency of purchase 233, 234—6 
friend, brand as a, see brand relationships—brand as a friend 
Frosties 298 
functional brands 
advertising effects 241 
associations and meanings 228-32 
awareness 224-5 
behavioural processes 233-6 
benefit structure 170 
case study 243-4 
category substitution, encouraging 237 


cause-related marketing 238 

celebrities 230-2 

choice 11, 232, 238-40 

classical conditioning 227-8 

cognitive processes 224 

colours 228-9 

differentiation 233 

distribution outlets 238 

emotions 39, 40, 109-11 

equity 117, 170 

involvement 15-18, 223-48 

low involvement 15—18, 223-48 

loyalty, building brand 241-2 

market beliefs 233 

mere exposure 226-7 

multiple shelf placements 239 

name suggestiveness 230 

new usage situations 237 

packaging 239, 240 

penetration and purchase frequency 233, 234-6 

perceptions, managing consumer 236-8 

price perceptions 239, 240 

promotion effects 240-1 

qualitative methods of measuring brand equity 170 

quantities 239, 240-1 

real users 238 

relevance 233 

repertoires 233-4 

salience 224-5 

shape 230, 231 

social psychology of brands 4—7 

sound 229-30 

stockpiling 241 

strategy 223-48 

strategy alternatives 200 

surrogate indicators 232 

symbolic brands compared with 224 

trust 39, 40 

unconscious 225-33 

usage quantities, increasing 240-1 
functional magnetic resonance imaging (fMRI) 41, 105 
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gap analysis 321-3 
gay market 216 
gender identity 
advertising 81 
emotions 214 
friend, brand as a 78 


innovation and digital media 269 
loyalty to brands 214 
gender identity (cont.) 
men 214-15 
positioning 215 
rancour 215 
social differentiation 81 
social integration 81 
status anxiety 214 
symbolic meaning 81 
women 213-14, 215 
General Foods 284 
General Motors 72 
Generation X 64 
Geobrowse 237 
George Dickel 285 
Gillette 230 
Giorgio Armani 298 
Gold Blend 286 
goodwill 99 
Google 144, 147, 148, 257, 258-9 
Display Network 148 
Docs 237 
Drive 257, 258-9 
Glass 260 
Trends 253 
Wave 258-9 
Gore-Tex 270 
Grindr 216 
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grooming rituals 64 
Groupe Danone 237, 284 
groups 267, 302, 322 
Gucci 81, 299 
guilt 24, 35-6 
Guinness 60, 125, 126, 140 


H 


H&M 88, 213 
habituation 112 
halo effect 252 
Hamley’s 210 
Harley-Davidson 291, 299, 302 
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cognitive associations 168—70 
commitment, level of 163 
emotions 170 
ethnography 171 
focus groups 165, 166, 167 
functional benefits 170 
interviews 165, 166, 167, 171 
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Pijora 146 
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variable 240 
price elasticity 174—5 
PriceGrabber 253 
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arousal 24 
bias 267 
equity, measuring 162 
see also social psychology of brands 
public figures 230-2 
public relations 143, 269 
purchase 317 
behavioural processes 233, 234-6 
browsing 12 
frequency 233, 234-6 
impulse purchases 12-13 
in-store decisions 12 
outcomes 13-14 
outlets, choice of 12 
penetration 234-6 
post-purchase experience 317 
pre-planning 12 
pre-purchase experience 317 


Q 


Qantas 322 
Qibla Cola 87 
QQ Music 89-90 
QR codes 253 
qualitative methods of measuring brand equity 165, 166-71 
benefit structure 166, 167—70 
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neo-tribes 84-8 
ownership 271 
shape 230 
signalling systems 82 
signifier and signified 72 
social construction 51—2, 202 
social differentiation 79-81 
social integration 82 
sound 229-30 
special, irreplaceable possessions 73—4 
sub-cultures 86 
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